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Additions; 
bieces, not MNustrateg are 
; ®Vailable. 


Order an adequate stock of serving pieces and sets now! 
Display and feature serving pieces and sets as Christmas gifts now. 


Advertise serving pieces and sets for Christmas gifts in your local 
newspaper now! Mats available. Send your orders in to us fast 90 
as not to disappoint your customers. 


*K One of 23 strong ads 


in leading magazines HOLM ee G, &, E: DWARDS 


that help you sell now 
SILVERPLATE 





Copyright, 1953, The International Silver Company, Holmes & Edwards Div., Meriden, Conn. 











PEARL and BEAD RE-STRINGING 
NEW METHOD 













cA New Safety Feature 


EXCLUSIVE IN U.S.A. 


The loop of the cord, where it passes through 

the clasp ring, is encased in a tiny spiral sheath 

of silver wire. The sheath absorbs the strain at 

this point, preventing wear on the cord. It elim- 

inates the usual intermediate ring, bringing the 

pearls closer to the clasp. The wire is so small as 
to be almost invisible. 


All pearls and beads strung in our 
shops are equipped with this new 
SAFETY LOOP at xo extra charge! 


Reage 







For careful matching and flawless workmanship, p/us 
this extra safety feature, send your re-stringing work to 


A. SAUER & COMPANY 


Manufacturing Jewelers + Special Order Work 
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Advertisement 











The way I figure it there’s only one 
watch* that has both full profit and 
fast turnover.”’ 














‘Yes, but who else do we have on our 
side? I’m backing the watch* that 
backs me.”’ 

















“That’s one watch company* that 
means everything it says—and Says 
everything it means.” 














‘‘Yea—and now they* have a new 
line of Illinois watches starting 


at $33.95.” 
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f, Ring can compare 

with the treasured Ring 
of the Bells of Good Cheer 

at the year's festive end — 
And as they peal 
throughout the world, 

we add our sincere, best wishes SK 
for a Peaceful and Happy World bos , + hy 
to all our customers aaa 
and good friends everywhere. 


<¥ ~o 


(s 
NY 
i é 
FOR QUALITY LADIES’ & GENTS’ STONE RINGS — IT’S 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
Os A DIVISION OF KARLAN & BLEICHER 
| » ING. 
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188 WEST FOURTH STREET NEW YORK I4 NY oFFICES IN CHICAGO AND LOS ANGELES 
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8 @ & 
and Fast Selling 





Naturally this set is attractively pack- 
aged in the luxurious Simmons leather 
brown box 





This distinctive men’s set by 

Simmons — smartly crafted in heavy 

sterling silver — is one of the 

fastest-selling sets in the trade. Order your stock 


for Christmas now! 


ORDER BY NAME: 
ET SSMS #1244 
(SUGGESTED KEYSTONE $11.00 PLUS TAX) 


CUFF LINKS SSCL #124 
TIE CLIP SSTK #124 


R. F. SIMMONS COMPANY 
ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 80 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: 
JACK W. LEES, 44 King Street West, Toronto, Ontario 
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he Baker line of settings and findings 
is so comprehensive that the manufacturing 
jeweler will find in it everything he may 
need to produce the new pieces he is creating. 
It includes our newest emerald shape 
illusion settings that take round stones, a 
complete line of the conventional high fishtail 
and illusion style settings, circlet, skeleton, 
pearl spread-base and crown, emerald shape, 
square and high settings with four cramps 
as well as Tiffany types. We make findings 
for one-piece to five-piece mountings both 
light and heavy weight, stone plates in plain 
and fancy shapes, bases, bezels and round 
and square tubing. All are available in 
jewelry palladium, 10% iridio-platinum 
and in gold. Besides these items we produce 
pins, joints and safety catches and solder 
for every purpose. 
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Velvet or Velveteen 


Crompton Velvet or Velveteen... for luxurious, durable boxes! Build up the future of your women’s jewelry 
business by latching on to the best salesman of all.. your Dox lined, covered or paneled with Crompton Velvet or 
Velveteen. For these fabrics really do something for your product ...dramatize them, show them off exquisitely... 










and at the same time, preserve the identity of your brand name. With your trade mark permanently inscribed on 
its rich magnificent surface, your box covered with these beautiful, glowing fabrics, continues to live on... with 
re-use value as a miniature carry-all for trinkets or souvenirs. Crompton will be glad to supply you with a list of 
box manufacturers who will help you design a practical, exciting package for your product. For information write 


Crompton-Richmond Co., lic. The Pioneer of American Corduroy & Velveteen — Est. 1807 
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these are the facts: 


You can buy cheaper price. 
You can buy better quality. 


but we honestly believe 


YOU CANNOT BUY 
BRISTOL QUALITY 
ror CHEAPER PRICE? 


There are additional reasons for buying Bristol rings. 








They are: 


e Nearly 50 years of prime manufacturing experi- 
ence that represents savings to you. 





e A really complete line of beautifully styled 
wedding and engagement rings in every price 
range. 


e Prompt, dependable service on all orders, large 
and small. 


e A powerful new advertising campaign that con- 
centrates on dealer-aids. Ask to see them. 





your best buy is BRISTOL 


BRISTOL SEAMLESS RING COMPANY 


71 Nassau Street * New York 38, New York * COrtlandt 7-6260 
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Tris Christmas let us all 


the freedom we enjoy. 


231 


join in giving our deepest thanks for 


PINE STREET, 


PROVIDENCE 3, 


B. '9 
ROSARIES 
MEDALS 
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Manufactuiing Or mpany 























































































































riceless Heirlooms? 








No, but they have a priceless heritage 7 <4 
“$ 


... they're WHITING & DAVIS 


\\ | | | i} \ : 
| ee new, they're old, they’re good. 
They’re part of a quality jewelry line by a 
«a \ quality maker . . . crafted with today’s sure skill, 


slanted at a market of women with taste. 


Who better than Whiting and Davis to do 
such a job? Who knows better the niceties of 
detailing and hand finishing? Who knows better 


what women like? 


Obviously — nobody. Because Whiting and Davis’ celebrated mesh 


masterpieces have dazzled the fashion world for nearly eighty years. 


That’s why this jewelry line will mark you as one of the more dis- 
criminating dealers. WHITING AND Davis Co., INc., Plainville, Mass. 
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HAND IN HAND WITH FASHION-SINCE 1876 
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JEWELRY’S NAME FOR QUALITY 
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ore SURE with a TRIED 
and 4 Product | 


SURE! =. PROVEN! 
- obstacles usually con- © 


It takes years to front new inventions. | SALEABILITY i is 


perfect a good inter- a We’ ve cleared 
— : y - . your first consideration 
locking bridal set. We p= 7 them all. 2 
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NATIONALLY 4 SOLD THROUGH 
AUTHORIZED 
DISTRIBUTORS 


= ‘, INTERLOCKING aie 


ADVERTISED 


Or! “G:udk AL Ss ET S 


| one ts wehave made |_. 
has made our product | fe SON | | ' possible for the jeweler in | 
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Styling and finish 





scheduled in 
many media. 


“We will do our utmost to carry you forward with larger diamond ring volume in 1953" 
126 W. 46th STREET 
FEATURE RING COMPANY, Inc. New York 36, N. Y.-. 
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Our Best Wishes for 
A Peaceful 1954 


REFINERS & SMELTERS 


FOR HALF A CENTURY 





25 West 47th St. ¢ Phone JUDSON 2-3095 © New York 19, N. Y. 
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JOSEPH B. COOPER & SON 








... to the easy, convenient way they can find you. 
Advertise in the ‘yellow pages’ of the telephone 


directory. Your directory representative wall 


gladly suggest the most appropriate type of 


‘yellow pages’ advertising for your business. 


GUIDE 


WN amcencAS pot ier 00 VARS 
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In this Helaany Secteur ily deus 
Gpeelings, accept cur Lhanks. The members of the 
Faster. organization lake his oforlunity to pray 
(nitule lo lhe many individuals in the trade who have 
made 1953 the biggest year in Foster history, 


Faster Melal Produch, Ine. 


27 Cheien Street 


AMilleboro, Massachuselts 












Nee he ces 





KLACE CLASP 
THAT ELIMINATES REPAIR COSTS 










his Ballou creation is dainty but strong. 
| It has no delicate coil spring to get out of order. Manufacturers : 
who use this clasp say their “returns for repairs’ end when their 


necklaces are equipped with Ballou’s No. 97. 












FINDINGS—— : 


B. A. BALLOU & CO., INC., Providence, R. I. SOLD TO THE MANUFACTURING TRADE 
18 
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top opportunity 
tor 4 top salesmen! 


The ever increasing demand for FLEX-LET Watch Bands 








plus the great success of Beau Brummel Men’s Jewelry 


Fashions has resulted in the need for 4 additional salesmen. 


= Here’s a lifetime opportunity for 4 jewelry 
— = GE salesmen, accustomed to substantial earn- gas ges ge ee 
ings — men who understand the retail 
jeweler’s problems. 


Must believe in the Flex-Let policy of help- 
ing the jeweler create sales; and must know 
how to present, aggressively, the in-store 
promotion ideas and materials we prepare. 








The men who qualify will benefit by excel- 
lent territory, top compensation arrange- 
ments—plus powerful TV and print-adver- 
tising’ support. 





Apply by letter only, giving age, names and 
dates of previous employment, positions 
held, earnings received and if available im- 
mediately for sales training. 


Strictest confidence guaranteed. Write to: 


Jules Hochman, Vice President—Sales 


FLEX-LET CORPORATION 


Executive Offices: 580 Fifth Avenue, New York 36, N. Y. 
PARE SRS I ERI CN RNS A AN LL a a a SR RR ee Le RE ON TNS AAR NEMS UN RNR IR 
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MATS AVAILABLE 
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From $60.00 
Keystone to 
$500.00 











Enjoy plus business by selling Linde 





Star sapphires and rubies as hand- 


i 9 © D te A x | somely styled by Goodman & Co. Linde 







& COMPANY if synthetic stars have captured the magic 
ausalf Since 1904 y and beauty of the natural stones and are 

Makes of Fine d the same in composition, hardness, cause of 
42 W. WASHINGTON ST. star effect, type of star, specific gravity and 
INDIANAPOLIS 4, IND. refractive index. Only in cost is there a differ- 





ence — for Linde stars are available at only a 





fraction of the cost of mined sapphires and rubies. 
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Manufactured EXCLUSIVELY 


1910 


for the wholesale and 


jobbing trades since 1910 
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Manufacturers of Gold and Platinum Watch Cases 
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No Diamonds! a 


just mountings. 


_ 
. ‘- ~ 
~~ —" 
. 
™~ 
' ~ ~ 
> 
~ 


We know that rings look more appealing, more attractive 
when shown MOUNTED. Nevertheless we cling to the basic 
principal of showing our merchandise in its true form — 
devoid of “extra embellishment’. We do this because of 
our firm conviction that our MOUNTINGS sell themselves. 
Keep in mind always, that Kushner & Pines MOUNTINGS 
are illustrated in their TRUE form showing every detail accurately. 
See these MOUNTINGS as they really are. 
KNOW what you are buying. 


\ 
~ 4 


A 
=a % 
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KUSHNER & PINES. INC. 
15 WEST 47TH ST., NEW YORK 36 


f : 
ae FOR QUALITY 


MAKERS OF DISTINCTIVE MOUNTINGS 
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ALITY JEWELERS 
AMERICA 





| —KNOW 
+ YOUR 


Jeweler 
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FROM ALL OF US... 


“o 


name> 
° 






‘> 


The WATCHMAKERS OF SWITZERLAND 
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ONCE AGAIN...IT’S TIME TO WISH YOU THE 


Everything in Cy eee 
Gold * Gold Filled ¢ Silver 















































AUTomaTiC 


— 2 ee a. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





RS : ee RRR RRR 
libisiideiiacmseusmentahe c aahaete ee tea 3 


Pe en = gee neta <: 


OOO at a 


* 
3 hag Se REE ge test es BOE IPE HES i ORE : et a nates he ae 


RSPR eS stg Phe FRE RRR BIE 


it 
Ce gen ALTOS OS Te hea hs Sete stag SLO I” : . 
< ° . no aati . s . egy, BE 
; 5 a i Ai ee ag EOI se sa Be 


$ 


be 
S| 
&. 


z 
« 
- 
“>. 
hil: 0 OEE, ROTO TOM HP 


~ e Pag x om Ss 


RRP SF 


x 
rage. eae TT 
> RAR Neng 
ge ae 


ITS THE Zima THAT MEANS BUSINESS FOR YOU! 


's the POLISHOOK LINE that gives you a more complete 
selection of RINGS than ever before! ...made possible by our 
recent great expansion. In addition to our thriving, family-owned 
35-year-old ring business, we also own and operate the entire plant 
and equipment of the famous old ring firm of SKW. 


l’s the POLISHOOK LINE that assures you savings by “direct 
dealing” with us—the manufacturer. Assures you better values, finer 
styling in ONE complete line, from BABY RINGS to DIAMOND 
AND WEDDING RINGS... backed by power-packed FREE ad 
mats, window displays and plenty of “over-the-counter” selling ideas! 


it’s the POLISHOOK LINE that sells on sight, because YOU 
buy it right! ... Proven, pre-tested and merchandised to fit your 
needs. Our amazing, new automatic “Inventory Control” set-ups 
eliminate your owning too many rings in any one price range! You 
buy only what you need, at the price you know it can be sold. 


Tee about our amazing new, automatic plan 


“INVENTORY CONTROL” Set-Up 


that supplies you ONLY best-selling rings 





K. POLISHOOK S SON CORP. 


MANUFACTURERS OF ‘EVERYTHING IN RINGS’’ SINCE 1898 
216 East 45th Street. New York 17.N.Y. VAnderbilt 6-1664-5-6-7 





No matter what your ring needs may be you can be sure that your 
Goldstein-Gerson: jobber can meet your every wish. 

More than ever before, G-G mountings have definitely proven 
their SELL-ABILITY. You can depend on Goldstein-Gerson 

for the tops in new, brilliant consumer-appeal styling, 

quality manufacture to the tiniest detail and prices that 


make possible a liberal mark-up. 


DISTRIBUTION THRU AUTHORIZED WHOLESALERS ONLY 


GOLDSTEIN + GERSON C0., Ine. 


(Nivea lalitte of Fishtails 
MANUFACTURING JEWELERS ¢ 130 WEST 46th ST., NEW YORK 36, N. Y. 
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THE UNIVERSAL ESCAPEMENT LTD. 
La Chaux de Fonds, Switzerland 


Maniflacturer of 
INCABLOC 
Shock Absorhers for watches 


thos 1 filecsea CUM CNnNOUNCING lhe new 
headquarters of INCABL OC te the Wut, Soles 


incabloe 


Corporation 
15 West 46th Street, New York 36, N.Y. 






Ypueler the COCltOn O, 
am G. Wenzel 


Julius S. Impellizzeri 
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NARA AAD De 


Submitted by Andrew Arnold Lenard 


Submitted by Semeon Andrew Sokoloff 


Submitted by Eniol Vincent Blanco 


Submitted by Eniol Vincent Blanco 








6037SP 


May your holidays be happy and 


the New Year a prosperous one 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47TH STREET 
NEW YORK 19, N. Y. 
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NEW YORK 


CHICAGO 


Mes, 








problems 





Wen a manufacturer with a new style is 
trying to “get the show on the road” he needs real 
help from his plate manufacturer. Take the matter 
of measuring hardness for a special order of 

Gold Filled or Rolled Gold plate. Most orders 
can be tested on ordinary machines. But, if special 
hardness testing is necessary, General Plate can 
give the answers in a few minutes, because 
General Plate has super-accurate testing equipment 
available. So, when licking a tough production 


problem; rely on General Plate. 


GENERAL PLATE DIVISION 


Metals & Controls Corporation 
Attleboro, Massachusetts 


GENERAL PLATE) 





DETROIT - LOS ANGELES AND MANSFIELD, OHIO 


THE JEWELERS’ CIRCULAR-KEYSTONE 





ice eed La ie ony yA 



































It happened in... 


Can lightning strike twice in the pare ee 


place? Six times, if the lightning is Gor- — 
don Brothers! Between 1925 and 1935, we 
bought six leading jewelry stores in Dayton 
—Anderton, Bauers, Ebey’s, Bests (a 
father-and-son business for 105 years, the 
son 96 years old when we bought it), New- 
salt’s, and Myers. We remember “Dotty” — 
who brought back the diamond wrist watch — 


that stopped—her answer when asked if ~ 


she’d dropped it, “Yes, but I picked it right 
up again!” She and scores of Daytonians 
became our staunch rooters and came and 
bought every time we ran a sale in Dayton. 
We have correspondence with a few of them 
to this day. That couldn’t happen if our 
ways of doing business weren’t of a certain 
calibre. We believe any man who plans to 
retire, who values his name and reputation, 
should consider such factors in choosing 
the firm he deals with. 


Stories from our 50 years’ 
experience with truths of 


just as great significance today. 
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Greatest 


achievement 
m 

the 
American 
watch case 
endustry... 


Another example of |.D.’s foresight in 
introducing to you style trends that have 
important sales potential. This ultra-flat 
case marks a new triumph in creative design 
and styling. Available in 10K rolled gold 
plate, 10K gold filled and 14 karat gold at 
leading watch importers and manufacturers. 


Il. D. WATCH CASE Co., INC..: Serving Watch Manufacturers and Importers Exclusively Since 1910 
General Office and Factory: 137-11 90th Avenue, Jamaica, L.!. © JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, Pou! Korman, 580 Fifth Ave., Tel. PL 7-6373 * CHICAGO OFFICE: William Bart, 29 E. Madison St. © LOS ANGELES OFFICE: Leonard J. 
215 West 5th St.e EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau St., New York, N. Y. * SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau St., New 








Hand Carved for 
the Hand Beloved 











exclusively 


designed by 


Bek Gare? 
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The rare creative genius of designer Fred Barel has made his 
brilliant collection of Hand Carved Matched Wedding Ring Sets the most 
distinctive ... the most demanded in the field. Barel Bridals are 
capturing the hearts of discriminating brides and grooms 
because of their expert craftsmanship and magnetic 
sales appeal. There’s nothing finer than Barel 


Bridals, truly beautiful beyond compare. 


Sold Directly to the Retailer by the Manufacturer 


Mats Available Free Upon Request 


24-Hour Service On All Special Orders 





BRIDAL RING COMPANY, INC. + 87 Nassau Street + New York 38, New York 
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Not just during the holidays, but all through 
the year our greetings — in the form of sales-making ® 
LIFE ads like these — go out to you, Mr. Jeweler. 


Se re 


Still, at this very special time of the year, may 
we take this opportunity to say “Merry Christmas” @ 
— and to wish you well for the coming year. 


| ADVERTISED IN 


+ coer wenn acccecensee 
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Dec. 14th 


ay tied oo 
aes tact and case unopened 





6 a sed serch. wc, us aTH AVE. MEW 7ORE 


SANDOZ —the world’s “@agaae ms Woz mi Nov. 16th 
innest and smartest waterproof* “SSM Nov. 2nd i 
id self-winding waterproof* watches. 


*W aterprooy providing crystal 
remains intact and case unopened. 
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Distributed by the world’s foremost distributor of Swiss precision watches. SHRIRO WATCH INC., 276 Fourth Avenue, New York 10, N. Y. 
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A NEW LINE OF 
MENS JEWELRY 
DESIGNED AND 
PACKAGED...... 







































JEWELER’ 


W Hi B T A new men’s line —° designed for you and 


packaged for you. It’s a line the jewelers have been waiting 
for because it’s an exclusive line fashioned after more costly 
gold filled and solid gold pieces but for you to sell at a 

popular price. It has everything .*.. fashion appeal, pack- 
age design, and quality. All at the pepiler price. 


Ww H Y That’s easy — you Mr. Jeweler are responsible 


for the continued growth and prosperity of HAYWARD — a 
leading name in men’s jewelry for 102 years. Therefore, 
Hayward offers you an exclusive. You can be sure you will 
be featuring a line that only jewelers are offering. 


DON’T MISS THE FIRST SHOWING 
OF THIS NEW LINE... 


See your wholesaler — he will show you the new 1954 
Popular Priced Hayward line soon. Don’t buy until you 
see this new line! 








* 


This new line does not in any way take the place of our regular 
Hayward Gold-filled and Sterling jewelry but is designed to com- 


award 

plete the over-all price range, from the more costly to the popular 

priced men’s jewelry. WALTER E. HAYWARD CO., INC. 
ATTLEBORO, MASSACHUSETTS 











EXCLUSIVELY for the Retail Jeweler — Through your Wholesaler — No other sources will handle this new line. 
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second. $1: 











WORLD FAMOUS 


art of Universal’s 


r resistant. Sweep- 











MATIC 


Concealed radium dial. Stainless 
steel. Water resistant. $110 F.T.1. 


17 JEWEL MODERN WATCHES 


all collection « Make a point of seeing them 
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‘Pistinctive 
Exquisitely styled jewelry for the 
discriminating, attractively priced. 


AVAILABLE ON CONSIGNMENT 


S. Korff & Son 


914 Walnut St., Phila. 7, Pa. 
WaAlnut 2:1255 











All prices keystone 
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276 FOURTH AVENUE, NEW YORK 10, NEW YORK 
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AN EXCELLENT 
CHRISTMAS 
CAE 


KNOWLEDGE IS POWER 
The knowledge of terms and terminology of the 


jewelry trade are authoritatively provided by this book. 
THE JEWELERS’ 


It contains an invaluable wealth of information essential to 





Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 
information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. $ 00 

More than 4500 word-and-term definitions, many of them ‘aie ees 
clearly illustrated. Complete comparative table of Interna- 

tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 


of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Birthstones. 


ORDER 





AUTHORS 
Dr. Frederick H. Pough . 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Director of 100 E, 42nd St., 
Bowman Technical School New York 17, N. Y. 
C. M. Hoke 


Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 
Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


ee ee See is enclosed 


A limited quantity Money order ........... is enclosed 
available 
i ak ey de itis SN Ne WO OR 
Check or money order must 
accompany all orders. ee at eo 5k ali wigeangidl cs one aalalal din ial aiatied 
! 
DO NOT SEND CASH _ Peeeeeee 3 eee Pe wae ewes 


oe 
— 
® 
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... these facts may be helpful! 


Palladium is the newest of the precious metals. 


Palladium is so rare that tons and tons of ore 
must be worked to produce a single ounce. 


Palladium is white. It mirrors the true color of 
diamonds and shows them to best advantage. 


Palladium is strong. It holdsdiamonds securely. 


More and more people are interested in palla- 
dium. Palladium is in the fashion spotlight. 


This is due not only to its beauty and quality 


When your customer asks about Palladium 


... but also to the full-page, colorful advertise- 
ments that appear month after month, year after 
year in such publications as Harper’s Bazaar, 
Charm, Glamour, Seventeen and True. 


Check your palladium stock. And write us for 
your copy of “Palladium Jewelry...and Where 
To Buy It.” It also contains a description of pal- 
ladium sales aids available to you without charge. 


...d@ precious 
PALLADIUM i= 
platinum group 





Platinum Metals Division, THE INTERNATIONAL NICKEL COMPANY, INC., 67 wall st., New York 5, N.Y. 
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A smash Kt for every 


e LANNY ROSS 


Linst nationwide nadio shour ever 
Apousord by a hing manufactaner | 


An outstanding success—the Lanny Ross radio 









show continues to bring you the outstanding 
national sales support and the strong local 
coverage that have increased Artcarved sales 
dramatically throughout the country. From 
coast to coast, Lanny Ross is winning new 
customers . . . creating greater profits for 
local Artcarved dealers. Find out how 

you can tie in directly with this great na- 
eS tion-wide show. For more information 
write: Advertising Department, J. R. Wood 
& Sons, 216 East 45th Street, New York. 


Artcarved over more than 550 Mutual 
stations ... covering America! 


- a 7 Cee popular radio tenor, sings for you and 










Distinctive, new Artcarved ads 
in Life and Look —America’s two 
top-readership magazines—build 
ever-increasing prestige for 
Artcarved diamond rings. 
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Artcarved jeweler | 


RADIO SHOW! 











DIAMOND AND WEDDING RINGS 


J. R. WOOD & SONS, INC. 
216 EAST 45th STREET, NEW YORK 17, N. Y. mmemoen 
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Longines: 


Since 1866, ma 


MERRY CHRISTMAS 
AND A HAPPY, PROSPEROUS 1954. 


One ingredient for success, it seems to us, is to plan ahead; in each day’s 
work to do something for tomorrow. The good results of 1953 for Longines- 
Wittnauer Jeweler Agencies are in large measure the end product of projects 
initiated five years ago, ten years ago—and, yes, 50 years ago. Having 
worked for the future, we look ahead with confidence to 1954. In the 


meantime, from all of us at Longines-Wittnauer to you and you and you— 


Ce, 


ker of watches of the highest characte 


a Merry Christmas, and a Happy, Prosperous New Year. 
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THE JEWELERS' 


_— is simply no telling where 
we'll find jewelry next. In or- 
der to get where we're going, the 
jeweler will hear the cry of “Rockets 
away!” and then blast off into outer 


space. 


It was revealed recently that there 
may be strong possibilities in using 
jewelry in space exploration. At 
first thought, it seems rather far- 
fetched to see a useful connection 
between one of man’s oldest arts and 
crafts and the modern devices that 
may someday propel man off this 
earth to other planets. Why, we can 
see a scientist saying, lug jewelry 
along with all the necessary scientific 
equipment? But scientists are not 
public relations experts. They have 
no eye for the good will building 
value of gifts of jewelry. 


A perspicacious cartoonist in The 
New Yorker recognized that jewelry 
may be just the thing for winning 
friends and perhaps doing a bit of 
early trading on foreign planets. Be- 
fore a throng of outer space creatures 
on some far off planet—very bright 
looking chaps, too—the cartoon 
shows the earthmen offering gifts. 
Smiling through their plexi-glas hel- 
mets, the explorers are holding out, 
in their heavy space gloves, a glit- 
tering array of necklaces. To one 
side, a large chest packed full with 
more jewelry and silver is in plain 
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view for all to see. The outer-space- 
men and the earthmen look very 
happy about the whole thing. 


o 


[* YOU receive a Christmas gift 
that is a Parker pen bearing an 
intimate or shocking message that 
looks to be permanently engraved in 
gold on its barrel, don’t be alarmed. 
After you have been either delighted 
or offended, you can wipe off the 
lettering with a soft cloth. 


The Parker Pen Company is dis- 
tributing small pieces of 23K gold- 
coated tape, which can be given to 
customers. By placing the tape on 
the pen barrel and then writing on it, 
messuges, such as “One old smoothie 
to another” (this is a suggestion 
offered by the firm), are temporarily 
transferred in gold to the pen. Now 
we ask anybody, how personal can 
you get? 


© 


HE Golden Rule, an old religious 

law, is now due for some fashion- 
able promotion. Joan Joseff of 
Hollywood is making it in jewelry. 

' Miss Joseff’s Golden Rules are just 
that—little ruler-shaped golden 
charms inscribed with the words “Do 
Unto Others.” They signify the Com- 
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mandment of brotherhood and love, 
common to many religions, “Do Unto 
Others As You Would Have Them 
Do Unto You.” 


A Los Angeles housewife brought 
to Joseff of Hollywood the idea that 
an attractive piece of jewelry could 
be a constant reminder of the Golden 
Rule. Miss Joseff was enthusiastic 
about the idea and agreed to manu- 
facture and distribute the charms, 
providing that profits from Golden 
Rule jewelry would go into a fund for 
the benefit of religious and charitable 
organizations. The Golden Rule Ad- 
visory Council, a non-profit organi- 
zation, is handling distribution of the 
funds. 

The Golden Rule charms come in 
lapel pins, bracelets, key chains and 
key rings. 


o 


W: are fascinated by the endless 
and unusual manner in which 
watches are mounted. A_ watch 
mounted on a money clip always fas- 
cinates us. It’s a little startling to be 
standing beside a man and suddenly 
see him whip out his folding money 
to find out what time it is. This is 
a pretty obvious method of showing 
you want to see the time and perhaps 
send a wearisome caller on his way. 
Perhaps this is because it provides 
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Franciscan fine China—Encanto Nuevo—Carmel—Mesa— 
Renaissance—Concord—advertised in full color in 
House & Garden, Seventeen, The Bride’s Magazine, Sunset, 
Modern Bride, House Beautiful, Ladies’ Home Journal. 


SPRING 1954 ranciscan [ Dinnerware 


launches a national advertising 
campaign to 132 million readers 


F 
a ~ t BLE 
Franciscan Ware—the famous best-sellers— 
Apple, Ivy, Wheat, Desert Rose—advertised in 
full color in the May issues of House Beautiful, 


Woman’s Home Compsnion, Better Homes & Gardens. 




















-~, 
Franciscan Ware ‘Modern Americana intkoduced in 
full color—double pages-yin the May issues of 


House Beautiful, Ladies’\Home Journal, Sunset, Life. 





Franciscan 

National Advertising 
brings pre-sold customers 
to your store 


Advertise... 
Display... 
Promote... 






Franciscan fine China 
and Franciscan Ware 





GLADDING, McBEAN a CO., 
|= LOS ANGELES, CALIFORNIA 





THE JEWELERS’ CIRCULAR-KEYSTONE 





we 


a tacit reminder to the visitor that 
time is money. 

Now a watch of a different color 
‘s a little number billed as the “Gift 
of a Light-Time.” It is an imported 
lighter that “gives a light every time 
or gives the time every light.” If 
this is confusing, we are talking about 
a lighter with a neat, 16 jewel watch 
mounted in it. Though you are per- 
mitted to stem wind it, the watch 
winds every time you flick the lighte:. 
Only $29.50, too. 

In contrast to the money clip 
watch, this lighter-watch is ideal for 
the cautious or secretive clock- 
watcher. However, it really affords 
the user two expediencies. He may 
light his or his companion’s ciga- 
rette and keep his view of this little 
timepiece to himself. Or he may ex- 
pose the whole conspiracy and make 
of it a conversational piece. We do 
not recommend it to non-smokers. 


> 


{OTHING disturbs a left-handed 
person like asking him, “have 
you been that way very long?” 
There’s a suggestion in this remark 





ba - 








ie 





that the left-hander just isn’t normal 
and ought to conform to being right- 
handed. He’s made to feel in the 
minority and, of course, he is. He gets 
that minority feeling everywhere. 
Almost all of the world’s goods and 
equipment is designed for right- 
handers. 

Now we all have heard of the fa- 
mous left-handed monkey wrench. 
Whether this tool was designed for 
left-handers or not has never been 
determined. But manufacturers have 
been doing something for the left- 
handers. For example, we have left- 
handed sports equipment, such as 
southpaw golf clubs and_ hunting 
weapons. 

Now a watch manufacturer has 
kindly thought of the left-handers. 
This firm also estimates the _left- 
handed market as five million Ameri- 
can men, which may have been an 
influence in its thinking. The Ham- 
ilton Watch Co. has _ introduced 
a group of watches specifically de- 
signed for lefthanders. This new 


southpaw watch is to be worn on the 
right wrist, has a crown easily ac- 
cessible for winding by the left hand 
and has the dial in correct position 
for easy reading. 


The left-handed 





“Doll carriage nuthin! Remember, diamonds 
are a girl's best friend!" 
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models range from $71.50 to $175 
and include a variety of distinctive 
styles. 


> © 


pare jeweler is aware of the 

value of downtown parking 
space, but he probably doesn’t think 
of its value along the lines of “The 
Solid Gold Parking Space,” which is 
the descriptive term the Chamber of 
Commerce of the U. S. adapts from 
the new Broadway play, “The Solid 
Gold Cadillac.” On the basis of a 
parking space survey, the report re- 
veals that out of 18 cities, most of 
them under 100,000 population, the 
average value of a single parking 
space (in terms of the annual retail 
sales it produced) was at least $20,- 
000. In larger cities, with more shop- 
pers, the figure may be higher. 

The value of individual parking 
spaces ranged from about $10,000 in 
Newton, Massachusetts, to $64,000 in 
Modesto, California, varying because 
of differences in retail sales totals and 
other factors, such as the use of 
street cars and buses for shopping. 


© © 


We the repairman, instead of 
saying goodbye to a cigarette 
lighter user, says “good light,” it be- 
comes a memorable act of sales pro- 
motion. A clerk at the Ronson ser- 
vice office in San Francisco salutes 
each departing customer in _ this 
fashion. Thus the “good light” fare- 
well is further associated with the 
Ronson lighter by many customers. 


® 


ii Is said that if you don't blow 
your own horn, no one else will. 
We're making a noise about a little 
volume entitled All About V olcanoes 
and Earthquakes, which has just 
come quivering off the press of Ran- 
dom House, N. Y., and deals with 
natures grumblings and groanings. 
We are proud because it is written by 
our versatile gem consultant and fea- 
ture writer, Dr. Frederick H. Pough. 
It is interesting to both adults and 
children, being done in popular lan- 
guage. It is only $1.95, and, if you 
ask for it at your bookstore (we hope 
you do), Dr. Pough’s name is pro- 
nounced the same as “Poe.” 
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Paris Jewelry Fashion Note 


“Of the smaller jewelry, buttons for bolero jackets should be men- 
tioned. They are seen as round or square little plates of black enamel, 


in various patterns set with small brilliants.” 
(May 23, 1900) 


A Jeweler Interviewed . 

“Is yours strictly a cash business, sir?” 

“Oh, no. We do quite a credit business, and our charge customers, 
paradoxical as it may seem, are often our very best customers. The 
two reasons they desire credit are because of the convenience, and 
because they thereby run no risk of being robbed. There has been con- 


siderable pocket-picking in the shopping district.” 
(July 4, 1900) 


Jewelry Trade in Argentina 


“The jewelry imported from France, Germany and Italy, as a rule, 
is cheap, hollow and gaudy and does not compare with the neat as well 
as cheap American manufactures which, if properly placed on the 


market, would undoubtedly find a ready sale.” 
(June 20, 1900) 


Anti-Department Store Law A Failure 


“Missouri’s Department Store License Law, the most carefully pre- 
pared, most extensively endorsed and most vigorously pushed of all 
anti-department store efforts made in the different states of the union, 
has come to naught. The supreme court of the State, for the second 


time, declared it unconstitutional on June 19.” 
(June 27, 1900) 


War Depresses British Trade 
“The jewelry trade in Britain is very quiet, owing to the South 
African war, which, although it has stimulated general business, has 


had a depressing effect on society.” 
(July 25, 1900) 


Advertising Truth 


“Tell the defects of your goods occasionally. It’s a good way to 
create confidence in your business. Printers’ Ink.” 


(June 20, 1900) 
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Cleveland Notes 


“Miss Rose Blumkin, the Cleveland 
girl who has been selling jewelry and 
digging gold in the Klondike, returned 
to Cleveland Friday. Miss Blumkin has 
with her a belt made of gold nuggets 
and set with diamonds... says she has 
a rich claim 64 miles from Dawson.” 


(July 4, 1900) 


Indianapolis Notes 


“C. L. Rost, Crawfordsville, Ind., is 
selling out at auction and will soon re 
move to Indianapolis, where he will 
engage in the diamond business.” 


(July 4, 1900) 


San Francisco Notes 


“Shreve & Co. are now exhibiting a 
silver toilet set to be awarded in the 
Chronical’s Cinderella contest. The 
prize will be given to the San Francisco 
woman possessing the smallest feet.” 


(July 11, 1900) 


Detroit Notes 


“Wright, Kay & Co. will add to their 
present large quarters, making it the 
largest jewelry store in the city, with 
the possible exception of that of W. A. 
Sturgeon & Co.” 

(July 11, 1900) 


Providence Notes 


“The week’s cruise of the Rhode Is 
land Yacht Club included a good rep 
resentation of jewelry men. The Molem, 
owned by jeweler George C. Darling, 
made excellent showings in the various 
races held during the week.” 


(July 25, 1900) 
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EVEN THE SMALLEST 


JEWELER CAN SELL 

















































Models in This Section Photographed at 
“Diamonds U.S.A.” Fall Fashion Show 


VAN CLEEF & ARPELS, New York. Lisa Fonssagrives, 
noted New York fashion model, wore a new parure of 
diamonds and 18K gold: a cordonniere necklace and 
bracelets of braided metal set with ornaments pavé 
in diamond brilliants. Earrings were golden shells. 
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J. E. CALDWELL & CO., Philadelphia. Christine 
Torchiana, leading Philadelphia fashion model, 
wore a necklace of baguette diamonds and pear- 
shaped drops with matching ear-clips. Her large 
brooch had 16 diamonds in rare triangle cut. 


HARRY WINSTON, New 
York. Model Martina Bren- 
nan wore six large horse- 
shoe clips, which together 
may form a bracelet. She 
also wore a_ slip-throygh 
choker necklace. 
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THERE'S A MARKET 
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Wax down Main Street in any American 
city or town and ask the women you meet it they own 
diamonds. Most of those who are married will have 
engagement rings. The teen-age girl probably has none, 
but sees a diamond in her future. Too often the only 
diamond owned by the older woman is the one in her 
engagement ring. This, in spite of the fact that she could 
well afford more and bigger diamonds. 

Yet, to the older woman, the later-in-life diamond give 
her by her husband is just as significant to her as the 
diamond engagement ring she received years ago. It is 
a badge of successful years of marriage, an assurance 
that her husband still thinks romantically of her and of 
their years together. 

Then, too, there are many successful business women 
with large incomes who never married or are widowed, 
Often their diamonds, if any, are family diamonds. Most 
will admit that the diamond has a fascination for them, 





Where are the other diamonds they could be wearing? 
Are they resting in your show cases? 

While we are supposing that we are talking to people 
on Main Street, let’s ask a few men about diamonds; the 
men you meet at a service club luncheon, for example. 
One who has bought a diamond for a loved one during 
the past few years will describe it minutely, even to the 
details of its mounting. He will mention the occasion 
when he gave it to his wife. Men will talk about diamonds 
with an interest as great as that of any woman. They, 
too, feel the diamond’s fascination. 

Now many of these men own a second car. Some of 
their wives have mink coats, perhaps a second fur coat 
and a second watch. But—where is the second diamond? 
It is a paradox, indeed. 

Diamonds are the most wanted of gifts—and the most 
permanent of gifts. It is the hardest, the most imperish- 
able of all stones. Automobiles and fur coats wear out 
and go out of style, but the diamond is forever. 

Now just as the jeweler is in the best position to get 
the diamond engagement ring sales, so he has the upper 
hand over other retailers in competing for later and most 
likely larger size diamond sales. 

But the principal factor that stands between _ these 
people and the diamonds they could purchase is the lack 
of confidence in their own ability to purchase wisely. 
Confidence is something only you can give them. 

Specifically, who are your prospects for the sale of 
bigger diamonds; diamonds of two carats and over? 








They are the successful contractors, doctors, engineers, 
lawyers, insurance brokers, farmers, the owners of small 
progressive businesses—stores, automobile agencies and 
the like—the presidents and vice presidents of banks, ex- 
ecutives in industrial plants and local stockholders who 
own such plants. These prospects also include socially 
prominent women, women who hold executive positions, 
women who operate profitable dress shops, etc. No mat- 
ter what the size of your community may be, there are 
living in your area successful men and women who love 
diamonds and can afford to own more and bigger ones 
than they do at present. 

Women control a sizable slice of this country’s wealth. 
But too many think that a diamond is something a man 
buys for a woman and not something that she buys for 
herself. Here is an almost untouched reservoir of poten- 
tial sales. Today woman has justified her place in the 
business world. In many instances, her place is im- 
portant. She may own her own business. She drives 
her own car. She goes around the world unescorted if 
she chooses. 

There is no reason why a woman should not buy her- 


self a diamond—buy it to commemorate an achievement 
she has made in business or for no other reason than 
just because she loves diamonds. 

There are such people in every city and town. No town 
is so small that it does not have its prosperous leaders. 
A case in point is the recent performance of a young 
jeweler with a small store in a midwest town of 4,400 
population. This jeweler made four fine diamond sales, 
each stone over one-and-a-half carats during a period of 
ten weeks. Such opportunities exist right in your town 
if you only open your eyes to them. 

As a starting point, make a list of all those people 
in your area whom you believe to be earning $15,000 or 
more a year. You can even put down those who earn 
a little less. Don’t overlook the couples where both the 
man and wife work and combined have a total family 
income which is impressive. You will probably be sur- 
prised at the length of this list. 

If a man or woman on your list drives a fine make of 
automobile, add this information beside his name. Do 
women on this list come into your store wearing beautiful 
furs? Make a note of this, too. They undoubtedly ap- 
preciate diamonds. Someone has said, “Show me a 
woman who does not like beautiful furs, perfume and 
diamonds, and I’ll show you something less than a 
woman.” 

When your list is fairly complete, ask yourself this 
question, “What would it mean to my business if one- 
quarter of these people purchase a two-carat diamond 
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COLEMAN E. ADLER & SONS, 
New Orleans. Mrs. Odette Hem- 
enway, New Orleans society 
woman, modeled this necklace 
in a setting of pavé baguettes; 
it divides into two bracelets. The 
baguette bowknot clip is also a 
separate ornament. 


from me?” The answer will convince you beyond any 
doubt, that the potential business here is richly worth 
going after. 
As you know, tradition and romance have established 
your diamond engagement ring market. Today, 85 per 
cent of the girls in this country have a diamond at the 
time of marriage. In the hearts of most women, the en- 
gagement ring is a must. It is vital to you to keep this 
tradition strong. As long as the engagement-diamond 
tradition stands, you have ready-made sales of diamond 
rings. 
The market for larger diamonds is different. It has 
to be developed by careful and skillful selling effort. The 
rewards are great, but as in other lines, they go to the 
people who go after them. 
But your chief competitor is not the jeweler down the 
street. When he sells a diamond or diamond piece that 
is worn and admired, he is stimulating the traditional 
desire for diamonds and providing local interest which 
can result in additional business for your store. Your 
serious competition comes from the alert salesmen of 
high-priced cars, furs, and even modern kitchen equip- 
ment. Instead of a proudly worn diamond that might 
stimulate other sales for you, there is a high-powered 
sport coupe or a mink jacket creating local desires which 
the local car dealer or furrier will cash in on. Those are : 
the dollars which could be yours if you had developed | 
and fulfilled the desires of men and women in your com- | 
munity who want bigger diamonds. | 
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To put it another way, you’re playing in the league 
where there are big stakes when you go after the profits 
to be found in bigger diamond sales. Obviously, you 
have to play the kind of ball that other teams play in 
the same league. That means a carefully planned, alert 
and persistent sales program; just like your Cadillac 
dealer or leading furrier plays. 

In such a program, it is important for you to know 
when to approach a prospect. Your success may well 
depend on your timing. There is no reason why a man 
shoud not buy a diamond at any time just because he 
wants it and can afford it. But people most often buy 
diamonds to symbolize an event or mark an occasion. 
The men on your list may always be potential customers 
for a sizeable diamond, but your best chance of bringing 
them into the market is when they have something to 
celebrate. 

Birthdays, anniversaries and Christmas are important 
diamond days and so is every day when a man takes a 
major step in an advancing career. 

Make notes on your list of prospects. It’s a good idea 
to keep the list on filing cards so that you can have all 
the information about each person at your finger tips. 

A woman may come into your store to buy a pair of 
cuff links for her husband and mention casually that it 
is a wedding anniversary gift. It is very easy for the 
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Illustrations show jewelry exhibited gq 
“Diamonds U.S.A.” fall show in New York. 
The models selected by the 13 jewelers 
who exhibited their latest creations y 
the Plaza Hotel on October 27, 1953 
were principally mature women represent. 
ing that particular group who form ¢ 
substantial market for bigger stones. 


FRANK HERSCHEDE CO., Cincinnati (left). 
Mrs. Eva Graeter, fashion model, wore g 
chignon band containing over a_ hundred 
| diamonds. She also modeled a_ necklace, 
| clip brooch, matching pendant earrings, 


B. D. HOWES & SON, Los Angeles (center), 
Mrs. Orson Munn, fashion designer and a 
society figure, wore a pendant necklace 
of baguette diamonds with a large drop 
centered around a fine lozenge-cut gem. 


CLAUDE S. BENNETT, Atlanta (right). Social 
leader Louise Armstrong wore a _ tapered 
baguette diamond necklace. The tapered 
baguettes are repeated in the trace-chain 
bracelet with its distinctive oval links. 


person behind the counter to say, “When is your anni- 
versary?” It is certainly a natural question. The impor- 
tant thing is that you receive this information as soon 
as possible, note it on your list and approach the man 
with your suggestion. A man may want “something for 
my wife’s birthday.” Again, it is so easy to say, “When 
is her birthday?” 

Newspapers often carry stories of large anniversary 
or birthday parties. Your wife may hear of such occa- 
sions through friends. You can gather information 
about the occasions for private parties at your country 
club. If you are friendly with a hotel manager, he will 
tell you of parties there. 

The important thing is keeping the record on your list 
accurate and up-to-date. One word of caution: you should 
also read the obituary notices—and divorce notices. It 
would be a tactless error to remind a man of his wedding 
anniversary or his wife’s birthday if she were no longer 
with him. 

Watch the newspapers, too, for stories on any advance: 
ment in the career of an important man. You may hear 
of a significant promotion from the casual remark of a 
friend. 

This is the map of your market for larger diamonds; 
it can form the basis for a year ’round selling program— 
if you take action in line with the existing opportunities. 
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MEET THOSE PEOPLE WHO 
CAN BUY BIGGER DIAMONDS 


‘Lic MEN competing with you for the con- 
sumer dollars that can be spent for large diamonds don’t 
wait for business to come in. Automobile dealers, fur- 
riers and all purveyors of such luxury items go out after 
business. Note that we said “go out.” There are plenty 
of people on your list of prospects who may not come 
into your store or even answer your letters of invitation. 
But you can still sell diamonds to them. 

There is no unwritten law prohibiting a _ jew- 
eler from going out to sell. As a matter of 
fact the biggest, finest jewelers have never been 
above going out to sell important pieces. An 
insurance broker, owning his own business, goes out to 
offer his services to an important prospect. Salesmen 
for high-priced cars do it. Bankers recognize changing 
times; in large cities, bank officers do not hesitate to 
invite any important executive to luncheon for the pur- 
pose of frankly soliciting business. These are the very 
type of people who are prospects for big diamonds so it 
is not bemeaning for you to approach them in their 
offices or at local clubs. The jeweler who sells big ticket 
items today goes after business. It will not come to him 
just because he is a “nice guy” or because his store has 
been in operation for 50 or 100 years. The alert jeweler 
plans a campaign and he follows that plan. 


MINGLE WITH YOUR PROSPECTS 


Some of the bigger diamond prospects on your list will 
be members of the Chamber of Commerce, the Rotary, 
Kiwanis or other service clubs. You and members of 
your sales staff should belong to these organizations that 
really represent the leadership of the community. The 
country club and city club offer similar contact oppor- 
tunities. Take advantage of the opportunity to meet these 
people on a social level. Take advantage of the oppor- 
tunity to demonstrate your personal soundness and in- 
tegrity by participating in the business and social activi- 
ties of these organizations. Take time to be friendly. In 
this way, you can demonstrate your personal virtues, and 
when the time comes that your brother members of these 
organizations want to make a “special” purchase, they 
will turn to you and your facilities. 

An interesting example of going out to make sales is 
the experience of a young man who opened a small 
jewelry store a short time ago. He decided that he might 
have quite a long starvation period before the public 
discovered what he had to offer. He set some time aside 
each week for calling on professional men and business 
executives. He carried a few diamonds with him in a 
brief case. He did not expect to sell at the time he made 
these calls. His idea was to “get acquainted” and to let 
these people know that he was ready and capable of 
taking care of their needs. He subtly implied that dia- 
monds and success go hand-in-hand and that there un- 
doubtedly would be occasion for the man making a pur- 
chase in the not too distant future. Sales resulted from 


GEORGE T. BRODNAX, Memphis. Mrs. Maynard Holt, 
Memphis society woman, modeled a series of ornaments in 
which large emerald-cut diamonds were the center of de- 
sign. The wide bracelet featured emerald-cuts and marquises. 





these calls, and even those people who did not buy 
thought him a very progressive business man whom they 
did not hesitate to recommend to friends. 


Another jeweler made it a practice to be friendly with 
the president of his bank. Every few weeks he would 
“just happen to have” an interesting diamond with him. 
No direct attempt was made to sell the banker. The 
diamond was frequently “about to be purchased by a 
successful man for an anniversary or the like.” The bank 
president came to associate diamonds with success. He 
eventually purchased a large one for his wife. 


Here again, your list of potential diamond customers 
should be the basis of your plan. Select the names that 
seem most promising under all current circumstances and 
set aside a few hours each week when you will call on 
these people. Write it down. It is easy to put off any 
course of action, especially easy to put off a new one. 
There is less temptation to procrastinate in the face of a 
definite written plan. Besides, you will make your best 
presentation if there is nothing haphazard either about 
your approach to your prospect or about what you say 
when you talk with him. 


Chose a definite day each week. Let us say that you 
choose Wednesday; plan your Wednesdays for a month 
ahead and select three or four people on whom you will 
call on each of those days. You will have to find out the 
best time of day for the different people, and you will 
also have to adjust your choice of day to their con- 
venience. 


When you call, take a few selected diamonds with you. 
Unmounted diamonds in papers give a professional touch. 
You can, of course, have a few pieces of fine jewelry with 
you. Be sure that you leave with him your business card. 


Make it plain that you are not there to sell any specific 
piece of merchandise, but rather to make him acquainted 
with your store and the services you are equipped to 
render him. “I realize, Mr. Smith, that you’re a busy 
man and you don’t have time to visit our store just to get 
acquainted with me. I’m here because I’d like you to 
have some idea of the service we can give you.” Then 
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CARTIER, New York. Ruth Keller, distinguished model, 
wore a riviere of diamonds with 15 flowing streamers 
of various cuts. Clips were double five-petaled flowers 
paved with brilliants. She also modeled a superb 
thirty-five carat pear shaped diamond solitaire ring. 


tell him about your store and the merchandise you carry. 

“Of course, we'll be most happy to see you at the store 
any time, but if you need something on a busy day, just 
call me and I'll be glad to assemble a selection for you to 
examine in your office or at your home.” 

Show him the diamonds you have with you. “Of 
course, diamonds have been important for anniversary 
gifts for a long time. And you know, no diamond is too 
large or too small for us to supply. If we don’t have 
what you want in stock, our importer can send us a 
selection by air mail. The reason [I mention diamonds 
particularly is that I know in the life of every successful 
man, there comes a time when a diamond is important 
as the most enduring symbol of his success and a way of 
showing his wife that she shares in his achievement. A 
man who thinks of the future when he gives his wife a 
gift turns logically to diamonds, and, of course, we have 
access to the country’s finest designers in creating a 
piece for you which will be fashionable but show dis- 
tinction.” 


EXPRESS YOUR PERSONAL INTEREST 


Many executives are deluged with catalogs offering 
wares of all kinds. If he shows you one, don’t be on the 
offensive. Just smile and say, “Mr. Smith, to them, you 
are a name on a mailing list, an addressograph plate. To 
me, you're an important man, a customer; and every 
time you make a purchase from me, I| think of you in 
terms of future business and you can, therefore, be sure 
that Ill do everything possible to give you the best value 
you can get anywhere.” 

Whenever you talk about your store or your mer- 
chandise, always be enthusiastic. That does not call for 
table-thumping or bombast. It calls for the enthusiasm 
of sincere conviction. If you want your customers to be 
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enthusiastic about your store and your merchandise, yoy 
have to set the example yourself. 

After your first few calls, take time to review what was 
said and what made a good impression. If you made 
mistakes, profit by them. Above all, for future reference, 
make notes. Write down what your experience was, and 
look over your notes before your next day of calls. 


OFFER YOUR SERVICES AS LECTURER 


Another way of building sales outside your store is to 
offer your services as a lecturer. There are lectures on 
diamonds written for you. It is only necessary to adapt 
them to your own style of speaking. It takes a little prac. 
tice. If you haven’t done it before, you may find the 
first couple of engagements difficult. Your ease after that 
will surprise you. The practice of lecturing publicizes 
your store and also identifies you as an expert—a con- 
noisseur in your field. 

Every city and town has service clubs, women’s clubs, 
school programs and church groups that are in constant 
need of speakers. The Business and Professional Women’s 
Club, the Zenta, the Altrusa Clubs and others composed 
of successful business women will help you approach the 
much-neglected women’s market. You will find that they 
are eager listeners. And why not! The diamond is a 
fascinating object, replete with a glamorous, romantic 
background. In speaking to the women’s groups, tell 
them there is every reason for a woman to dramatize the 
progressive steps in her successful career by buying her- 
self a diamond; to be enjoyed by herself and admired 
by others. 


LECTURES DO PAY OFF 


But, you may ask, “Will lecturing pay for the time I 
spend?” A jeweler in New England spoke to a small 
group of women at a luncheon. Two hours later, a man 
phoned and wanted to see a particular large diamond his 
wife had seen at the luncheon. It was sold that day! 


A jeweler in the midwest drove 50 miles to speak to a 
women’s club. At the end of his talk he invited them to 
visit his store when they came to his city. They took him 
at his word. He kept a record of their purchases and found 
that at the end of a year they had spent about $5,000 
in his store. Five thousand dollars that probably would 
have gone elsewhere had he not given his talk. 


By going out after the market for bigger diamonds, 
the jeweler actually lays the ground work for future sales 
in his store. He meets people, mingles with them socially, 
impresses them with his knowledge of fine gems. And the 
jeweler gets a better idea of the public’s attitude toward 
his merchandise when he sees his prospects outside his 
store, where they react more naturally. 


Every merchant who is successful these days will face 
frankly the fact that we are in a new era of selling and 
merchandising. Employment and income levels are high; 
more consumer dollars are being spent. The “carriage 
trade” as it used to be no longer exists. What is more, 
many new items have been developed to attract the con- 
sumer and appeal to his pocketbook. The competition 
for the consumers’ dollar is keener today than ever be- 
fore; will be still more intense during the coming year. 
Therefore, you as a jeweler, must go out of your store to 
stir up bigger diamond sales. 
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i. YOUR program designed to sell bigger 
diamonds you have, let us assume, prepared a list of 
large diamond prospects. You have also gone out to meet 
these prospects personally in order to further encourage 
the innate desire for fine diamonds. You have taken 
advantage of your effort along this line to also create 
goodwill and establish a reputation for yourself as a 
diamond connoisseur and a man of integrity. Thus, the 
basic groundwork has been laid; you have stimulated 
vour market. Let us further assume that you have aroused 
a certain number of these prospects to the point of action 
and now they turn to your store to satisfy their desires 
for bigger diamonds. But does your store—the final 
link in the program for selling bigger diamonds—have 
the AUTHORITY to consummate the sale? 

Let’s consider the case of a man who buys a high- 
priced car; he does not question the amount of money 
involved. He has probably owned cars for years and 
thinks he knows something about them. Though his 
knowledge of mechanics may be absolutely nil, he still 
has confidence that his money is being well-spent. Because 
of this confidence (in the manufacturer and dealer) his 
purchase gives him pleasure. If in the months that follow 
he has no mechanical troub!e with the car, he is pleased 
with his wisdom in purchasing it. 


CUSTOMER LACKS CONFIDENCE 


Now this same man’s knowledge of diamonds may be 
about equal to his knowledge of mechanics but he is 
more conscious of his inability to judge quality in dia- 
monds. You hear him say, “You just don’t know what 
you're getting when you buy a diamond.” Although this 
comment is sometimes meant as a criticism of the trade, 
it more often reflects his lack of confidence in his own 
ability to purchase wisely. 

In the case of the car, a man depends for his confidence 
upon the reputation of the manufacturer. As for dia- 
monds, the good name and integrity of the jeweler is 
frequently the only things he has to inspire the same 
trust. It is true that there are a few nationally advertised 
brands of diamond rings and that the good name of the 
ring manufacturer here stands as a confidence building 
factor, but the general public is not as well acquainted 
with the subject of diamonds as they are with auto- 
mobiles. 

Obviously, with diamonds as with anything else, the 
man behind the counter must have the knowledge of his 
product that enables him to talk enthusiastically and with 
AUTHORITY. With knowledge comes the poise and self- 
assurance that are essential to the sale of a product which 


must be bought on faith—blind faith. Assurance—or 
(Please turn to page 84) 
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GIVE YOUR STORE THE AUTHORITY TO SELL 


TRABERT & HOEFFER, Chicago (top right). 
Mrs. Arthur Wirtz wore a necklace with 
streamers of fancy-cut diamonds and an 
emerald cut diamond solitaire which weighs 
17 carats. 


LINZ BROS., Dallas (above). Countess 
Alexandra Pietrasanta, a member of inter- 
national society, wore a crescent neck- 
lace in the |8th century design. Ear medal- 
lions were of pavé baguette diamonds. 


A. STOWELL & CO., Boston (right). Mrs. S. 
Doane Cook wore a necklace of triangle-cut 
diamonds alternating with large brilliants. 
The brilliants were repeated in a shoulder- 
knot clip and again in medallion earrings. 








































































one's wife. 
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These. miniature latex torso forms are from 


Helen Liedloff, 65 West 56 St., New York. 





B. The anniversary idea 
is played up in this 
window display featur- 
ing bigger diamonds. 
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A PROMOTIONAL appeal for large diamonds 
to include the older woman and her husband should 
make use of a very definite display program that will 
tie-in with it. In the past, bridal atmosphere has pre- 
dominated in the diamond displays of the average 
jewelry store. To gain a different sort of attention for 
the same, or very similar, merchandise requires the 
creation of quite a different merchandising atmosphere 
and one that is more subtle in appeal. It is easy to label 
a display of jewelry “For the Bride” with a setting of 
lace and orange blossoms, but a little ticklish to identify 
even diamonds as for the “older” woman! However, it 
is hardly necessary to be so specific in our labelling. 
The prospective customer you are seeking is youthful 
in mind, if not in figure, has a multitude of interests and 
activities, is extremely fashion conscious especially since 
she can now afford a more generous and a more expen- 
sive wardrobe—and is still susceptible to the appeal of 
romance and sentiment. Surely here is ample material 
to inspire suitable displays for this promotion. 

While it is not necessary to be specific about the lady’s 
age in these displays, it is a good idea to be quite specific 
in suggesting occasions for a gift of diamond jewelry. 
Birthdays and anniversaries are ideal occasion for the 
husband to present his wife with the belated engagement 
ring he couldn’t afford in the past or even to give her 
a handsomer stone to replace the modest one of early 


Appeal to the Older Woman 


by VIRGINIA DIXON 


marriage. Because the wearing of diamonds by his wife 
is a mark of prestige for the husband, he may wish to 
give his wife a fine piece of diamond jewelry to mark 
a significant step ahead in business or professional life. 
The tenth, thirtieth and sixtieth anniversaries are desig- 
nated as diamond anniversaries, but the jeweler might 
well devote a window to the idea that a gift of diamonds 
from her husband will be joyously received on any anni- 
versary and no other gift will speak quite so eloquently of 
his love and devotion. As a supplement to the diamond 
wedding display, why not suggest a gift of diamonds for 
the Mother of the Bride? Such a token from her husband 
at a time when she is beginning to feel a bit put on the 
shelf would probably make the biggest hit of any gift 
he ever made her. Diamonds for Mother’s Day are, of 
course, another way to suggest them for an older woman 
—and you might get more attention by having your 
Diamond Mother’s Day display at another time of year 
than early May. 

To some extent the jeweler can count on feminine 


(Please turn to page 90) 





This modern display figure is avail- 
able from Helen Liedloff, New York. 
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C. The desire for large diamonds is accentuated by introducing a fashion theme. 
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presentation elsewhere in this issue, so we need jot 
describe the jewelry nor the current style-ways of wear. 
ing it, but we do want to call your attention to some 
fashion details that might be missed by not seeing the 
actual jewelry pieces. 

You will notice in the photographs a general trend 
toward elegant and important looking diamond jewelry 
executed with an overall delicacy of design, and a con. 
centration of massed brilliance. Giving a very new look 
to some designs are baguette diamonds which now appear 
in “king size” and which are the longest, slimmest dia. 
mond slivers ever seen in modern jewelry. These 
baguettes and smaller baguettes are now being set pavé, 
in the same way as pavé round stones and with no metal 
visible. Triangle-cut diamonds are making a new appear- 


DIAMOND| 





Left: diamond and emerald 
platinum necklace by Wil- 
liam Lowe, Inc. Below: dia- 
mond and platinum neck- 
lace by Sidney B. Gurfein. 













A MAGNIFICENT multi-million dollar fashion 
show, “Diamonds U.S.A.,” was presented by N. W. Ayer <g> eter oe 
& Son, Inc., at the Plaza in New York City on October > > <tt <i > 
27th. Well known jewelers from all parts of the country os yl 
sent in their newest diamond designs, and from this 
comprehensive display our diamond jewelry fashions for 
1954 took form. 

Photographs of the glamorous models who appeared 
in the show are used as illustrations of a diamond 

















ance and they are very fresh looking and welcome, 
fashionwise, after their twenty year absence. One dia- 
mond necklace contained sixty of these distinctive 
triangles, and a diamond clip-brooch had a shower of 
fifteen triangles creating a pagoda effect. The Paris 
fashion of placing diamonds in yellow gold was shown in 
an 18 carat gold cordonniere (cord-like) necklace and 
braided gold bracelets inset with diamond brilliants. 

The variety of necklace styles which appeared in the 
show, and the variety shown to me in personal visits to 
the leading diamond houses where most of this fabulous 
jewelry is created, seems to be a fashion story in itself. 
Several houses are giving strong representation to a new 
idea of subtle asymmetrical styling and semi-rigid effects 
in diamond necklaces. The designs often follow the 


Fashion Lrends for ’4 


contour of the collar bone, and stand away like tiny 
wing collars from which drop pendants, or elaborate 
design arrangements. While this is the most noticeable 
change in necklace designs, the big news lies in the 
wonderful style variety. 

And a realistic approach this is! Several of our top 
diamond manufacturers said the same thing: “How can 
we favor one particular type necklace as a leading fashion 


Bib collarette in 14K gold with suspended 
cultured pearls from Raymond Abrahams. 
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when there are so many different kinds of feminine 
beauty! There are long faces, round faces, square faces, 
long necks, short necks, et cetera, et cetera, and each 
woman wants a diamond necklace that will flatter her 
particular physical features.” This consideration of per- 
sonal beauty is a merchandising message of utmost 
importance for al! retail jewelers whether they are selling 
a one thousand or a hundred thousand dollar piece of 
diamond jewelry. A woman’s first thought in buying 
jewelry is—“What will it do for me! Will it make me 
look prettier! Is it top fashion!” Later, of course, she 
will want every assurance of quality and investment 
value that you can give her, but she will always return 
to her first interest of beauty and fashion. 

And that is why we are showing you, on our fashion 


by WINIFRED PARKER 


Illustrations by Dorothy Burke 


page, five fabulous diamond necklaces, and some high 
fashion neckline news that can be used to further this 
fashion interest of your diamond customers. Almost all 
women who buy jewelry in the diamond price bracket 
have special gowns designed to enhance their jewelry. 
and it’s now considered chic to follow the contour of a 
necklace with the same neckline contour of a formal 
gown or cocktail dress. The various diamond necklaces 
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Diamond and platinum necklace by Maybaum Bros. 
(shown 24's actual size) 


Diamonds and platinum in asym- 
metrical design by Harry Winston. 


DIAMOND FASHION TRENDS 


naturally look well with many different kinds of neck- 
lines, but this matching of necklace and neckline form 
is a fashion fad this season in high fashion circles, and 
should be presented as such. It is a light touch—a 
timely trick with which your most fashion-minded cus.- 
tomers can have a lot of fun! It can be used also for 
breathtaking fashion displays in diamond departments, 
for window displays, and as basis for an advertising series 
to show off the extent and variety of a jeweler’s mer. 
chandise. 

The diamond manufacturers represented on our fashion 
page have a fascinating variety of necklaces in their 
individual collections, and it was difficult to hold our 
photograph selection down to only one from each house! 
Precious jewelry fashions “evolve, rather than change,” 
and there are seldom startling innovations such as take 
place in women’s dress fashions, but sufficient changes 
are taking place, as you can see, to create a desire for 
new-looking jewelry. And there are enough smart fashion 
ideas to stimulate the thought and talk of alert jewelers 
as they sell precious jewelry to their most fashion- 
minded customers, their diamond customers! 
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Like the many beautiful stones of the quartz 
family, garnets fall within the category of the most 
common of all jewelry stones. It is found in all 
parts of the world. Though it is common, it is dis- 
tinguished by its brilliant clarity, durability and 
its deep dark red color. Legend has it that a garnet 
was hung in Noah’s Ark to provide light. 


Old tales tell of the beliefs in the medicinal 
qualities of garnets and many is the stone that was 
pounded to powder to fill the prescription for an 
elixir as a heart stimulant or an antidote against 
poison. The significance of the garnet is constancy. 


It is available in natural stones or synthetic 
corundum. 


BIRTHSTONE FOR JANUARY 


A Display 
of Garnet 


A pair of velvet covered hearts dram- 
atize the symbolism of the January 
birthstone: Garnets for constancy. A 
nosegay bouget of red carnations is 
tied with narrow red velvet ribbons 
which extend across the circular white 
display pad on which the rings are ar- 
ranged. One of the heart cut-outs is 
covered in white, the other in red velvet. 
Wide red ribbon laces the two hearts 
together. 
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this attractive 


WINDOW 
DISPLAY 


helps do the job 
and it’s VYowrrd 


of extra charge 








Man’‘s ring 


60378 
i cost $1 25° 









re ring 


Your cost 


Just order 
4 rings like this 


For toxies 


at a doa | 


S357 TRIS 


$995 


The SUREST way to increase your 1954 profits. 
SELL MORE BIRTHSTONE RINGS! 


Gift Thrill 


ERIE LBER? PX BOK SS 


TEENAGERS! $9 QOS 












for a total monthly 


- e Boy’s ring 
investment of just $39 7D 
That’s how to start! Ordering as little as one each of the adult and teen-age 
rings brings, with the shipment, a beautiful, permanent window display, a 
display insert, a newspaper mat, a box for each ring with price tags. Each 
month afterward you get another insert, mat and new rings. Thus, automatically 
and without further effort on your part, you continue to feature birthstone rings, 

you continue to sell them and profit! 


No obligation! You may terminate at any time! 
Send your order now! Start selling birthstone rings! 


ig Line! 
the Dasor Man s Line 


DIAMOND RINGS 
WEDDING RINGS 
FRATERNAL RINGS 
STONE SET RINGS 








Girl’s ring 
#5845, $400 


Your cost 


$550 


DISPLAY INSERT 


furnished each month 
with your order at no 
extra cosf. 


NEWSPAPER MAT 


furnished FREE each 
month with your order. 
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RING BOXES 
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WITH ALL RINGS 






EACH MONTH 


you get these F 
additional 
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FREE 


with ring shipment | 
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Rings enlarged to show detail 


JEWELRY MANUFACTURERS SINCE 1894 













LINDE STARS 
TEEN-AGE RINGS 











DAVIDSON & SONS 


JEWELRY CO., INC. 
20 WEST 47th ST., NEW YORK 36, 
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Geology for the Jeweler 


How the gem minerals are formed, where they are found and why they are so 
rare — this is important information the alert jeweler should have at his 
finger tips. It will help him explain to his customers why gems cost so much. 


Part I 


A KNOWLEDGE of the basic principles of 
geology is essential to anyone who is going to have an 
appreciation of the properties of gemstones. It cannot 
be denied that some of the synthetic stones have the 
beauty of the natural ones, and that for those who find 
ne beauty in them, beauty is surely in the eye of the be- 
holder. When they .ook at a stone they see more than its 
superficial appearance; they see its rarity, its cost, and 
its perfection, in relation to a hundred others that they 
have seen. One synthetic star is beautiful, but two hun- 
dred spread out in a row, all of equal quality, begin to 
suggest the five and ten cent stores. First, we talk about 
the gem minerals; what do we mean by that word, min- 
eral? The scientific definition of a mineral, eliminating 
the mugwump mineralogist’s qualifications that he con- 
siders essential to keep him in a position where he has 
taken no positive stand, says: “A mineral is a naturally 
occurring inorganic compound with definite physical 
properties and a (more or less) fixed chemical composi- 
tion.” There are all sorts of exceptions to this general 
rule, like a few organic compounds that are considered 
minerals, and considerable variation in some properties 
like color, but it will do for us. Let’s see what it means! 
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These minerals, benitoite (left) and apatite (right) could 

be gems but the former is too rare and the latter too soft. 

How does a mineral differ from a rock? Well, if we 
take a rock like granite we see a granulated texture, sev- 
eral kinds of grains, when we look at it with a loupe. 
The grains look different, some may be white or pink, 
others are gray and some may be black. However, if we 
magnify each of those separate grains we see that they, 
in turn, look rather uniform. All the white or pink 
grains seem to have broken with even shiny surfaces, 
while the gray ones have a glassy fracture. The black 
ones seem to be thin sheets, and if we pick at them with 
a needle we may be able to take off a flake. These taken 
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together, make up the granite, and seem to fulfill the 
definition stated above. Each has definite physical proper- 
ties of color, fracture and luster, and we can infer that 
they are alike chemically. But if we look at the granite 
from different localities we will find that sometimes there 





This could be a gem but—fluorite is too common and too soft. 


is more of one constituent, and sometimes more of an- 
other. Obviously they are not very close in their chemical 
compositions, so the granite is a rock; it is made up of 
minerals, but has considerable variation in its texture and 
its chemistry. For a rock is a mixture of minerals, or 
a large mass of one mineral of considerable size. Marble 
is a one mineral rock; granite is mixture of two and 
sometime three minerals. 

The earth’s surface, beneath the soil that is derived 
from the alteration of rocks by a process known as 
weathering, is a thick layer of rock. If we go down far 
enough we come to a layer of granite that covers the 
entire earth’s surface; but, as a result of other geological 
process which we need not discuss here, there are many 
parts of the earth where the soil is immediately underlain 
by other layers of rock that lie above the granite. Those 
other rocks are made of minerals, too. In fact, every- 
thing not part of life or man made, is mineral. There 
are a great many different minerals in the rocks of the 
earth. 

Our physical and chemical studies of the earth have 
shown us that there are about 92 different, more or less 
stable, arrangements of the minute and not well under- 

(Please turn to page 92) 
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‘Bucking’ for Business and Publicity 





CELEBRATING KRAUSS JEWELER’S 12th ANNIVERSARY! 


ae be 
In an endeavor to increase store 


PHIL KRAUSS WILL oo oO) 
= NOTHING 


for his store’s 12th anniversary, GIVE AWAY 3 TO BUY! 3 


onze (Dre yameaesenervey gS 
Phillip Kraus, Pennsylvania S (DrrvonereresrvreetS) 
jeweler, staged an unusual Va 


= 
**Lucky Bucks’? promotion. I WN Cc A Sy H 


— 
To The Lucky People Finding “Lucky Bucks” 


Every day during the month of October, Phil Krauss of Krauss 
Jewelefs will give away $30 in cash for “Lucky Bucks”. Starting to 
morrow, The Daily Citizen will publish the serial numbers taken 
from 5 one dollar bills that have been spent somewhere in the Am- 
bridge area. (Including Ambridge, Aliquippa. Fair Oaks, Leetsdale. 
Sewickley, Byersdale, Baden, Conway. South Heights, Wireton. 
Glenwillard, and Five Points). Four of these ““Lucky Bucks” are 
worth $5.00, one of these “Lucky Bucks” is worth $10.00, and 
once a week a “Lucky Buck” will be worth $25.00. 

































































If you find one of the “Lucky Bucks”, take it to Krauss Jewelers 
and Mr. Krauss will exchange it for $5.00, $10.00, or $25.00 as 
the case may be. There is absolutely no obligation. You will get 
cash, not merchandise or certificates. “Lucky Bucks” must be ex- 
changed within one week of the first day that the serial number is 
published in the Citizen. 


REMEMBER THIS... THE ONLY WAY TO FIND OUT THE “LUCKY BUCKS” ” SERIAL 
NUMBERS IS TO LOOK FOR THEM IN THE CITIZEN OR TO GO TO KRAUSS 
oy nl »-NO PHONE CALI_S...WE CANNOT GIVE THE NUMBERS OVER 


SEE TOMORROW'S CITIZEN FOR THE FIRST LIST OF NUMBERS! 











. Tiina good publicity and a substantial Mirror. Dollar bills—the “Lucky Bucks”’—are placed in 
increase in store traffic is the desire of every alert retail circulation, the serial numbers are published in the news- 

jeweler. The ways and means to achieve these ends are paper, and the fortunate people who come across “Lucky 

many. A case in point is Phillip B. Krauss, Krauss Bucks” can redeem them for a certain prize. 

Jewelers, Ambridge, Pennsylvania, who came up with a If this worked in New York, Krauss reasoned, it should 
“natural” when he visited New York last summer to work equally as well in his home town. 

attend a convention. While there, he noticed the “Lucky In order to build store traffic and create publicity for 
Bucks” circulation campaign of the New York Daily (Please turn to page 80) 
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anew color movie 
to help you sell diamonds 


it’s yours FREE...to show in your town 





on location in South Africa. Fast action and magnifi- 
cent color photography make it a really memorable 
diamond film. 


Produced to help you promote diamonds . . . and just 
released . . . this spectacular new film, in sound and 
color, is yours to use, on a free rental basis. It’s ideal 











for showing before high school and college students, 
to club groups in your area, and for presentation as 
a sales-training aid. 


With romance setting the scene, this new movie 
tells a spell-binding story about diamonds. There’s 
an authentic sequence on diamond cutting, photo- 
graphed at a leading New York cutting house. There’s 
an interesting tour through the diamond mines, filmed 


For details on how you may obtain the film, “A 

Diamond is Forever.” to show in your town, write 
to the exclusive distributors, Association Films, Inc.. 
at the address nearest you: 
347 Madison. New York 17, N. Y.: Broad and Elm, 
Ridgefield, N. J.; 79 East Adams Street, Chicago 3, 
Hil.; 351 Turk Street, San Francisco 2, Calif.; 1915 
Live Oak Street. Dallas 1, Texas. 


Tie in with the all-out diamond promotion...keep diamond sales coming your way 


DeBeers Consolidated Mines. Ltd. 
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New Branch Store 
Points Up Need 


Of Decentralization 


= chain store operators have recog- 
nized the current need for decentralization. While it is 
obviously necessary to have stores in the downtown areas 
of cities, it is also necessary to have stores in the widely 
populated suburban areas. 

This problem was faced by Meyer Rosenbaun, presi- 
dent of the Meyer Jewelry Co. Treasure Chest Stores in 
Detroit, Michigan, when he considered opening a fifth 
store. He realized that in recent years there has been a 
change in living habits. The central downtown area has 
become too crowded to get into conveniently. At the 
same time people have been moving further out into the 
suburbs and even into towns only recently considered 
rural centers. 

As a result, so-called neighborhood shopping centers 
have assumed greater importance in the retail selling 
picture. Of some 110 such centers in the Detroit area 
there are about 55 important ones but only a half dozen 
which can properly be rated as “big league.” 

One of these “big league” centers was selected for 
the fifth Meyer store. Located at Grand River Ave. and 
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MERCHANDISING 


The Meyer Jewelry Co.'s new branch store is 
a large, well departmentalized unit. The in- 
terior is a pleasant blend of carefully selected 
wall paper and subdued paint colors, 





Greenfield Road, it already has attained major distinc- 
tion as a shopping center. Like other centers of its kind, 
it has an important department store, supported by other 
stores including three jewelry stores. 

Meyer’s new store is a large, well departmentalized 
unit, all concentrated on one floor. Although the basic 
space unit is rectangular, the interior has been arranged 
on an angled semi-circle to arouse the inevitable curiosity 
to “see what’s around the bend.” Two entrances, one 
at a corner of the front and another at the side, lend to 
the fluidity of traffic. 

Opening of the store coincided with the 3lst anni- 
versary of the Meyer Jewelry Co., and the experience of 
31 years of retailing went into the planning of the new 
store. The appliance departments, while having grown 
to major importance in the past 15 years, occupy 4 
position in the store layout of secondary importance to 
that of the jewelry departments. So, even while becom: 

(Please turn to page 82) 
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RONSON 5X" FL NTS’ 


IN HANDY, COMPACT FIVE- er 


last longer | BEST FOR 2 Ae LIGHT 
ce aie ER 
because Xy eee 


* 40% Normal Profit 
* Fast Turnover 
x Minimum Space 


Over 40,000,000 lighters are prospects 

for Ronson Flints. Compact counter 
merchandisers keep flints handy for 
impulse buying. National advertising 
(magazines, newspapers, TV) builds 
increasing demand. Normal 40% mark-up 
makes Ronson Flints one of your best profit 
makers. And Ronson Flints outsell 


all other brands combined 4 to 1. 
, —— NEWEST RONSON “‘FIVE-FLINTER” SELF SERVICE CARTON (No. 99002) Contains 24 
Order from your distributor now. Ronson “Five-Flinters” individually carded to discourage pilfering, 15¢ each, 


$3.60 retail value per carton. 


Rosonitins 


BEST FOR ANY LIGHTER 


ee 


— 


we 


—— 





RONSON LITERKIT CARTON RONSON FLINT CARD RONSON ‘“‘FIVE-FLINTER’’ CARD AND DON'T FORGET RONSONOL 
(No. 99025) Holds 24 Literkits (No. 99001) Holds 24envelopes (No. 99046) Features24Ronson _Pleasingly scented, longer last- 
—each with 5 Ronson flints, containing 3 Ronson flints. Ree “Five-Flinter” packets. Retail ing, cleaner burning. 25¢ per 
wick, inserter, brush. Retail, tail, 10¢ each, $2.40 per card. 15¢ each, $3.60 per card. 4 oz. can, 24 cans per carton— 
25¢ per kit, $6.00 per carton. retail value $6.00. | 


RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 
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WATCHES | 


by ROBERT LATIMER 


Charles Good's reputation for expert watch repair work has helped to increase watch sales. 


Expert Watch Repair Work 





Keeps Time on This Jeweler’s Side 


= but effective promotion of the idea 
that “watches are best bought from your local jeweler” 
has successfully enabled Charles Good, owner of Good’s 
Jewelry in Hutchinson, Kansas, to offset heavy com- 
petition. 

Located in a small, southcentral Kansas community, 
jeweler Good has made the most of two advantages in 
order to promote his store as the watch center in his 
town, although the store is small and certainly far behind 
jewelry stores in more metropolitan areas from the stand- 
point of traffic, store facilities and other big city fea- 
tures. First, Good’s Jewelry has had six years of com- 
plaint-free watch repairs behind it. Second, the con- 
sistent excellence of his watch repair work has made it 
possible for Charlie Good to extend an unusually long 
guarantee. 

Good started the store at a time when many southern 
Kansas residents were accustomed to purchasing not only 
watches, but most of their jewelry and sterling silver 
from mail order houses. If the residents didn’t do that, 
a significant enough percentage of the population was in 
the habit of traveling to larger cities 200 miles away for 
an occasional shopping spree. Then, in more recent 
years, numerous small specialty stores, chain stores and 
similar retail outlets have added watch and jewelry lines 
to further complicate the competition problem. 

Good had several advantages, however. There was the 
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long-established goodwill patiently built up with his urban 
and rural customers. Next, Good can call the majority 
of his regular customers by their first names, and he is 
sufficiently up on the affairs of his customers so that he 
knows when birthdays, wedding anniversaries, gradua- 
tions and other occasions will present watch sales oppor- 
tunities. As aggressive as any jeweler in a city 50 times 
as large as Hutchinson, he determined that when watch 
sales began to fall off he would find some effectual 
(Please turn to page 98) 





FOR THE GRADUATE 


CHARLIE GOODS SAYS: 


Choose your watch at our jewelry store Choose From 
because we offer these advantages: These; 

1. Personally selected brands. Watches— 
We eliminate for you those brands Hamilton 
which lack good craftsmanship. Longines 

2. The finest styling in the industry. Ernest Borel 

3, The integrity of our own reputation Wittnauer 
for fine merchandise and fair deal- 
ing. Diamonds— 

4. We back up each watch sold by one of Columbia , 
of the finest repair departments in Granat 
town, Feature-lock 


GOOD'S JEWELRY | 


1311 North Main 











In his newspaper ads, Good continually emphasizes the idea 
that the jewelry store is the best place to buy a timepiece. 
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. DESIGN BY FRANK KANE 
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DISPLAY 














Marvin Williams, a display special- 
ist, is in charge of the windows at 
the Cole & Erwin stores. At left is 
a sample of Williams’ display work. 





The Displayman Behind the Scenes . . . 









SD cieinies of all windows so that they are the major contributor. This led to the establishment of 
effective from both outside and inside the store and the a separate window display department, the full-time 
use of signs lettered on both sides for “two-way viewing” employment of Marvin Williams, a display specialist, 
have proved a wise display investment at Cole & Erwin, and a master plan for window displays that produce 
operator of six jewelry stores in the Detroit, Michigan, maximum selling effort at each store. 
area. Williams is in charge of 48 windows, with as many as 

Cole & Erwin maintain careful records to determine 12 in some of the larger downtown stores. Except for 
the sources of sales volume, and, year after year, large seasonal variations such as Christmas, window displays 
window displays at each Cole & Erwin store have been (Please turn to page 99) 








When a display has proven ef- 
fective, as in the case of this 
particular window, it is dupli- 
cated the following season. 
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W2039 
143 dias. $3500 










140 dias. $3000 i 
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Dilishy 
, : 
for those who desire the finest. ns 
A magnificent collection of specially ey 
ANS , ie wi : priced platinum and diamond watches 
pry 2002.54 dias. $1100 with guaranteed jewelled movements. 














'. Available on consignment for 


5 your special requirements. 


FW 2049 30 dias. $750 =. 3 Sse 
Raymond Abrahams 
551 Fifth Avenue, New York 17,.N. Y. VAnderbilt 6-0457 


| All prices keystone , . 


_ 








For prompt attention please address all inquiries Dep’t K-12 
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MERCHANDISING 





Mrs. Clare True, above, is a specialist in antique jewelry; she owns the Sancy and the Regent jewelry stores. 


Antique Jewelry is My Specialty 


6 

; A WOMAN in business is handicapped 
in many ways. In order to succeed, she must be able to 
give better service than her male competitors. She must 
develop her capabilities to the utmost. 

“When I first entered the jewelry field, having more 
or less to be the breadwinner for my family, I looked 
younger than a business woman has any right to be. 
Being a blond was still another handicap for me. 

“T used to believe that a woman would rather buy a 
diamond from a man. But experience has made me won- 
der whether, after all, the woman jeweler is not in a better 
position to sell to her own sex. Often, I find, the man 
focuses too much attention on selling a costly item, and 
too little time on the suitability of the item to the pro- 
spective wearer. 

“I have developed a flair for judging the character 
of a woman—and her tastes—almost within the first 
few minutes of our conversation. As I see it, the jewelry 
a woman wears is more important to express her per- 
sonality than the clothes she selects. You might compare 
her dress with the necessary furnishings of a house. They 
must be there for a practical purpose. But jewelry is 
the something extra to please the eye and lift the spirit, 
like the pictures that decorate the walls of a house. Jew- 
elry should be such as can be worn comfortably, as 
though a part of the person it adorns. 

“Jewelry preferences of a woman are apt to have an 
affinity with her likings in furniture. If she lives with 
the round lines and elegance of French furniture, she 
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by CLARE H. TRUE, 
Portland, Oregon, Jeweler 


(As told to Mabel C. Olson) 


will not like the angular trend seen in much modern 
furniture today. She will stay away from the extreme 
in jewelry designs. 
“Now, I have been in the jewelry business for 15 years, 
specializing in antique jewelry, original designs, and 
(Please turn to page 81) 





In her many public lectures, Mrs. Clare True uses antique pieces 
such as these to illustrate the origins of modern costume jewelry. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20, N. Y. 
London: 32/34 Holborn Viaduct 














DIAMONDS 


Emerald Cut 


and Marguise 
SAPPHIRES 


STAR RUBIES 
- CAT'S EYES 


STAR 


RUBIES: EMERALDS - 
SAPPHIRES + PEARLS 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 


your selection. Let us cooperate with you on 


— Or 


your special calls. 
We are always interested in purchasing estates 


jewels which your customers submit to you for sale. 


JEROME RICHHEIMER 


Nie York 20, N. Y. 





608 Filth Avenue 
Phone Circle 5-5673 
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The Balance Sheet 
Is a Working Tool of Management! 
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The balance sheet is primarily a record of what you own, what you owe, and the value of your investment. 


Wau do your financial records mean to 
you? Do you consider them (1) a guide to your future 
personal expenditures; (2) an interesting accumulation 
of figures prepared for the enlightenment of the internal 
revenue collector; or (3) a working tool of management 
which can point the way to better jewelry store profits? 

Your Balance Sheet and Operating Statement should, 
of course, mean all three things and more besides. But 
their last named function—that of a working tool of 
management—is that which is most commonly neglected 
by the retail jeweler. If not entirely neglected, its possi- 
bilities are too seldom fully realized. 

As you need not be a draftsman to read a blueprint, 
you do not need to be an accountant to read the message 
which your financial records hold for you, concerning 
the financial health of your business. That message may 
warn of possible soft spots such as too low a ratio of 
quick current assets to current liabilities. Or, it may show 
that your working capital ratio is satisfactory but that 
the business is slipping deeper into debt. Figures alone, 
however, are cold and noncommital. It is in your inter- 
pretation of them that they assume the meanings and 
relationships which clearly point the way to improve- 
ment in your operation of the business. 
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by GLEN W. REMINGTON 


Research Director, 
Accounting Corporation of America 


San Diego, Calif. 


What should an adequate monthly financial record 7 
show? For illustration, I have prepared a Balance Sheet — 
(and for next month’s article, an Operating Statement) © 
for a hypothetical jeweler grossing about $15,000 per ~ 
month. Of what isignificance are these figures to our / 
hypothetical dealer, and what indications do they give of © 
the financial vigor of his business? 

The Balance Sheet is primarily a record of what he © 
owns, what he owes, and the value of his investment in — 
the business. What is owned is recorded under assets © 
and what is owed plus the net capital investment, is © 
recorded under liabilities. However, a good deal more — 
information than that, may be drawn from this set of 
figures. 

Of particular immediate concern will be the relation” 
ship of current assets to current liabilities. The excess ” 
of current assets over current liabilities is known as the ~ 
working capital of the business. A jeweler with current © 

(Please turn to page 143) | 
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From every corner of the earth 


SEASON’S GREETINGS 


Our greetings are international. From three continents, from 
master craftsmen to top executives, Baumgold people extend their 
warmest wishes for a Merry Christmas and a Happy New Year. 





Creators of the Circle of Light diamond 


BAUMGOLD BROTHERS, INC. 


62 WEST 47TH STREET, NEW YORK 
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PROMOTION 





by ANNA M. ROBBINS 





Store officials really enjoy opening the morning mail, which brings in a nice bit of business. 


Mail Orders Complement In-Store Sales 


A healthy mail order business, this Philadelphia jeweler has found, is a 


profitable operation helping to relieve periodic slumps in store sales. 


a a mail order business that is 
an excellent complement to store sales is the achievement 
of Enright’s, Inc., 3074 Kensington Ave., Philade!phia. 

“We've cleared $2,000 dollars in one month,” Jack 
Enright explained, though he added that the store doesn’t 
average this much every month in mail order business. 
However, the store does average more mail order sales 
than in-store sales during July and August. These are 
quiet months for regular in-store business, and Jack 
Enright says, “It is a real pleasure to open the door in 
the morning and find fifty or sixty dollars worth of 
orders waiting for our attention.” 

After July and August, Enright’s has found its busiest 
months for mail order business are September, October. 
February and April. In December mail order sales 
slack off. 

In addition to relieving the slumps in annual sales, 
Enright’s mail order business increases the amount of 
merchandise that any jeweler would likely have space to 
stock. There is also the additional source of revenue 
from the sale and rental of lists of mail order customers 
to organizations selling non-competitive items. 

Realizing the value of an experienced aid when enter- 
ing any new phase of a business, Jack Enright employed 
a good advertising agency when he first entered the mail 
order business three years ago. Since he had his own 
plans, which later proved sound, he selected an agency 
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that would cooperate in working with him rather than 
one that would “take over.” 

Enright’s strictly avoids reduced price advertising and 
usually refrains from selling items whose standard price 
is too cheap. Although the range is practically unlimited, 

(Please turn to page 101) 





This Philadelphia jewelry store averages more mail order sales 
than in-store business during traditionally slow summer months. 
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o matter what diamonds you need, 
your first memo order will prove 

to you that WILLIAM LEVINE has them, 
and at prices that reflect 


today’s greatest diamond values. 3 








<< Write for 

WILLLAM LEVINE’S FREE 
folder on Svecials for 
the month. 
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Series of Window Displays Captures the Holiday Spirit 


“Christmas Portraits” was the un- 
usual theme of 11 window displays 
last year at Henry Birks & Sons, Ltd., 
Toronto, Canada. 

The centerpiece of five of the win- 
dows was a large gold and white an- 
tique picture frame. Draped above 
the frame was a bright green velvet 
drape coming down from the ceiling. 
At the foot of each frame, to one side, 
was a large spray of brown pine 
cones and bright holly. A sign card 
in each window stated the theme 
“Christmas Portraits.” 

In one window a man and woman 
clad in old English dress were shown 
doing an old country dance. Called 
“The Holiday Ball,” the window 
featured a variety of merchandise, 
including necklaces, watches, brooch- 
es, etc. 


Entitled "The Holiday Ball," this unusual display was one of || windows created last 


year by Henry Birks, Canada. The entire series was called "Christmas Portraits." 





Charles Dickens’ novel "David Copperfield" 
into this holiday window of Henry Birks. 


Four other windows in this group 
covered such colorful subjects as 
“The Yuletide Dance,” “Yuletide 
Toast,” “Surprise Packet,” and the 
“Postman.” 


The six other windows had the 
same theme—‘“Christmas Portraits” 
—but they were more literary in in- 
spiration. Here the centerpiece was 
an oval, green shadow box. The 
outer frame was covered with bright 
holly. A scroll across the bottom 
named the literary character within 
the frame. 

For example, the familiar figure of 
Mr. Micawber (Charles Dickens’ 
David Copperfield) was used in one 
window. Mr. Micawber was shown 
holding aloft a tiny goblet in a toast 
to Christmas. A small table in front 
of him held some miniature dishes 


and a tiny bottle of wine. Featured 
in this particular window was a va- 
riety of silver hollowware pieces— 
excellent gifts for Christmas. 
Another familiar Dickens charac- 
ter, Tony Weller of Pickwick Papers, 
inspired another display. He was © 
shown holding a riding whip. Mer- © 
chandise displayed included dresser — 
accessories for women. 
The other windows in this novel 7 
series were given to equally promi- = 
nent Dickensian characters: Barkis © 
and Old Chorley. And in each win- | 
dow, different types of merchandise | 
were displayed. | 





Traffic Building Idea 


(From page 66) 


his store’s 12th anniversary, Krauss placed his “Lucky 
Bucks” in circulation in Ambridge, Pa., and 11 towns 
within his trading area. 

Krauss started off his “Lucky Bucks” campaign with 
a large ad in the Ambridge Daily Citizen; it announced 
that Phil Krauss would give away $610 in cash. The 
procedure for redeeming “Lucky Bucks” in amounts of 
$5, $10 and $25 was explained. In order to bring traffic 
directly into the store, the serial numbers were displayed 
in the store, as well as appearing in the newspaper. It 
was emphasized in the ad that it would be impossible to 
give serial numbers over the phone. A clever presentation 
in the ad was four panels in the shape of dollar bills, 
with the following captions: “Nothing to buy! Nothing 
to write! No box tops! No coupons!” 

Follow-up ads were then used, with a complete break- 
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down giving the lucky serial numbers, the money that ~ 
could be redeemed for each number, and the deadlines ~ 
for redeeming the bills. Krauss’ ran its “Lucky Bucks” — 
campaign for one month to create a lot of attention for 
its 12th anniversary promotion. : 

The local newspaper published several articles on ” 
Krauss’ “Luck Bucks” promotion. Pictures were pub: | 
lished showing the happy winners and the smiling jeweler. © 

Considering his results, Krauss says, “I recommend © 
this type of promotion for any jeweler in a small town ~ 
such as ours because it catches on like wild-fire and the © 
publicity and mouth to mouth advertising cannot be 7 
measured in dollars and cents.” 

Another unique promotion is “Hollywood Mailbag,” | 
a newspaper column under Phil Krauss’ byline. It 1s © 
devoted to news, views and gossip from the film capital, © 
and is published three times a week in the local news © 
paper. He has been running this column for two years, © 
ever since he visited Hollywood and made a suitable con- 
nection for the local paper. | 
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We are proud of the fact that we are America’s most 





dependable diamond merchants. We are grateful 
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achieve this outstanding reputation. 
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After 75 years of steady growth, we have 
established a new home, in our own building. 
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Although the building may be different, the 


cornerstone of our business remains the same... 
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The new home of America’s most 





dependable diamond merchants 


If you are wondering how to increase your diamond profits, it will pay you 
to talk with the Eichberg representative in your area. He will show you how 
the DEPENDABILITY—INTEGRITY—SERVICE of EICHBERG & CO., 
INC., can mean increased diamond sales and profits to you! 
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Famous Diamonds of the World 
STAR OF ESTE 


This historic diamond, like the Florentine, came into 
Austria from Italy. Most famous personage of the 
ancient ruling house of Este was the lovely Beatrice 
d’Este, Duchess of Milan. She was a Renaissance 
patroness of arts and letters and the friend of Leonardo 
da Vinci. In the early part of the nineteenth century, 
another Beatrice of this house, Marie Beatrice, last of 
the Este family, married an Austrian archduke. A 
descendant of this line was the famous Francis Ferdinand, 
nephew of the Emperor Francis Joseph of Austria. He 
took the title of Archduke of Austria-Este in 1875 and 


the Star of Este was his family possession. 
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After the tragic death of Crown Prince Rudolph at 
Mayerling in 1889, Francis Ferdinand became heir to 
the Austrian throne. He made a morganatic marriage 
which displeased the Emperor, and this was the ill-starred 
couple whose assassination at Sarajevo in 1914 precipi- 
tated World War I. The Star of Este, presumably, re- 
verted to the aged Emperor, who lived until 1916. The 
last royal ruler of Austria was Emperor Charles, who 
died in exile and poverty in 1922 although historians say 
that the royal jewels were brought to him and he was 
free to dispose of them. In any case, the Star of Este has 
disappeared. 

It is not a large diamond but is said to appear large 
because of its skillful cutting and great dispersion of light. 





Antique Jewelry is My Specialty 


(From page 74) 


precious gem imports. I originally began with a conces- 
sion in antique jewelry in a department store. Twelve 
years ago I studied jewelry design and manufacture un- 
der Faye Beaver, an artist in that line. 
_ “My specializing in antiques does not mean that I dis- 
like modern jewelry. I do, as a matter of fact, like mod- 
ern jewelry design. | 

“I have a complete lapidary outfit in my home, where 
I do gem cutting and repair work. I also do light repairs 
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here in the store. No two of my designs are alike. My 
antique pieces suggest some patterns; I do not make an 
exact copy, but adapt the old to its new use. The de- 
ciding influence, however, is the personality of the cus- 
tomer. I can look at a person and plan jewelry she will 
like. 

“I will not buy any piece which I personally do not 
like, regardless of new fashions in jewelry. Recently 
I had a ring made to order. I was disappointed with 
the finished product. The customer asked, “What do you 
think?” I frankly told her I didn’t care for it. She 
would have readily accepted my opinion if I had praised 
it. But I don’t do business that way. 

“Portland is very responsive to antiques, more so, for 
example, than Seattle, a wealthier city. I am always 
lined up every month for lectures on the subject of 
antique jewelry by such groups as University women’s 
clubs and others. As a rule, they want to learn about 
the design of antique pieces, more than their history. 
They also like to be informed about new designs coming 
out in Europe. 

“The average person collects antiques because in them 
is to be found master craftsmanship not seen in today’s 
creations. It is about craftsmanship that women want 
to hear. 


QUALITY AND CRAFTSMANSHIP 


“But I never buy an antique piece merely because of 
its age. It must embody quality and beautiful work- 
manship. So I show my audience what to look for in 
buying antiques. Some women do not really care for 
antique jewelry. Occasionally the pieces I bring to the 
lecture to illustrate my talks lead them to change their 
opinions. I have an old brooch in the form of a spray 
that I like to show, indicating its resemblance to modern 
costume jewelry. At this point it takes tact to avoid 
any possible suggestion of criticism of costume jewelry. 
Suffice it to show that each is good in its own way and 
that the new stems from the old. 

“If my audience is not too large—say about 30 peo- 
ple—I pass the jewelry around for their examination. 
One ring I use in this way is a rarity: its golden circlet 
opens sectionally to display the hair of a bride and 
groom, braided together. 

“Other contrasts between the old and the new are mini- 
atures I bought in Paris last year. One, an exquisite 
medallion in an intricate frame combining hand enamel- 
ing, ivory, and small gems, was made by a craftsman 
whose like you don’t see today. I show it with some 
modern French miniatures. 

“The only cameos I could find in Italy were carved 
from shell, none from stone. Shell is softer and works 
up faster. While they are nice, they can’t be classed as 
masterpieces such as were made in earlier times. 

“T have found that rare jewels displayed in windows of 
my store fascinate fellow jewelers as well as the general 
public. Among them is a star sapphire which is one of 
the largest in the United States. 

“Not too long ago we opened our second and larger 
store at 749 S.W. Broadway in Portland, The name -of 
the new store is the Sancy. Our first store is called the 
Regent. Both names, of course, are taken from famous 
diamonds.” 
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An Imaginative Display of Scarab Jewelry 





E. J. Scheer, Inc., Rochester, N. Y. jewelers, recently 
created this highly attractive window display featuring 
scarab jewelry. The store’s window trimmer put a great 
deal of thought and research into the display. 

The Egyptian bust figure, authentic jewelry pieces and 
photographs were borrowed from the Memorial Art Gal- 
lery. These supporting props helped create an appro- 
priate atmosphere for the display of scarab jewelry. In 
addition, a giant scarab bracelet featured in the center 
of the window was borrowed from a manufacturer 

In conjunction with the window display, Scheer’s ran a 
newspaper ad and used TV spot commercials, all giving 
prominent attention to the huge scarab bracelet. Ac- 
cording to T. J. Frutchey, store executive, “The window 
itself was a terrific traffic stopper; and sales were good.” 





New Branch Store 
(From page 68) 


ing an appliance outlet of the first magnitude, the Trea- 
sure Chest Stores still present an appearance that is 
predominantly “jewelry store.” 

The aim of all who worked on the store was to provide 
a downtown type of outlet in a neighborhood location. 
The actual design of the building was handled by Charles 
N. Agree, Inc. 

Opening in time to catch the Christmas trade, the new 
Meyer unit has already proved the wisdom of its location 
choice; it promises to become the company’s top branch 
store. 

Like other stores in the area, it draws trade not only 
from the immediately surrounding locale but also from 
such suburbs and outlying towns as Howell, Novi, 
Brighton and Dearborn. Burton A. Selik, who has had 
some 15 years of jewelry experience in Detroit, was 
selected as manager for the new Meyer store, said, “This 
is the kind of a store a jeweler dreams about.” 

The true beauty of the branch store is apparent only 
when viewed in conjunction with the men’s apparel store 
which was completed at a later date. The two stores 
were designed in cooperation by the owners so that they 
blend as a unit and complement each other architec- 
turally. 

The opening promotion was calculated to establish 
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the new branch store firmly in the public mind as part of 
the Meyer Chain. The famous Treasure Chest Collection 
of jeweled museum pieces was on display and, as usual, 
it alone drew many people into the store where they had 
a chance to see the wide variety of current “treasure 
chest” items. 

In addition, Detroit’s current bevy of beauty queens 
were present for three days to act as hostesses. These 
included the Empress of Detroit's 250th anniversary, 
Miss Michigan, etc. Another major drawing card was 
the offer of $5,000 worth of merchandise as door prizes, 





’"Twas the Week Before Christmas 
(And Two Weeks Till New Year’s Eve) 


Bullock’s in Los Angeles capitalizes upon the spirit 
of Christmas and New Year’s by featuring “hospitality” 
items and home bar lines during the holiday season. 

The store describes its New Year’s hospitality promo- 
tion: “We take advantage of the Christmas shopping 
crowds to push our lines for the new years. After Christ- 
mas people usually get an economic fit and do not seek 
new tablewares for several months at least. But if they 
see it when they are in a buying mood, they will fre. 
quently make additional purchases. Accordingly, the last 
week before Christmas, when the store is in holiday array 
with suggestions for Christmas gifts, we set out a half a 
dozen tables calling attention to lines especially appro- 
priate for the New Year’s hospitality. These tables are 
distributed through the silver, china, crystal and pottery 
sections.” 





The New Year’s spirit was carried out in decoration 
of these tables with confetti and other symbols of a New 
Year’s celebration. A window display tied-in with New 
Year’s by placing a large sign in it, which read, “Let's 
celebrate and give a party. You will find all the funda- 
mentals at Bullock’s.” Gay balloons were hung over the 
sign, and confetti and serpentines were strewn among 
appropriate party merchandise, which included liquor 
glasses, crystal stemware, china, a percolator and sand- 
wich tray. 

A special newspaper ad, which brought good results, 
was run last year to feature a bar caddy at $1.95. It 
was advertised as a practical gift of smart design for 
men or women. 
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Imperial Pearl Syndicate 


| World's Largest Importers of World's Finest Cultured Pearls 
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Bigger Diamond Sales 


(From page 59) 


lack of it—is conveyed to the client by every act and word 
of the salesman. Assurance is perhaps the one greatest 
must for the salesman to cultivate in his sales presenta- 
tion. 

The man buying the larger diamond is usually of a 
mature age and he is spending more money than a young 
man buying a modest sized stone in an engagement ring. 
Therefore, the big stone purchaser will, of course, want 
more detailed information. For him, you must not only 
know diamonds, but you must be able to pass along this 
knowledge in such a way that the prospect has the per: 
sonal confidence to buy. 

You may not have sold large diamonds in the past, but 
you already sell diamonds. You certainly have no hesi- 
tancy in talking to the young man who wants to know 
about the diamond in an engagement ring. Selling larger 
diamonds is simply selling “more of the same.” More dia- 
mond—more money involved—more time spent—more 
information given—more planning in advance. But the 
selling formula is still the same. 

Many a young man has come in with a feéling of 
hesitation and doubt when making his first all-important 
diamond purchase, his engagement ring. You have many 
times turned this into a very happy occasion and you 
have watched him leave your store knowing you have 
given him complete assurance on the wisdom of his 
investment. 


With older men and-women there is less of the roman. 
tic aura to aid you. In most cases, the big diamond pros. 
pects have arrived at the high income level through 
strength and intelligence. The very intelligence which 
has gotten them where they are should, therefore, be 
called upon by you as an aid in selling. They will under. 
stand what you tell them and you can give them the 
knowledge that will put them in a position to buy intelli. 
gently and with complete assurance that they are getting 
full value. In selling bigger diamonds the appearance of 
your store must be right, the sales staff highly competent, 


YOUR WINDOWS ARE SALESMEN 


Now, let’s look at your window displays! Do they 
“sell” your store as a place to make an important pur- 
chase of a big diamond? Do they invite a successful 
man or woman to do business with you? Your windows 
are salesmen—and never forget you pay these “salesmen” 
every day of every week a “salary” that is 25 per cent 
of your rent! Therefore, your windows must be as 
attractive, as inviting as your personal sales staff. 

Look at your diamond department. Is it also inviting? 
Do you have a diamond room where a man or woman 
can shop with privacy? In selling bigger diamonds a 
diamond room is an ideal arrangement. The room 
should have a professional touch. The pictures on the wall 
should be of a sort to aid you in selling. The lights must 
be right from the standpoint of the comfort of the cus- 
tomer and the showing of the beauty of the diamonds. 
The customer should be induced to relax and at the same 
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time be able to see easily and clearly everything that will 
help him arrive at a choice and influence him to reach a 
favorable decsion. 

Of course, not every store can have a diamond room. 
If it is impossible for you, then you should have a small 
corner set aside where there is at least a degree of 
privacy. There should be a table or a low display case 
and good lights. The chairs should be comfortable. It 
is most important that you seat your customer. This is 
particularly true when you are dealing with women who 
are used to this courtesy in better department stores and 
specialty shops. 

When you are satisfied that you and your store have 
the AUTHORITY to sell larger diamonds to those who 
can afford them, you are ready to fully utilize the con- 
tacts you have made outside your store. 

One of the quickest and most effective ways to attract 
in-store attention is to have a diamond exhibition. Go to 
your wholesaler with a clearly outlined plan. He will 
almost certainly help you with display material if you 
have planned the exhibition so that it will not tie up 
his merchandise for any great length of time. 

For the exhibition to be a success you should have a 
central attraction. It can be a famous large diamond 
which your resource makes available to you. But there 
are other ways of creating an exciting exhibit. For 
example, it can be something that will bring people in 
through curiosity. Men and women are interested in 
rough diamonds. A display contrasting the rough stones 
and the fine diamonds and diamond pieces you exhibit 
will create public interest. 





Now is the time to put to good use the diamond prog. 
pect list you have prepared. Have a special preview for 
your special customers. Send individual invitations. But 
before you set the date, be sure you are not competing 
with some other activity. A wedding involving leading 
families of the community or service club ladies’ night 
or a country club dance would be destructive compe. 
tition. 

Naturally, there will be expense attached to an exhibi- 
tion of this kind. You will have additional insurance, 
guards, invitations, and other costs. But such an event 
not only brings people into your store, it also creates 
store-wide prestige. 

One jeweler spent $2,500 on such a show. This is 
unusually high. Yet, a single sale directly attributed to 
it covered his expenses and provided a profit. At another 
jewelry store, a man came in to buy a diamond and said, 
“A year ago, I came in to see a diamond you had on 
exhibition. I made up my mind then that I was going 
to buy one for my wife. I’m ready to get it now.” 

Personal letters provide another important means of 
getting your best prospects into the store. Here again 
your list is a basic selling tool. Every note you make of 
an anniversary, a birthday, a business promotion or some 
other achievement gives you the cue for a letter. 

A career advancement usually calls for a letter at once. 
When a man becomes president of a bank, he may pay 
a memorable tribute to his wife’s part in his success with 
a diamond gift—a gift worthy enough to symbolize the 
success. 

When your women customers come in, stop them with 
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Emeralds and Catseyes . . . loose or 
in Platinum Diamond mountings of 


exclusive design. 
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No. 642. An accent of elegance. 
Hour and half hour bell strike. 
Mahogany finished case. 93/,” high, 
7%," wide. Retails for $35.00. 



































No. 170. Enduring 
charm in every line. 
Eight day, 2 jeweled 
lever time movement. 
104,” high. 

Retails for $27.50. 


“CLOCKS 


‘Send fer the color brochure showing the 
complete line of 44 designs. — 


b : : THE HERSCHEDE HALL CLOCK COMPANY 


_ CINCINNATI 6, OHIO - 
. New York Office. and. Showroom 
 .  Vweats Street 


No. 120. Perfect for 

the desk. Seven jeweled 

movement in oak case. 

5%," high. Retails for — No. 168. In the modern 

$30.00. manner. Eight day. 2 
jeweled time movement. 
937,” high. Retails for 
$24.50. 


No. 58. Low priced alarm in 
o smartly styled design. Metal 
cose of light green. Retails for 


$4.95 





Federal Toxes not included in prices listed. 





ELECTRIC / 
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The authentic, long. ey ed melody 
minster Chimes adds a disti 
the electric timetellin 
models.  _ 
_ the full line ° L hs 
the color brochur re - on 
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a friendly word as they pass your diamond department. 
Ask them casually if they would like to see something 
nice. What you show them does not matter so much as 
what you say. It can be a loose diamond of good quality 
in a paper, or a ring, or a diamond brooch. 

If your visitor is a business woman, you might say 
something like this: “Isn’t it lovely? It is for one of my 
out-of-town customers—a woman. She has had another 
promotion and this is to mark the occasion. Actually, this 
is her third diamond purchase. Diamonds and achieve- 
ment have gone hand-in-hand for centuries.”’ 

If the woman is the wife of a leading citizen, you can 
talk about a special diamond piece ordered for a man 
who has just been made an officer of his company or a 
lawyer who has won an important case. The diamond 
gift to his wife is the timeless symbol of his achievement. 
“It is his way of acknowledging her share in his suc- 
cess. And you know how proud she'll be every time she 
puts it on.” 

In this way the thought is planted. Give it time to 
grow. Women are quicker than men to be moved by 
what others are doing. 

The greatest challenge to your salesmanship comes 
when you are finally sitting at the table with your pros- 
pect and discussing particular stones. You must, at this 
moment, radiate the authority that is born of a deep 
knowledge of your product: the diamond. 

Everything you do or say should build confidence in 
the prospect’s ability to purchase wisely. Everything you 
can do to take the mystery out of diamond quality will 
aid in this. Color, clarity and cut factors should be 





explained simply and understandably. Such an approach 
will build confidence in the customer’s own judgment and 
in you. 

So, it is evident, as supported by the experience of 
those jewelers, large and small, who have tried it, that 
more diamonds in bigger sizes can be sold. What jt 
requires is confidence in your own ability and sustained 
effort in line with a well laid out, long-range plan. The 
best time to start this is now. 











A Post-Christmas Window 





Jewelry for wear at New Year festivities was featured in 

this window at S. Jacobs Co., Minneapolis, Minnesota. To 

create a festive atmosphere, small plastic balloons in a 

variety of pastel colors and spirals of colored paper were 

used. A figure representing the New Year formed the 
centerpiece. 
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Bigger-Diamond Displays 


(From page 61) 


guidance in leading husbands into the store for these 
gift purchases, but there is no reason why the sales 
appeal should not be made directly to men. Plan some 
displays with definitely masculine appeal. Men are apt to 
find more interest than women in how diamonds are 
mined and what constitutes quality in stones and set- 
tings. Pride of possession is a strong selling point with 
men as it is with women. 

The older married woman of today is very likely to 
have wide interests in various clubs and organizations— 
charity drives, political groups, church affairs, garden 
clubs and so forth. You will know best what are the 
interests of these women in your own community. Win 
their interest and business in your store by offering 
them display space to promote special drives and affairs. 
In some cases, you may need only give them an oppor- 
tunity to place posters or cards in a window or in the 
store. At other times you may be able to devise special 
window displays which will tie-in with the occasion and 
give your windows added interest as well. Flower shows, 
charity balls, fashion shows and such occasions are natu- 
rals for jewelry tie-ups. A bit of ingenuity will suggest 
tie-ups for almost any kind of affair which you feel might 
offer the kind of customer contacts you are seeking. You 
might even offer the facilities of the store for certain 
types of promotions—table setting contests, flower ar- 
rangement competitions, jewelry fashion shows. There 
can be no criticism of the store’s participation in such 


endeavors when they are for the benefit of charities, 
hospitals and other non-partisan causes. 


Fashion is another item of consuming interest to the 
type of woman you are trying to interest. If she is able 
to afford large diamonds, she is able to afford the best 
in clothes and is apt to know the fashion trend down to 
the smallest detail. In using fashion as a background 
for your diamond displays, you had best be right up to 
date with your own fashion information. There is no 
reason why this should be hard since you have access to 
the same sources of information as your customers— 
the fashion magazines and fashion releases in the daily 
papers. It is good business to be just as fashion con- 
sclous as your customers. 


The three display sketches shown with this article 
illustrate three quite different types of displays which 
can be worked out on this diamond theme. The first 
sketch plays up the sentiment appeal of a gift of dia. 
monds to one’s wife. A dream-like atmosphere is created 
with a quantity of spun glass covering the window floor 
and filling a good part of the body of the window. The 
background should be a soft curtain or a panel painted 
to simulate clouds with shiny cut-out stars hung against 
it. A mask or full round head is suspended against the 
background looking down on the diamond merchandise 
which is shown on small platforms and cone-shaped 
units which emerge from the spun glass. A copy streamer 
extends across the center of the window lettered with 
such copy as—‘Make her dream come true with a gift 
of Diamonds!” 


The anniversary idea is played up in the second sketch 
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TOILET WARE 
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A COMPLETE LINE 
OF FINE STONE RINGS 


Electrical Appliances 
WAlnut 2-3995 


Wholesale Distributors 


712-14 Sansom St. * Phila. 6, Pa. © 
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HERES HOW PROFITS LOOK 
TO THE SMART RETAILER! 




















New Toastmaster 1B16 
Super Deluxe Toaster 


You'll see everything you need for profits in the 
A & G catalog .. . because this famous book of 
value has been a source of satisfaction to profit- 
wise jewelers since 1895. For America’s most 
profitable lines... backed by over 58 years of de- 
pendable service ... rely on Aisenstein & Gordon, 


wholesale distributors of over 50 famous lines. 
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with the music sheets of the “Anniversary Waltz” shown 
‘1 the window foreground. Musical notes made from discs 
of cardboard covered with black fabric with stems and 
flags made from heavy black wire are suspended from 
the window ceiling or fastened against the background 
and support individual diamond rings. Heart shaped 
panels covered in black velvet serve as pads for addi- 
tional merchandise. The copy theme for this window 
might emphasize the belated engagement ring idea. 

Sketch C introduces a fashion theme with miniature 
dressmaker torsos for showing diamond pins and ear- 
rings. A framed drawing or photograph of a smartly 
dressed matron keys the window to the older woman 
theme. A drapery of dress fabric extends from the back- 
ground and serves as setting for merchandise on the 
window floor and a flower arrangement in a low bowl 
is placed to the right near the portrait. The torso display 
forms are a new type of display unit designed by a fine 
arts sculptor, Helen Liedloff, 65 West 56th Street, New 
York. They stand about nine inches high and are made 
of unbreakable latex flocked in royal blue, black or 
gray and sell for five dollars apiece. They are also avail- 
able with an inch high wire base for fifty cents each 
additional. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 
Material Source 


Sketch A 


Spun glass for clouds Your regular display supply 
house or Garrison-Wagner 
Co., 2018 Washington Ave., 
St. Louis 3, Missouri 

Same as above 

Make in the store 


Star cut-outs 
Velvet covered plat- 
forms and cones 


Mask head Make up in paper sculpture or 
papier mache or borrow mil- 
linery head 

Sketch B 


“Anniversary Waltz” Music store 
music sheets 
Musical note display Make up in store 


pads and heart shap- 


ed pads 
Copy card Show card writer 
Sketch C 
Portrait of matron Photographer or borrow 
Flower arrangement Florist 


Miniature torso forms 
made from unbreak- 
able latex, flocked in 
royal blue, black or 
gray 9” high—$5.00 


each 


Helen Liedloff, 65 West 56th 
Street, New York 








Diamonds for the 25th Anniversary 


“Were you married in 1928?” This question was 
asked recently in a newspaper ad by Scheer Jewelers, 
Rochester, N. Y., to promote gifts for 25th anniversaries. 
The ad suggested a diamond as an ideal remembrance 
for a silver anniversary. 

_ The ad copy read, “If you were married in 1928 this 
Is your 25th anniversary and such an occasion should 

appropriately commemorated. This is the perfect 
moment for an important diamond. We suggest a fine 


Marquise or emerald-cut diamond for your life-time 
treasure.” 
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WAKMANN WATCH WAYS 


“Laughter is good for your health" 





HIS KIND 
OF MIRROR, 
HER KIND 
OF FACE 


by Ickho Wakmann 








There are two kinds of glass: 
clear, and mirrored. Look in the mir- 
rored glass, and you see only your- 
self. But look in the clear glass, and 
you see other people, too. Let me tell 
you about one mirror--the mirror of 
Achmed. 

Achmed was a very simple fellow. 
In town for the first time in his 
life, he walked into a bazaar. What 
should he see but something he had 
never seen before? Yes, a mirror! Fas- 
cinated, he stared. Every time he 
looked, he beheld the face of his 
father. There was nothing to do but 
buy the mirror, and hide it in the 
attic. Twice a day, Achmed would sneak 
upstairs, to stare at the face! 


For weeks, Achmed's wife endured. 
Then curiosity could stand no more. 
Storming into the attic, the good 
woman searched and searched--and found 
the mirror. Holding it in front of 
her, she gazed and exploded, "So 
that's it! Now I know! Twice a day, 
he comes up here to look at the pic- 
ture of such an ugly woman!" 

My friends, you will soon be draw- 
ing up your 1953 profit-and-loss 
statement. That statement will be a 
mirror. It can reflect only the mer- 
chandise you stock and sell. If the 
reflection is not to your liking, the 
remedy is in merchandise--in the watch 
line jewelers KNOW to be profitable: 
Wakmann. 

Today, take a fresh look at the 
watches in your store. See them as 
your customers do=-=-through the clear 
glass of your windows and show cases. 
Then you will understand why Wakmann 
Should be your number one line in 
1954. Even in 1953, Wakmann can still 
boost your profits. Here iS my prom- 
ise: every order received in my office 
before December 22 will be filled by 
air mail, special delivery. Now, my 
dear friends, please accept my best 
wishes for a merry Christmas-<-and a 
happy and prosperous New Year! 


Sone (WaKina nu 
ys ae 
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PACK ALL YOUR PERILS 
IN ONE PACKAGE 





THE SAINT PAUL COMPANIES’ JEWELERS’ BLOCK POLICY 


ONLY the Jewelers’ Block Policy adapts itself to the 
many unique situations of your jewelry business. 
Block Insurance fills dangerous gaps left by separate 
and specific policies—gaps which leave many losses 
peculiar to the jewelry industry uncollectible. 


ONE POLICY does it—as simple as that, vet you have 
coverage unattainable with separate policies. This 
simplified, comprehensive protection can be yours 
with a Saint Paul Companies’ Jewelers’ Block Policy. 


SEE YOUR SAINT PAUL AGENT OR BROKER 





EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
90 John Street 111 W. Fifth St. Mills Building 
New York 38, N. Y. St. Paul 2, Minn. San Francisco 6 
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At Francis Haggerty's in Philadelphia, a colorful method of 
enlivening the more conventional Christmas decorations was 
to suspend bells of gold wire mesh from the ceiling with 
gold cord bows. A small tree, a nativity scene and two 
wreaths complete the Christmas display setting. 





Geology for the Jeweler 


(From page 65) 


stood protons, neutrons and electrons, which make up the 
elements with which the chemist works. By arranging 
laboratory conditions under which different combinations 
of elements are brought together, the chemist is able to 
make thousands of different compounds. However, in 
nature, all of these conditions do not exist, and chance 
rules what elements make combinations with each other. 
So the natural chemical combinations, the minerals, are 
more limited. New combinations are being discovered 
and described every year and the total runs around 1500 
to 1800, depending somewhat on how we describe a dis- 
tinct mineral or call one a variety of another. 

Some of the minerals are very common, which means 
that the elements that compose them are abundant, and 
that the conditions under which they form are, or were, 
very common conditions in the crust. Others are rare, 
because they are formed of rarer elements or because 
they require special conditions which are not encountered 
so often in the crust. The earth, under the surface is 
made of stone. As soon as we get a short way down in 
that stone, some miles below where we live, the con- 
ditions become unlike anything with which we are nor- 
mally familiar. 

We know, from having seen volcanoes pour out melted 
rock, that it is very hot a few miles down. We also know 
that hot water escapes from the earth at many places, and 
that the water contains various substances dissolved in it 
that separate when the water comes to the surface; it can 
make mineral deposits, like Mammoth Hot Springs in 
Yellowstone Park. The rocks are very heavy and must 
weigh down on the water and molten rock down below 
the solid crust. So we can say that there are conditions 
of great heat and pressure under the earth, and that in 
such an environment, elements make combinations that 
they would not make on the surface. 

Most of the minerals, especially the rarer ones, then, 
must form under rarer conditions or in places where they 
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remain deeply buried, where we don’t see them. How 
do minerals that form where the pressures of the over- 
lying rocks which may be as much as five or ten miles, 
and the temperatures are measurable in the hundreds of 
degrees, get to the surface at all? Our deepest mine 
(gold) is little over two miles, and the deepest gem mine 
(diamond) is less than one. Unless the deposit is actu- 
ally on the surface at the start we wouldn’t even know 
that there was a valuable deposit anywhere about any- 
way. But if a mineral like aquamarine can only form 
at a depth of several miles, there must be some way for 
it to reach the surface so we can find it. 

That way is clear, for obviously it is not pushed up 
through a lot of overlying rocks until it lies under our 
eyes. The overlying rocks must be excavated, so that we 
can get down to the aquamarine. Surface excavation 
is one of the normal processes of geology that is known 
as erosion. Erosion bares deeply buried rocks, builds 
mountain peaks, concentrates heavy mineral deposits and 
lays beds of sediments on ocean floors. It is a process 
that operates continuously, and started when the earth 
first became solid and the first showers fell on the cooling 
crust. As a result of erosion we have, on one part of the 
earth rocks that were deeply buried and on another, 
rocks made up of minerals that formed from the earlier 
rocks which broke up and were deposited in basins into 
which rainwater ran. If it were not for this erosion 
process we might know but half a dozen different min- 


erals, instead of 1800. 


FEW MINERALS INTEREST JEWELERS 


Very few of the 1800 minerals are of any special 
interest to the jeweler. The greater part are very rare 
and have no economic value at all, they are of purely 
scientific interest. Some are ore minerals, minerals from 
which metals are extracted, and while they indirectly 
concern the jeweler, he does not deal with them in their 
original form. A mineral, to be suitable for jewelry use, 
must have certain properties. It must be hard or durable, 
so that it can be cut and polished and retain its shape 
and finish for a reasonable time of wear. It must be 
beautiful, which means that it must be clear, or, if opaque, 
it must have an attractive color. Many minerals are clear 
and have attractive colors. So it must also be rare. Many 
minerals are even rarer than those which commonly find 
use in jewelry, but few of them fulfill all the other 
requirements. Transparency and freedom from cracks 
and blemishes is usually an essential of beauty. Ideal 
natural conditions in which minerals can form so per- 
fectly and remain unchanged are exceptional anyway, 
so we cannot expect to find these qualities except in 
minerals that are relatively common. 

There are a few minerals that are rare to begin with, 
and that under exceptional conditions, perhaps in one or 
two places in the world, have crystallized in forms that 
have the beauty essential to a gemstone (benitoite, 
kornerupine). Then there are some that have the beauty 
but which may lack the durability (apatite, brazilianite, 
sphene). Connoisseurs collect such stones, but they play 
little part in ordinary commerce, for a jeweler could 
hardly make a living from them; they are too hard to 
find. Often collectors are interested in minerals which 
can be facetted and which make attractive stones, but 
which would not really be suitable for use in jewelry 
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Hand Set Genuine Marcasite 


Sterling Rhodium Finish 
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to rated Jewelers. 


Yor 









oh, imler & Wf aniel, Inc. 


MARCASITE WATCH ATTACHMENTS 
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Write for the Latest RACINE 
CATALOG Just Off Press... 


Featuring Fine Timers and 


Chronographs for Every Purpose. 


* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 36, N.Y. 


has specialized in FINE 











Gordon’s New Store Is at Shreveport 


A new air-conditioned store at 317 Texas St., Shreve. 
port, La., is the latest addition in the 23 store chain of 
Gordon’s Quality Jewelry stores, located in Texas, Louis. 
ana, Mississippi and Arkansas. S. N. Miller has beep 
appointed manager of the new store, and will be assisted 
by a staff of Shreveport residents. 


4é2 JEWELERS WATCHES 


a 4 0 % 
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Over its modern front, the store has a_ spectacular 
double ring sign, illuminated when desired. Richard 
Jacques, assistant manager of Gordon’s, says that the 
only other double ring sign on a jewelry store in the 
United States is on the front of the firm’s home store in 
Houston, Texas. 

The Gordon organization was founded in Houston in 
1906 by M. M. Gordon, and he is assisted in the chain’s 
operation by his two sons, H. B. Gordon and A. S. 
Gordon. 





(fluorite, euclase). The alert jeweler who has made 
gemology a hobby can capitalize on this interest, but it 
is not for everyone. Most jewelers are wiser to concen- 
trate on the common jewelry stones, for which there is 
a regular demand and of which there is a regular supply. 

Where, now, do we find our common stones? When 
we read any of the books we come across names like 
Brazil, Ceylon and Madagascar over and over again. 
Why are these places chosen by nature as the repositories 
of stones? Does the explanation lie in the geology or in 
the economics of those lands? 

Actually, the answer lies in both fields. If the Ceylon 
deposits were to be found in the United States they 
would either not be workable at all, or have been worked 
out long ago. It is significant that the important gem- 
mineral deposits of the world are concentrated in coun- 
tries with tropical or subtropical climates. 

Mineral deposits may be of several different types. 
They may be fresh and intact when they are worked, or 
the desired minerals may be concentrated out of them 
by the erosion processes. The diamond pipes of South 
Africa are good examples of mineral deposits that are 
still intact and which are mined to recover the gemstones 


THE JEWELERS’ CIRCULAR-KEYSTONE 








from rock in which they originally formed. And the 
original diamond discoveries, in river beds, are equally 
acceptable examples of what can be called secondary 
deposits, in which are concentrated the hard, resistant 
minerals of many feet of rock whose upper levels have 
been removed by erosion. The property which make 
certain minerals suitable for jewelry use, the durability, 
gives them also a resistance to erosion which selects the 
same minerals for persistence in gravels that lag behind 
‘n the streams. The softer minerals and the more easily 
decomposed substances break up into small particles and 
are carried away. 

In most cases, the minerals that are used for jewelry 
are relatively rare. When they occur in the rock they 
are rather sparsely scattered through it. Solid rock is 
expensive to quarry or mine, and mining gemstones is a 
gamble at best. It does not pay to mine fresh rock in a 
search for aquamarine or tourmalines, and the blasting 
that would be necessary to break up the matrix would 
be likely to damage many of the stones that might be 
found. So the mining of aquamarines is more a process 
of quarrying than actual mining, and the quarrying goes 
on in decomposed rock, earth and clay which formed 
from the original granite minerals in which the beryl 
(aquamarine) grew. If the rock were not decomposed 
it would be too hard to work. Even as it is, the yield 
of beryl is so low that often it barely pays to operate a 
mine. In few cases is it more than a marginal operation, 
closing down as soon as any complication develops, 
like dangerous caving with too much depth, or an excess 
of water. 

The more productive gem mineral deposits of the 
world are probably the secondary ones. They will always 
be the first to be found, and often they contain the 
desired stones in greater concentrations than in the 
primary rock, and be the only workable deposits. We 
need look no further than to gold mines to find the 
perfect example of such deposits. There are many places 
on the earth where gold has been found in stream beds 
in sufficient quantity to justify the “panning” of the 
gravels for the gold dust and nuggets, but where no vein 
of gold quartz has ever proved rich enough to work. Once 
the streams beds have been worked out, the mining 


is finished. 


GEM SUPPLY IS LIMITED 


The exhaustibility of mineral deposits is one of the 
most valuable concepts with which this initial article on 
gemological geology can leave the jeweler. This is only 
one of the factors which affects the future stone supplies, 
but it is one that has come notably to the fore in the years 
since the last war. There are other, economic, factors 
as well. Remember that most of our stones come from 
countries where wage levels are lower than ours. It is 
the hope of the United States to raise the living standards, 
and wage scales, of other nations and if this goal is 
accomplished it will make the mining of the gem minerals 
even less economic. It has been said that two-thirds of the 
Ceylon gravels have already been worked over, so the 
supplies from that country are doomed to dry up from 
one cause, if not another. The outlook for natural 
Jewelry stones does not look too good. 

The alteration of the hard minerals of rock to the soft, 
hydrated minerals of the soil takes place at an accelerated 
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rate when the climate is warm and moist. The process 
is known as weathering. Weathering is deeper in the 
tropics, so, at less cost and without expensive equipment 
and shattering explosives, it is possible to dig out the 
mineral deposits. So, either way we look at it, it is not 
surprising that Madagascar, Ceylon and Brazil are our 
gem sources, for there everything has worked toward 
the same goal. The climate has decomposed fresh rock 
deeply, it has resulted in greater concentration of alluvial 
residual minerals, it has assured a low-cost labor supply, 
and lastly, it has made abundant water available for 
mining operations. All that is lacking, in any tropical 
country to make it a source of gemstones, are the deposits 
themselves. Nature has formed them in the countries 
mentioned. The same physical conditions exist in many 
other lands, and the same deposits are to be found in 
other lands, but the combination is most notable in those 
three. Next month, we shall see what sort of deposits 
nature has made as the homes for gemstones. 





Expert Watch Repair Work 


(From page 70) 


means of counteracting competition. 

He started a continuous, never-slackening emphasis on 
“The Jeweler Behind the Watch” theme, which has been 
paying dividends from the outset. Without going into 
expensive advertising campaigns. Good has simply sold 
the Hutchinson community on the idea that the jewelry 
store is the logical and safest retail outlet at which to 
buy watches. And he has made this idea stick. 





The ideas involved are entirely basic and are not 
difficult to put over with the average customer, providing 
the message is repetitious enough to impress itself firmly, 
Good declares. He points out, “I found that most people, 
of course, were aware that we repaired watches, and that 
we carried a good stock of them. However, a little 
judicious questioning brought up some surprising facts, 
Few people were aware of the brands which we carry in 
stock, or anything about our repair department and 
its equipment, or what guarantees and constant inspec- 
tion can mean. Now, we simply have made it a routine 
thing to discuss our position in the watch retailing indus. 
try with every possible customer to the point that no 
potential watch customer is likely to forget us.” 

The two column by three inch ad which Good runs 
periodically in the Hutchinson newspaper emphasizes the 
theme of the continuous “Buy from the Jeweler” program. 
Each ad which deals with watches presents the public 
with four reasons why Good’s Jewelry store should be 
called upon when the customer is looking for a watch. 

Copy states “Choose your watch at our jewelry store 
because we offer these advantages: 

1. Personally selected brands. We eliminate for you 
those brands which lack good craftsmanship. 

2. The finest styling in the industry. 

3. The integrity of our own reputation for fine mer- 
chandise and fair dealing. 

4. We back up each watch sold by one of the finest 
repair departments in town.” 

Listed at the right in a vertical column are four top 
watch brands which the Good jewelry store has carried 


























here is the line to Pyramid your profits! 


WRITE FOR 
NEWEST CATALOG 


TRADE-MARK REG. US 


714 SANSOM STREET, PHILADELPHIA 6, PA. 
10 S. WABASH AVENUE, CHICAGO 3, ILL. 





Never such stunning fashions in Scarab jewelry at such 
volume-wise prices! This marvelous new line features only first 
quality stones and soldered links, yet is priced to meet all 
competition! For special promotions or solid year-round selling, 
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America’s finest line of quality Scarab 
Jewelry featuring magnificent Euro- 
pean semi-precious stones hand-set in 
exclusive mountings of superb design. 
Realistically priced to sell on sight! 








THE JEWELERS’ CIRCULAR-KEYSTONE 














for years. With no further ado, Good presents his claim 
to consideration in watch purchasing, and he has found 
that “practically everyone seems to have taken notice 
of the ad.” 

A similar type of approach is used “over the counter.” 
It isn’t necessary that the customer be looking at watches 
or even bring one in for repair. Charles Good enjoys 
pointing out the fine watch lines in his showcase, and 
then directing the shopper’s attention to the repair 
department, which has all the cleaning, electronic record- 
ing and other facilities to be expected in the largest 
jewelry store. 

Frequently the Kansas jeweler “names names” in 
pointing out that he has been trusted by prominent local 
families over long periods of time either to select gift 
watches or handle repairs and adjustments. 

As Charlie Good likes to say with a smile, “Now our 
competition must go a long way to catch up with us.” 





Displayman Behind the Scenes 
(From page 72) 


are kept for only seven days, thus insuring frequent and 
interesting changes. : 

Wherever practicable, the rear wall of each Cole & 
Erwin window has been removed altogether or pierced 
to permit inclusion of a plate glass sliding panel. Thus, 
window displays can be seen from the sidewalk or from 
the sales floor. This arrangement is a big factor in each 
store's sales. As Williams explains it, “While our dis- 
plays are not built specifically to show the same selection 
to the customer inside the store as to the passerby on 
the sidewalk, it is simple for the shopper who has been 
attracted by a piece of jewelry in the window to step 
behind the counter and identify it for the salesman 
merely by pointing it out. Likewise, since we build the 
displays on a flat basis, with no towering pyramids or 
step-back platforms, anything that is clearly visible from 
the sidewalk may be as readily determined from the 
store interior. The net result is that the display windows 
are selling in two directions at once.” 

Closely coordinated with the development of “two- 
way” windows was the use of scroll shaped swinging 
signs. Built of stiff artboard, each sign is suspended by 
stout brass chains from semi-visible hooks along the 
ceiling of each window. Quite frequently, the message 
on the outer side of a suspended sign, facing the side- 
walk, is not the same as that on the interior. For example, 
a sign may deal with sterling and plated flatware on the 
exterior side and optical service, which is heavily em- 
phasized in the main downtown store, on the interior 
side. 

The position of the suspended signs, approximately 
two-thirds of the distance back from the glass in the 
window, has a lot to do with sales effectiveness, Williams 
Ils convinced. That the sign does not touch the floor of 
the window and is up and out of the way, while still 
highly readable, also gets more attention. The signs 
seem to float above the merchandise. 

Signs are constructed for extreme durability, as well 
as eye-appeal, so that they may be rotated through the 
entire six store chain for a considerable length of time 
before being discarded. Williams has on hand in his 
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n 
pportunity 


to join America s 
fastest growing 
watch company! 





SHRIRO WATCH INC... . dis- 


tributor of Sandoz, world's thinnest 
and smartest waterproof and self- 
winding waterproof watches, and 
Cornell competitively priced pro- 
motional watches of guaranteed 
quality—requires additional sales- 
men to keep pace with growing 


sales! 


Watch selling experience preferred, 

but not essential. Should have a 

strong following in the jewelry field. 
Draw against Commission. 


If you are accustomed to high- 

bracket earnings, write stating 

full information. All replies will 
be treated confidentially. 


Address: 
MR. HY SOHMER, Soles Manager 


SHRIRO WATCH INC. 
276 Fourth Avenue, New York 10, N. Y. 
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THE INTERNATIONAL SILVER CO. 


is interested in young men 
who want to become 


SALESMEN 


If you are under 30, with experience in 
the jewelry industry or not, and have an 
ambition to become a professional sales- 
man, representing the leader in the silver- 
ware field, we have an opportunity for 
you. Selection will be made for intensive 
training course and early territory assign- 
ment. 


Write full description of educational and 
business background, personal and busi- 


ness references to 


HAROLD CORCORAN 
INTERNATIONAL SILVER CO. 


MERIDEN, CONN. 
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t's FREE. Display charms NOW —they are 


J. M. FISHER COMPANY, Attleboro, Mass. 


100 




















\__AT NEW, LOW PRICES 











A Complete Stock of 
Cultured Pearls 








Orders accepted . Necklaces 


ieee All Sizes and Grades from 
3 $30 to $5,000, Keystone 


manufacturers 
and Importers. 


Loose Pearls 
From 3 to 10 MM., All Qualities 


immediate 
delivery from one 
of the largest 
and most 
complete stocks 


in the country. Memorandum selections sent on 


request 





B& M 
CULTURED PEARL 


IMPORT COMPANY 
Direct Importers of Finest Quality Cultured Pearis 


550 Fifth Ave., New York 36, N. Y. 








Phone Plaza 7-0768 














Here's your Success Book 








... your key to 


FRATERNAL 
EMBLEM 
Profits 








HERE'S a “gold mine” of profits in the emblem busi- 

ness — as many a smart jeweler knows. A moder- 
ate assortment — plus the wide showing in the Harvey 
& Otis catalog—quick service on your selection from 
any of our 450 wholesalers, or direct (with order billed 
through yours) is assured. Every popular Fraternal 
emblem, and many you perhaps never heard of, are 
shown. Make an “issue” of Emblems and they'll make 
“$” for you. Send for catalog—or use the one you 
may have. 


Harvey & Otis 


PROVIDENCE cae RHODE ISLAND 
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display office some particularly effective types of signs 
which have been over the route twice or more and require 
only a bit of touching up to achieve eye-appeal. The 
value of durability in this progressive window display 
plan cannot be over-emphasized. Williams says, “During 
the Christmas season, for example, we are able to dupli- 
cate precisely a window display which was found to have 
better than average selling efficiency during the previous 
holiday season. When sales results indicate the wisdom 
of it, signs are held over from one year to the next. 

All signs are turned out with silk screen or air brush 
methods and consist of patterned backgrounds, which 
are applied over the flat white or gray surface of the 
signboard. Lettering is extremely neat, includes two 
colors as a general practice and incorporates both script 
and block lettering to put emphasis on the message. 

It is nothing unusual for Williams to turn out 48 iden- 
tical signs when chain-wide promotions are under way 
or when a particular season is being promoted in all 
the stores. A master schedule is maintained on the wall 
of the display office, which allocates the location of each 
sign (identified by a code number), gives the length of 
time it has been in service and the number of times it 
has been “released” from the display prop inventory. 

Through its development of the “two-way” window 
and the “two-view” sign, Cole & Irwin have opened up 
its windows and made them work for the entire store. 





Mail Orders 


(From page 78) 


the firm has found that a price of about $5.95 is a good 
one for mail order sales. Items priced lower than this 
might be priced too low for the time and effort required 
in handling and mailing. Higher priced items usually 
go more slowly than those with a low price tag. 

Orders come in from individuals of all kinds in all 
parts of the United States and Canada. Even a depart- 
ment of a city government responded to an Enright 
advertisement, requesting the store to furnish a related 
item not mentioned in the ad. Rural box numbers are 
the predominant addresses. The largest number of sales 
have been made to Californians, and, strangely enough, 
much of this merchandise was made in California and 
could have originally been purchased there. 

A factor in Enright’s success in mail order is careful 
selection of items that are really new and which are 
appropriate in their appeal to the readers of the publica- 
tion in which the firm is advertising. Many of these 
items are selected from the pages, “They’re New” in the 
JEWELERS’ CircuLaR-KeysTone, which Jack Enright 
peruses each month for ideas. 

The publication in which Enright’s made its first 
appearance is still the testing ground for many of its ads. 
It is the mail order guide in the magazine section of the 
Sunday New York Times, where rates resemble those of 
any large city’s local newspaper but distribution bears 
more resemblance to a national consumer magazine. In 
addition to favorable rates, another reason made it the 
first medium for Enright’s. Virtually full returns come 
within nine days, instead of the three months or more 
required to determine results on a national consumer 
magazine ad. The same cuts used in the Times are now 
reused in one or more national consumer magazines, 
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DIAMOND RING SALESMEN 
WHO ARE EARNING FROM 


$15,000 10 $25,000 


YEARLY .... 
The Irving Klampert Co. 
offers you one of the 





best jobs in the industry 


The Irving Klampert Co., manufacturers 
of Happiness Diamond Rings, and creators 
of the world's newest precious metal, Plati- 
num Formula No. 11, is making a most un- 
usual offer to diamond ring salesmen who are 
now earning from $15,000 to $25,000 yearly. 

As the result of unprecedented demand 
for the new line of HAPPINESS Diamond 
Rings—made exclusively of Platinum Formula 
No. II, we have had to rearrange the ter- 
ritories of our regular salesmen. There are 
now available a few exclusive territories for 
salesmen with established followings. Each 
territory has a definite volume of business. 
If you are earning between $15,000 and 
$25,000 yearly, these earnings—and more 
can be yours—as a sales representative for 


the Irving Klampert Company. 


Please write fo: 


MR. IRVING KLAMPERT (Personal) 
IRVING KLAMPERT CO. 
38 West 48th Street, New York, N. Y. 


All replies will be treated with 


the utmost confidence. 


























LINES WANTED 


* * * * 


Well Known Salesman Carrying 
Nationally Advertised Line 
and Calling on Leading 


JEWELRY WHOLESALERS 


in the Metropolitan New York Area 
Wants Strong, Desirable Lines of 


COSTUME JEWELRY and 
ALLIED MERCHANDISE 


Please send full particulars to 
Box “A., 2896," Jewelers’ Circular-Keystone 








100 East 42nd Street New York 17, N. Y. 











IN A STRIKINGLY MODERN 


14K GOLD 





Crafted with meticulous attention 


to detail, this exquisite hand lapped 
bracelet is the outstanding result 
W of almost a half-century of 
manufacturing experience. 


On-the-spot “sizing” feature 
avoids last minute sales problems 


... assures the sale. 
y.. Available in Yellow or sh) 
Rhodium plated White Gold. 


TRADE MARK 


oy Setcae & Son, w. 


L. S. DINHOFER *¢ wehefor § JEWELER SINCE 1908 


74 W. 46th ST., N. Y. 19, N. Y. ° LU 2-4495 
For prompt attention, please address all inquiries Dept. K-12 
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CASH IN on the BIG SWING to 
College-Type HIGH SCHOOL RINGS 


FULL PROFIT ° NO INVENTORY 


High school students 
everywhere are switching 
to COLLEGE-TYPE 
RINGS! They want some- 
thing better and differ- 
ent! You can offer this 
great, new market all the 
: latest, most modern styles 
e # . - Shown in our new 

) illustrated catalogue. You 
can even order one ring 
at a time! We give the 
fastest service in the 
trade with guaranteed 
customer satisfaction! Be 
ready to CASH IN on 
these BIGGER RING 
PROFITS! 





> 
College Seal 


FREE! 
Send TODAY for complete information PLUS 


free selling catalogue and free counter display. 


COLLEGE SEAL & CREST COMPANY 


Dept. J-12 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 
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RADE MARK 


the finest cuff link ines 
ever made for the Jewelry Trade 


*Patented 
Design 
155,535 

Patented 
Construction 

2,472,958 

Infringers 
will be 


prosecuted 





The “CUFFMASTER” can be had with any attachments below. 


YUE 


TYPE H TYPE HA TYPES TYPE SA 
HARD HARD SOLDER SOFT SOFTSOLDER TYPES WITH 
SOLDER WITH ANGLE SOLDER WITH ANGLE SWIVEL JOINT 


Check these important features: 
. Beautifully polished rounded top. 
. Longer stem for easier soldering. 
Better spring action. 
No lapping or additional finishing work. 
Variety of attachments for soft or hard soldering. 
. Available in gold, silver, gold filled, brass and 
other metals. 


NIASH REFINING CO. oS Contcns rare 
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such as House Beautiful, Better Homes & Gardens, Popu- 
lar Mechanics, Popular Science and Boy’s Life. 

In this type of medium, Enright’s has found the fol- 
lowing premise to be accurate. Providing the ad does 
not reappear, the results of the first month’s advertising 
will be doubled during the next ten months. No one seems 
to have an adequate explanation for this factor, but 
Enright’s finds it works. 

There are some advertisers in the mail order business 
who think that the same ad can be used again and again 
‘n consecutive issues of the same publication. Enright’s 
has found consecutive ads lose their pulling power. The 
same ad can be used repeatedly, if an issue is skipped 
between each appearance. Another factor to be con- 
sidered is that in the highly competitive mail order busi- 
ness, any item advertised more than three times usually 
draws other ads of a similar type item, with a reduced 
price often placed upon it. 

The Enright ads are keyed, though most customers 
enclose the ads with their checks and it is not necessary 
to search for the key in their order. Though the mention 
of c. 0. D. sales is included in the Enright ads, few cus- 
tomers buy C. 0. D. Its greatest value is inspiring con- 
fidence in Enright’s and thus appears in all the ads. 

There are always a few inquiries, each of which is 
answered promptly with a detailed letter of explanation. 
However, the ads are constructed so that inquiries are 
reduced to a minimum, for the rate of sales from in- 
quiries is usually comparatively small. 





Can You Top This? 


Mark Mamluck, dealer in precious stones, New 
York City, was asked by a small user of stones for a 
two carat white diamond at a limited price. He was 
told that it would be imperfect at that price and that 
he should make this clear to his customer. 


Two OR THREE YEARS - 
BINGO! A BLACK DIAMOND / 





dding 


Your choice of single, double or triple row we 
rings set with quality diamonds 


Total weight 
's carat — 49.75 '2 carat— 85.00 
3 carat — 59.50 1 carat — 155.00 
SATISFYING CUSTOMERS FOR OVER A QUARTER 
OF A CENTURY 
BEN GOLDBERG & CO. DIAMOND IMPORTERS 


When Mr. Mamluck followed up on what had hap- 
pened, the other stone dealer said that his customer 
liked the diamond, but, that when she was told of 
the inclusions, which were small carbon spots, she 





would have none of it. When she was asked what 
her objections were to such small imperfections, she 
replied, 

“They grow larger each year!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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BEN GOLDBERG & CO. ae 
29 East Madison St., Chicago 2, Illinois 


[] Please Send Diamond Price List 





Name —— 
Address —— 
-  —_— 
Please send the following rings: poe 


a 
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~s 
Best wishes tor the Season, 
and may the coming year 
bring you health, prosperity 


and happiness. 
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Manufacturers of fine 
emblematic jewelr) 
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—Werrertine Berry & Co. 


8 ROSE ST. NEWARK 8,N. J. 


- . > 
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MEMBER 
AMERICAN 
GEM 
SOCIETY 




















Originality of Design 


BAGUETTE SETS 
ILLUSION SETS 
SPECIALTY RINGS 





Cluster Rings 
Fishtail Sets 
Peg Sets 


Exclusive Development of 


Ideas and Designs for Pro- 





motional Purposes ae 


Mountings Illustrated are 
Set and Enlarged to Show Detail 


WAX & SKOLNIK INC. 


62 WEST 47TH ST. NEW YORK, N. Y. 


Manufacturing jewelers to the 


WHOLESALE TRADE EXCLUSIVELY 


for more than a generation. 














Atlanta 


8 days Jeweled Wall Clock 


Sawed out Filigree Solid Brass, Raised Numerals 
Distinctive, Unusual. 


Dial 6" 
~ Overall 12" 


# 1035/1 





To retail for $65.00 plus tax 
Keystone List $78.00 


Inquiries invited from wholesalers or write direct. 


ROTH BROTHERS—/mporters 


CLOCKMAKERS FOR 3 GENERATIONS 
106 E. 23rd ST. NEW YORK 10, N. Y. 









































$2.00 WILL FINANCE AN 
ADDITIONAL $100.00 OF 
YOUR INSTALMENT SALES 


THE JEWELERS’ ACCEPTANCE 
CORPORATION can show you how to 


expand your instalment business to its greatest 
potential at a cost of no more than $2.00 for 
each $100.00 of new sales. At the same time 
you will have funds available with which to 
take discounts and make advantageous cash 
purchases. 


Why not explore the many advantages of 
JAC’s revolving credit plan? 


Write or call one of the following officials: 
R. A. KNIGHT @ W. J. BOTTO @ LEWIS EISNER 


JEWELERS’ ACCEPTANCE CORP. 


608 Fifth Avenue, New York 20, N. Y. 
PLaza 7-8680 
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City-Wide Promotions Create Sales 


Jewelers and other merchants of the St. Cloud Chamber 
of Commerce, St. Cloud, Minn., annually stage many 
sales promotional events to bring in more area residents 
to St. Cloud stores, and these efforts are paying off. 

This Summer the retailers launched 1,000 helium filled 
balloons to advertise the “Midsummer Dollar Days,” and 
each balloon had a red tag attached. The tag said, “This 
tag is good for $1.00 in trade at the store whose name 
is shown at the bottom of this tag. Central Minnesota 
Dollar Days, July 22-23. Special Award ($10 cash 
offered by the Chamber f Commerce) for the most dis- 
tant tag received.” 

The other side of the tag also advertised the annual 
St. Cloud “Pioneer Days,” featuring 5-cent kiddie rides 
all day long, free street dance, parade, free horse show, 
coronation dance, water show and two free shows. All 
these events were widely advertised in local newspapers. 

Free bus transportation downtown was offered during 
the Dollar Days event from all parts of the city, and this 
attracted many shoppers. Courtesy spot announcements 
were also given over a local radio station for the event 
one week in advance of Dollar Days. 

For Pioneer Day merchants accepted historical objects 
for window display, and many merchants and clerks also 
dressed in old time costumes. Some men grew beards 
and the beard judging contest attracted a large crowd. 

St. Cloud Dollar Days and Pioneer Days events were 
timed to also attract the thousands of tourists in the 
region during the Summer months. 





The Book Shell 


Gemstone Identification 


Praktische Edelsteinkunde, by Dr. Walther Fischer. Published 
by Verlag Gustav Feller-Nottuln, Kettwig/Ruhr, Germany. 
Over 90 illustrations; 187 pages. Price: $4.00. 


This new book, written in German, covers the most 
important principles of crystallography and crystal 
physics which are necessary for the identification of gem- 
stones. The particular properties of gemstones are dis- 
cussed which make possible a diagnosis with simple 
means. To this is added the theory of oscillating quartz 
and the explanation of the preferred grinding directions 
in diamonds based on the crystal structure. Clear illus- 
trations accompany the text. 

The author, former director of the State Museum for 
Mineralogy and Geology at Dresden, Saxonia, offers 
hints for the gemstone polisher. Data on the best work- 
ing methods are based on the experience of the gem 
polishing shops and school workshop of Idar-Oberstein. 
This information will be of particular value to the 
numerous amateur gemstone polishers. 

Dr. Fischer also covers synthetic stones, glass imita- 
tions and those made of plastic, as well as doublets. A 
bibliography includes the most important publications. 

















kept in strict confidence. 





20 W. 47th St. 





Exceptional Opportunity for the Right MEN 


Excellent active accounts in two territories are theirs for 
one of the larger Stone & Diamond Ring Companies who 
desires full coverage of Retailers in these territories. 


Send all information regarding yourself which will be 


Ist Territory — Chicago, Indiana, Illinois 
2nd Territory — Wisc., Minn., lowa, Missouri, Kansas, Nebraska 


DAVIDSON & SONS JEWELRY CO. 


Manufacturers of DASON RINGS 


New York 36, N. Y. 
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Sterling silver bracelet and earring set 
by R. F. Simmons Co. is No. LLS-1883. 
Suagested Keystone is $21.50 plus taxes. 


The "Nautilus," model No. 956, is produced 
by Pennwood Numechron. It is self-start- 
ing and has gold plated metal and a wood 
base, measuring 18". It lists at $59.50. 


The "Woodmont" is a new Telechron living 
room clock of early American design, with 
traditional conservative lines, mahogany 
case and light wood inlay. It is $29.95. 
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Tambour style Herschede mantel clock has 
eight day pendulum movement in a mahog- 
any case. Westminister chimes at all quarter 
hours, $65; hour, half-hour strike, $45. 


"Home Sweet Home" is an animated elec- 
tric clock. Before a fireplace that glows off 
and on, the lady gently rocks. $17.95 in 
walnut or antique ivory. Haddon, Chicago. 


. They're yours 





GE "Jackstraw" is a kitchen model repro- 
ducing Congoleum-Nairn's linoleum pattern 
of the same name on its face. It has a 
sweep second hand and retails for $6.95. 


New Westclox electric alarm clock is the 
"Glo-larm," with a hidden light, set on 
bright, dim or off, shining through the 
face. $8.95 in beige, ivory, aqua green. 
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to profit by... 


Elgin's “Rosewood,” new 1I7 jewel nurses’ 
watch, has a 10K gold case, minute track, 
sweep second hand, shock resistance. Re- 
tail, $57.50; expansion band, $62.50 F. T. I. 


The newest popular priced Sentinel watch 
is the "Arrow."" Jeweled with sapphires, 
it has shock-resistance, gold-plated case, 
and leather strap or metal expansion band. 


International's self-winding, calendar, 2! 
jewel watch is water-resistant, has sweep 
second hand, I8K gold figures. Retail is 
$420, I8K gold case; $200, steel, F. T. I. 


Medana offers the "Roseanne," with a coin 
bracelet in the color of gold to enhance 
its dainty case. Retail, $19.95. Distribu- 
tion by Louis Aisenstein & Bros., N. Y. 








Watch for men by Le Coultre has 14K gold 
case. A "120 Watch," it marks 120th Le 
Coultre anniversary. It is $120, retail. 





"Royal Jewel” by Gruen has 48 diamonds in 
floral design, 21 jewels, I4K gold, dust- 
resistant case. Diamond loss insured by 


Lloyds of London. Retail, $475, F. T. I. 


This tiny Eterna-Matic has a ball bearing 
automatic winder, a 14K white gold case, 
raised gold markers, filigreed endpieces 
with four diamonds. Retail, $195, F. T. I. 














This Reed and Barton "Scandinavia" 
coffee set has 48 oz. coffee pot, 10 oz. 
creamer and full-size sugar bowl. The 





design is contemporary. $285, retail F.T.I. 





International Sterling's candelabra No. 
N-298, have functional styling of modern 


simplicity. They are part of the "Flair 
service, which emphasizes sleek contours. 


The new Elgin American lighter features 
a fluid door for easy, fast filling, is a 
light, thin lighter. In chrome, retail 
is $7.50; the "Signet" is $8.75, F. T. I. 


Lunt Silversmith's "Eloquence" sterling 
silver pattern is extra heavy and ornate 
and designed along floral feminine lines. 
It is $42.75 retail for a place setting. 


Festival’ by Volupte features simulated 
pearls with rhinestones and simulated 
emeralds. Necklace is $10; bracelet $15; 
and earrings $10. All prices are retail. 





A silver plated butter dish by 1847 Rogers 
Bros. has u smart Duncan & Miller clear 
crystal dish in a tear drop pattern. It 
is 7'/4."" long and retail price is $3.95. 


A boxed gift set by Craftsmen has bill- 
fold and leather covered lighter to match. 
Billfolds are stitchless, have a removable 
eight view passcase. Retail price, $7.50. 
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"Regent" watchband (S/136) by Flex- 
Let is $6.95 F.T.I., with gold filled top 
and stainless steel back. S/142, gold 
filled top, stainless steel back, $8.95. 


The "Rumford" is an extra wide |2K gold 
filled, stainless steel back, watchband 
by Hadley, featuring links of two facets 
and flat top surfaces. Retail is $11.95. 





Beresford's bracelet has charms for grand- 
childrens’ or bridesmaids’ names. 1/20 12K 
gold filled or rhodium finished sterling— 
bracelet $6, charms, $1.25 each, F. T. |. 


This pendant by L. Shakter, 83 Canal St., 
N. Y. C., is of sterling silver, hand set 
with marcasites. The miraculous medal 
reverses, revealing a bright floral design. 


Forstner introduces a new line of ladies’ 
watch bracelets, fitted with an exclusive 
safety center clasp and a safety chain. 
Comes in plain or twist mesh design, $5. 





One of the featured offerings in its fall 
line suggested for Christmas giving by 
the Ralph Singer Co. is this articulated 
bracelet. It is priced at $8, Keystone. 


Robinson & Sverdlik offer this ruby and 
diamond bracelet with 25 square oriental 
rubies and 25 diamonds, set in alternate 
groups. It is priced at $2400, Keystone. 
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INTRODUCING 


ESrench foroll 


THE NEWEST PATTERN 
IN 


ALVIN STERLING 


A flourishing prelude to the styles of tomorrow 


Here, in ALVIN'S newest pattern, is a style developed 
in keeping with the present-day demand for modern- 


ized sterling patterns. 


The fantasy of scrolls from the LOUIS XV and LOUIS 
XVI periods ... richly and delicately moulded into a 
series of sweeping graceful curves, unbroken, yet 
carved to reflect beautifully the scintillating high 
lights created by its soft ssiddtinn surfaces... gives 
life to this lovely pattern. 


You will want "FRENCH SCROLL" to brighten your flatware 
selection. It has been amply surveyed among women in all age 
groups and has passed the acceptance test with flying colors. 


“FRENCH SCROLL" will be advertised in eleven 1) na- 
tional magazines, beginning with the October issues of the 
following: BUYING GUIDE FOR THE BRIDE - - VOGUE - - 
BETTER HOMES & GARDENS - - HOUSEHOLD - - WOMAN'S 
HOME COMPANION - - SEVENTEEN - - MODERN BRIDE - - 
HARPER'S BAZAAR - - GLAMOUR - - CHRISTIAN SCIENCE 
MONITOR and HOUSE BEAUTIFUL. 


A series of twenty-seven (27) advertisements will be run 
during October, November and December . . . total circula- 
tion upward of 35,000,000 - - your prospective customers. 


Place your order with your ALVIN jobber now, or, order 
direct. Prices the same. 


Deliveries beginning October |, 1953. Price lists sent on 
request. 


6-piece place-setting, dessert size—$32.75, including Federal 
Excise Tax. Here is your opportunity for added sales and 
profits. Why not order now? 


THE ALVIN CORPORATION 


Makers of Exclusive Silver Designs for over Sixty-Five Years 


PROVIDENCE 7, R. I. 





Tonk oferoll é 


STERLING 


Luncheon Knife, 
Moderne Blade 


illustrations Actual Size *Trade Marks 
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by GERTRUDE BRASSARD, 
Table Merchandise Editor, 


The American Home 







Here are two versions of a table setting using the same pat- 
terns of china and glassware. Check the one above and see 
if you can detect the reasons why it makes a better appear- 
ance. Miss Brassard gives the explanation in this article. 


Knowledge is the Key 




























A retailer equipped with the basic knowledge 
of tablewares is in a position to attract and 


hold customers. Knowledge is your key weapon! 


. 

— tablewares today should be more 
interesting to you and your sales personnel than it was 
years ago, and you can make it so by first arming your- 
self with the basic knowledge of tablesetting. Put your. 
self in your customer’s place just as a decorator does 
when he is consulted. Familiarize yourself with your 
customers’ tastes, their home surroundings and form of 
living. A diplomatic approach should enable you to 
learn each customer’s background so that you in turn can 
be more helpful in aiding her selections. By the cus- 
tomer’s attitude, one can judge fairly well just which 
approach to take so as not to offend or seem unduly 
inquisitive. 

Some customers may be very definite about what they 
want. By all means, show them the particular type items 
in which they are interested, but with a little knowledge 
of the customer’s home, her decorating scheme, her 
everyday and social iype of life she leads or prefers, you 
can also suggest other designs, shapes, qualities and colors 
you KNOW will be just as suitable or even far more 
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ifable Top Selling 
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effective than her original selection. Your knowledge of 
good design, quality of the ware you are selling, and 
proper color combinations will help you in selling. 
Knowledge is your forté—establish confidence in your 
customer so that she will feel she can rely on your judg- 
ment. But YOU do have to KNOW the right data and 
answers in order to obtain and hold that customer. In a 
great many cases, there are more people who either do 
not know, or who are too shy to ask questions than those 
who really know all the answers. If you impress her on 
the first sale, you have taken the first step towards a 
steady and satisfied customer which should fan out 
interest through her word-of-mouth recommendations. 

But how to do this? I believe | am an average, 
normal woman when it comes to making purchases. I like 
attention, have a good idea of what I can afford to buy, 
and also know what I would like if and when I could 
afford it. I can be convinced and swayed in my purchase 
if presented with good logical reasons, even to paying a 
little more than I had planned to spend. But my excuse 
or reason for making a purchase is not always because 
I actually need the item. I can be attracted to something 
I had never intended buying. Therefore, it is my feeling 
that EYE APPEAL can do two things—either attract the 
attention of a customer and create a desire within that 
customer to buy something she had never thought of 
buying, or remind the customer she had been wanting 
or looking for such an item, and again create the desire 
to buy. 


COORDINATE YOUR TABLE SETTINGS 


It is my firm belief that nothing will sell china, silver, 
crystal and linen quicker than a co-ordinated tablesetting. 
It is one of the best drawing cards and tools you could 
have to sell your tablewares. Properly co-ordinated, the 
beauty of one of these ingredients will enhance the beauty 
of the others. Just as I pointed out in Lesson I of the 
series of tablesetting published in The American Home 
for the benefit of our three and a quarter million readers, 
that the initial step was the choice of materials (and by 
materials we meant china, silver, crystal, linen, center- 
piece container and accessories) and their appropriate- 
ness, or their compatibility one with the other—so it is 
with the retail store or shop. If the buyer or owner 
knows his clientele well enough, he buys with their needs 
in mind. If he has discovered they are getting more 
quality-conscious than price-conscious, he should make a 
concerted effort to replenish or add to his stock accord- 
ingly. With his acquired knowledge by following color 
and so-called fashion trends, he can guide his purchases 
so that he will have the merchandise in his store that 
goes well together. He should keep up with the publica- 
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BREAKFAST SETTING. 1, 2, 3, 4, 5 are respectively: Cereal 
dish, plate, bread-and-butter, tumbler, cup and saucer. A, 
B, C, E, F are: Spreader, fork, knife, soup spoon for cereal, 
coffee spoon. Spoon D is shaded to indicate its use is optional. 


Sey Oo 





LUNCHEON SETTING. | and 2: Soup or seafood cocktail 
cup on small plate. 5—tumbler or goblet. 6—wine. C— 
salad fork. F and H—soup spoon, seafood fork, optional 
depending on food served at first course. D—salad knife. 
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INFORMAL DINNER. Set-up is almost identical with lunch- 
eon, difference resting chiefly in style of tableware used. The 
tumbler is replaced by goblet. Optional flatware items: D— 
salad knife; G—spoon for fruit cocktail, H—fish cocktail. 


© 
O On 


o. E G. H. 


FORMAL DINNER. Triple-fold napkin, and nothing else, 
placed on service plate. No bread and butter plate. Two or 
three wine glasses may be used. A—fork for entree; B for the 
main course; G and H optional for fruit or seafood cocktail. 
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tions which impart this knowledge, just as his customers 
do, so that when they go into his store looking for current 
trend items, he will have them to sell. 

Although it is as difficult to define good taste and good 
design ds it is to define color, nevertheless if he could 
keep good co-ordination in mind when making his selec- 
tions at the market, he could off-set a purchase by his 
customer of things which did not quite go together. For 
instance, in selecting a china pattern with, let’s say, green 
in the design, he should be sure that the green stemware 
he buys WILL be harmonious with the green in the 
china. A yellow green in the china and.a blue green 
glass can clash and look just as badly as mulberry and 
orange, which we know is a clashing combination. But 
some people do think that “green” is “green” and might 
be tempted to buy it—good combination or no. Here is 
where you can give your customer a subtle educational 


Sais mena 


It is advisable to create several 
interesting shadow box displays 
and place them in strategic or 
conspicuous places in the store. 
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Shadow boxes are not only perfect 
space savers but they are excel. 
lent for displaying table top wares. 


service. Remember, choosing tableware for a home, the 
family meals, and entertaining represents an investment 
—sometimes quite costly, and it may take a long time to 
correct errors in this initial purchase. Your customer 
has this problem to face. Whatever you buy, you feel 
if you cannot sell it to one customer you can sell it to 
another. But SHE cannot dispose of her purchases quite 
as lightly. It is for this reason, | urge you to purchase 
things for your store which do and will combine pleas- 
antly, and you will find that you will then have suc- 
ceeded in gaining the confidence of your customers, and 
perhaps contribute a great service by placing tablewares 
in their homes that are in good taste, a thing which other- 
wise might not have happened if they had been left to 
do the co-ordinating themselves. 

In selecting your merchandise for tablesetting displays, 
it is all the more important that you know how to set a 
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correct table, using the silver, crystal and linen which 
does the most for the china. 

The very first thing in getting started is to decide on 
what kind of a table you are going to set. Will it be a 
breakfast, luncheon, tea, or dinner? Or a buffet or morn- 
ing coffee? Will it be formal or informal? Will it be a 
lovely 18th Century table, a crisp modern setting, a 
fresh provincial table—or perhaps an outdoor setting in 
summertime? That is what we called establishing your 
“theme.” Once youve settled on a theme, you have a 
direction, and are ready to take the next step, which is 
to select the dinnerware pattern appropriate for that 
theme. Have on hand appropriate table napery in 
textures and colors which go well with the china you 
carry in stock. You should not take lightly the matter of 
selecting your table covering. It requires thought of all 
the other appointments, as it is the background of your 
table picture. It may bear the full design responsibility, 
or serve as a soft-toned foil, or draw the full interest to 
itself. If you use a lace cloth, the other appointments 
should be consistent in quality but subordinate them- 
selves in design, so that full attention is directed to the 
beauty of the cloth. Otherwise, the beauty will be lost 
ina “busy” setting. 


USE PROPER TABLE CLOTHS 


Show your customer simple appointments if she tells 
you she uses a lace cloth or prefers cloths with a lot of 
design. And a great many people have and love lace 
cloths. The reverse of this is the plain background which 
throws into relief the character and quality of the other 
appointments. It must be a part of a well-planned scheme 
in color. Design, if there is any, is wisely self-toned, as 
in damask or a bit of self-color embroidery. This is the 
type of covering to plan for your richly patterned Spode 
or Wedgwood, for silver that is heavily embossed. It is 
not less important because it helps them to be the feature 
of the setting. 

Most brides start out by selecting their silver pattern 
first. This is as it should be when collecting things for 
your own home, for silverware is the most enduring of 
your table appointments, and the one least likely to 
change. And most good silver patterns are compatible 
with any number of chinaware patterns—as long as the 
china is a match for the silver in quality of both material 
and design. If your customer’s home has already been 
established, her personal background dictates the choice, 
since table appointments should be in complete harmony 
with the home. A lover of 18th Century mahogany fur- 
nishings will choose the traditional English patterns; a 
French Provincialist will steer toward the baroque; those 
who love Karly American pine and maple will prefer. 
or should—the heavy, plain fiddle-back motifs. The mod- 
ernists will love the simple designs influenced by the 
Scandinavian—or utterly plain pieces that are innocent 
of pattern. This does not necessarily mean that because 
your customer has a Provincial dining room, that only 
earthenware or a heavier pottery dinnerware service will 
fill the bill. She can have fine china if she wishes, stark 
plain or decorated in a way that blends in with the dining 
room furnishings, as periods are being mixed to good 
advantage these days, with the greatest of ease. 











Depending upon the size of your window, it is effective to place at 
least one shadow box in your window; it should be changed each week. 


will undoubtedly select a pattern according to her own 
personal taste, but there again, YOUR knowledge of 
silver can be of great assistance to her. Explain to her 
the advantages of a plain design as well as the advantages 
of an ornate design. Bring out the quality and structure 
angles and permit her to compare. 

There is such a thing as overdoing a design—of match- 
ing items too closely. If matched, it is the spirit of the 
idea, rather than too literal an interpretation. One item 
should be a foil for another. If china is elaborate, crystal 
beautifully cut, it is decoratively wise to keep the accom- 
panying silver simple. Against elaborate linens, a very 
plain pattern stands out to excellent advantage. Elaborate 
silver is best laid against plain backgrounds, besides 
plain, banded, or otherwise simple china and crystal with 
little or no decoration. 

Always control your combination of patterns. In all 
good table settings, no more than one good pattern should 
predominate—whether it be a patterned china, a pat- 
terned cloth, or elaborately etched crystal. Other pat- 
terns, if any, should be subordinate. This does not 
necessarily mean you must use severely plain silver flat- 
ware if you have a printed cloth or if you have patterned 
china—but you should use care and restraint in choosing 
the silver. Think of this before you set up your table. 
No doubt you will find there are a few other silver pat- 
terns that go equally as well with the china you have 

(Please turn to page 134) 
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Proper light bulbs should be used in shadow boxes—the kind most 
people have in their homes, so that your china pattern and crystal 
will give the same color effect in your store as in customer's home.. 


If your customer does not already have her silver 
service, or is considering the purchase of another, she 
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Carved oak frames were used in this display to highlight figurines. 













Artistry in window display work 





Dramatically Exhibits Giftwares 


A jewelry store’s window displays, imaginatively decorated, can build prestige 
and sales. Recently, Wright, Kay & Co., Detroit jewelers, created a highly 


artistic series of windows devoted to the display of quality gift merchandise. 


Te AVERAGE CONSUMER'S OPINION of a retail piece of merchandise even before they enter the store. 
establishment is often greatly influenced by the store’s Wright, Kay & Co., Detroit, nationally famous retail 
presentation of merchandise in window displays. Attrac- jewelers, has achieved a reputation for its highly imagina- 
tive, unusual windows are magnetic in attracting the tive displays. Shown on these pages are an impressive 
attention of passersby as well as drawing them into the selection of recent window displays, each featuring an ex- 
store. In fact, many customers are sold on a particular tensive variety of giftware merchandise. The items dis- 





<S 
> SS TR BS ee ps 7 3 SE SS 3 
pp gg py ee vn oe ES BE SE Be 
govseencnsosenedh> 99° ne $ F ameaseadinal mee oh “ 


5 f =. 2 ~ a cad Pe i 


por OR eK0e > ornesconene! we 


TT 


Gray vines with orchid and lavender 
wisteria blossoms repeat the same 
colors used in the featured china 
pattern. Natural bamboo screen and 
trellis props provided atamosphere. 
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“House B eautiful has been alli 
a steady factor in Wallace’s € 


growing sales volume,” 


writes Mr. John F. Banks, 


Director of Sales and Advertising, 
Wallace Silversmiths 









WALLACE SILVERSMITHS 


WALLINGFORD, CONNECTICUT as 
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OIRECTOR OF SALES August 21, 1953 ft | 
AND ADVERTISING Mr. John F, Banks of 


Wallace Silversmiths 

































Mr. Richard A. Hoefer 
Publisher 

House Beautiful Magazine 
572 Madison Avenue 

New York 22, New York 





Twenty years ago — that's a long time, isn't it? - 
Wallace Silversmiths advertised for the first time in House have been advertising regularly (and 
Beautiful. In 1l t dad to H Beautiful - and 
u n 1933 we turne ouse Beau year profitably! ) in Houser BE AUTIFUL 


in, year out, Wallace advertising has been constant, 


for 2 
We silversmiths pride ourselves in being good 0 years. More evidence that 


businessmen — And it has been said that New Englanders know it pays to be a regular 
value. Well, Mr. Hoefer, it's only fair to state - from 
twenty years' experience - that it's just good business to House BEAvTIFUL advertiser! 


advertise rerularly in House Beautiful, This is the natural 
magazine of choice for our best prospects. It brings the 
right people to our advertisements, economically, and our 
pattern sales show that House Beautiful delivers them right 
out ot their living rooms into retail stores al] across the 
country. 


House Beautiful has been a steady factor in Wallace's 
growing sales volume, 


A good product and a good magazine have accomplished 
a good deal together in these twenty years. 


Sincerely yours 
WALLACE 





Je Fe Banks /« 








oo House Beautiful 


Magazine 


2¢2 Madison Avenue, New York 22. 
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played range from china and ceramics to lighters and 
clocks. All beautiful merchandise—all beautifully dis- 
played. 

Each window display is individualistic, appropriately 
showing different types of merchandise. The background 
props in all cases are imaginative and simple. For ex- 
ample, in the ceramic display, natural color raw silk 
props give a museum quality look to the imported ceramic 
pieces. In the display of figurines and sculptured murals 
this merchandise is set against a gray silk shantung back- 
ground framed in natural color carved oak frames. And 
in the china window display, natural bamboo screen and 
trellis props are used to highlight a special china pattern. 

As for color effects, the store’s creative displayman 
generally uses subdued fabrics. The color schemes are in 
keeping with the firm’s dignity. 


Natural color sisal display frames provided atmosphere for the display of a highly- 
colored earthenware pattern. Peacock feathers were used to soften the square look. 


Through the clever use of natural raw silk decor, a museum quality 
appearance was achieved in this display of imported ceramics. 








Ce sw ener en 


Gray silk shantung material is used in this window display for background and display 


blocks. Merchandise shown included green ceramics and several brass candlestick units. 
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MILK GLASS 


We hear it’s selling this way: customers 


pick out a piece or two, walk to the cash 
register with it. Easy sales—many to “just- 
looking” shoppers. Anyway, it’s moving 
well; maybe because Fostoria’s milk glass 
is handmade, has that mellow antique look 
customers like. It could be profitable for 
sage a you, too. For pattern and price information, 
‘ostoria oe : a oa o contact your Fostoria representative, or 


write direct. 


FOSTORIA GLASS COMPANY 


MOUNDSVILLE, WEST VIRGINIA 


Member, Glass Crafts of America 
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MERCHANDISING 


by GRIER LOWRY 





The Gadget Bar, with items under $2, is designed for inexpensive gift shoppers. 


‘Big City’ Approach Dou bles Gift Sales 


Located in a small suburban town, this jeweler keeps his customers at home 


by offering the same range and quality of gifts that they would normally 


find in a large city store. Free gift wrapping backs up sales program. 


—_ sales tactics are essential in building 
a successful gift department in a store located in a small 
suburban town near a large city, according to Opal and 
Lee Schlapper, owners of Lee’s Jewelry, Lee’s Summit, 
Missouri, 18 miles from Kansas City, Missouri. 

Foremost problem confronting the husband-and-wife 
combination, after they opened the store in 1949, was 
to curb the tendency of a top-heavy percentage of local 
shoppers to select gifts and related items in Kansas 
City stores. 

A “big-city” sales approach was the solution the 
owners eventually hit upon to get more local customers 
into their store. An index of the success of the program 
is provided by the fact that gift sales doubled in 1952 
over 1951. 

Today, the owners rely on these factors to bring gift 
buyers into the store: 

(1) Unusual and distinctive. merchandise. Mr. and 
Mrs. Schlapper make four trips to market a year to 
obtain moderately priced items with special appeal to 
local customers. 

(2) Free gift wrapping with a nice selection of paper 
patterns, colors and ribbon. 

(3) Direct mail advertising. 

(4) An attractive, inviting, display environment. 

(5) A “local angle” approach. This feature is illus- 
trated by the emblem Lee’s Jewelry recently designed 
for the Unity church, which has its world headquarters 


120 


near the town. The store will sell by mail giftware bear. 
ing the emblem to members of the church all over the 
world. 
“When you sell gifts in a small town,” commented 
(Please turn to page 139) 
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This bar display, featuring bar glasses, cocktail shakers and 
gadgets, is a replica of bars in homes at local lake resorts. 
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IT’S — New in SHAPE 


— SMART in APPEARANCE 














— MopeERN in DESIGN 
— “THE Domino PATTERN” 


on 


PASCO CHINA 


if 
| by 





LORENZ HUTSCHENREUTHER 


(Estab. 1856) Selb, Bavaria 


: See this and over sixty other open stock patterns from the famous 

: Bavarian Factories of TiRSCHENREUTH and LoRENz HUTSCHENREUTHER 

| at the Keystone China & Glass Show, Parlors C&D, Fort Pitt Hotel, 
Pittsburgh, January 5th-13th. 


PAUL A. STRAUB & CO., INC. 


26th Street (Near 5th Avenue) New York 10, N. Y. 


7 
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by ROBERT LATIMER 





Approximately 60 per cent of display space in the store is given to sterling hollowware. 





An Extensive Flatware Inventory 


Helps Attract Hollowware Customers 


BD) daiins no less than 60 per cent of the 
store’s entire display space to sterling and plated hollow- 
ware might seem at first glance an odd distribution to 
the average jeweler. But at the 58-year-old retail estab- 
lishment of J. H. Garlick & Son, Detroit, hollowware has 
earned for itself exactly that amount of space. Although 
Garlick’s places emphasis on sterling, selling considerably 
more sterling than plate in its hollowware business, 
retailers will be interested to know that Garlick’s sells a 
healthy proportion of this merchandise to what the 
store classified as “Detroit’s lower income” group. The 
basis of the unusual hollowware activity is, logically 
enough, a strong sterling flatware business which is con- 
sistently but conservatively promoted. This business 
stems largely from the fact that the store has 120 flatware 
patterns to offer—an almost fantastic selection which 
acts as a powerful magnet for serious sterling customers. 

Richard E. Garlick and J. H. Garlick, Jr., sons of the 
store’s founder, have made the sale of hollowware more 
than a mere “department” during the past 10 years. 
Prior to World War II, the hollowware department 
ranked approximately the same at Garlick’s as in the 
average, moderate-sized jewelry store in a downtown 
metropolitan location. However, when at the conclusion 
of the war there developed heavy competition for the 
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flatware market, the brothers determined to concentrate 
on hollowware. 
There were many reasons for this move, according to 
Richard Garlick. First, there was no such thing as house- 
(Please turn to page 132) 


ene. 








Various sterling silver hollowware items are often featured in the 
display window of J. H. Garlick & Son, Detroit retail jewelers. 
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For the first time — 
in all the years that 3 

English Bone China 

has enjoyed international prestige — 

a modern, rimless coupe 

is now available in twelve magnificent patterns 
by Adderley — 

makers of fine bone china for Royalty 


since 1789. 


~ Ridgway & Adderley Inc. 








129 Fifth Avenue, New York 3, N-Y. 
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This large wall case, directly behind the flatware display case, is devoted entirely to extra pieces. 





‘Show-it-first Technique 
Creates a Desire for Extra Pieces 


iene A DESIRE for extra flatware pieces 
at the very moment when the prospective bride first se- 
lects her pattern is a direct route to more profits from the 
sterling flatware department, according to Sam Daiches, 
Corsicana, Texas, jeweler. 

During many years of service in this east central Texas 
community, Sam Daiches has had ample opportunity to 
experiment with various aspects in flatware merchandis- 
ing, and on a comparative basis, has found that almost 
twice the volume of extra pieces can be sold by “show- 
ing them first.” 

As illustrated, a wall case immediately behind the knee- 
hole display case in which the store’s 36-odd sterling flat- 
ware patterns are shown, is devoted entirely to extra 
pieces. Arranged just below eye-level across the wall 
case are eight burgundy satin-covered trays, each of 
which shows such items as butter spreaders, gravy 
spoons, pickle forks, ladles, soup spoons, meat servers, 
etc. There are some 60 selections offered here, all of 
which are bound to attract immediate attention because 
of their large size, if for no other reason. 

Directly above the eight panels is another large hori- 
zontal panel, which is used entirely to introduce new 
extra piece flatware as it is received by the store. Many 
sterling flatware owners have developed the habit of 
glancing at this display whenever they visit the store, 
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by ROBERT LATIMER 


with the result that extra pieces are sold as gifts or for 
additions to the family table service. 

Still further up at the top of the case are variations 
upon fork designs which hold much interest for women 
who entertain frequently. Ham knives, meat carving 
sets, rare hardwood salad spoons and forks with sterling 
handles, and similar items make up the rest of the case. 

Located in an area noted for many small, prosperous 
towns, and a heavy concentration of cattle ranchers, 
cotton growers, etc., the Sam Daiches jewelry firm makes 
a consistent appeal to prospective brides through the 
use of direct mail, newspaper advertising, and following 
up of newspaper announcements of engagements. Stand- 
ard pattern registration methods are used, and the store 
provides a variety of services in planning the wedding, 
reception, etc., all of which is calculated to attract cus- 
tomers. However, it is not only the prospective bride 
but the long married owners of a flatware service who 
are interested in the extra pieces. Therefore, the mer- 
chandising plan represented by wall case and counter 
case displays fits both situations. 

Extra sterling pieces are readily introduced into the 
conversation when a bride comes in to make pattern 

(Please turn to page 143) 
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1954 
Our 68th Year! 


WE SHALL INTRODUCE AT PITTSBURGH 


(FORT PITT HOTEL, EMPIRE ROOM) 


(JANUARY 5th to 13th) 











The Largest and Most Varied NEW Line of 


... DINNERWARE 
FANCY WARE 
ART WARE... 





In Our Long History! 
DON'T MISS IT! 


EBELING & REUSS CO. 


established 1886 


Main Office—606 Chestnut St., PHILADELPHIA 6, PA. 


NEW YORK CHICAGO «LOS ANGELES 
225 Fifth Avenue 1557 Merch. Mart 527 West 7th St. | 


NC 






























1. Hand-formed ceramic quail in two dif- 
ferent varieties, authentic in both model- 
ing and coloring; figure at left, 10!/2" 
high, at right, 534"; each is $15 retail. 
From Mottahedeh & Sons, Inc., New York. 





2. Duk-It smokers’ ensemble in polished 
gold-colored metal and ebony, with car- 
ousel ash tray, cigarette server, serving 
tray; in gift box, set retails for $5. By 
McDonald Products Corp., Buffalo, N. Y. 


5. Kitchenmaster—electric table broiler de- 
signed for maximum capacity, versatility 
and efficiency; approved by Underwriters 
Laboratories, it may retail for $19.95. 
From Malley Metal Mfg. Co., Los Angeles. 
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Theyre New... 


Lable-Lop Fashions 


3. Popular "Wheat" pattern shows sprays 
of the plant cut by hand on complete line 
of stemware and on 7" plates; complements 
several wheat designs in china, silver. By 


Fostoria Glass Co., Moundsville, W. Va. 


6. "Silver Arbor’ decoration in Baronet 
china, in soft tones of gray and platinum 
with platinum line and trim; on "Celeste" 
coupe shape; 5-pc. setting, $8.50 retail. 
From Fisher, Bruce & Co., of Philadelphia. 


> RC = 
AS ARS 


~% 


4. "Who burnt the tablecloth?" asks this 
Spode ashtray decorated in the Blue Italian 
pattern; 534"' long, this amusing gift re- 
tails for $2.30. On immediate delivery 
from Copeland & Thompson, Inc., New York. 


7. Authenticity of modeling and action 
are exemplified in this Lepizzaner horse 
in Royal Vienna Augarten china; 10!/2" high 
it is done in white and in dappled gray. 
From Hudson Art Importing Co., Inc., N. Y. 
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,.. Lhey'll Be Selling 


and Home Accessories 





|. “Wild Oats''—one in a group of new, 
high-fashion decorations in bone china 
done in gray and platinum on the "Savoy" 
shape; 5-pc place setting, $17 retail. From 
Josiah Wedgwood & Sons, Inc., N. Y. 


4. New “Summer Bloom" pattern in white 
Franconia china has snowballs and leaves 
in white, green and gray, on new Harmony 
shape; 5-pc. place setting, $9.95 retail. 
From Herman C. Kupper, Inc., of New York. 
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2. Gracefully looped lucite candelabra 
with silver-plated cups are made either 
in "Duets," as shown here, or in “Solos;" 
also made with black lucite, brass cups. 
From Standfast Products Co., Cleveland. 


5. "'Elegance''—classically simple new de- 
sign in fine gold on black appears on 
coupe shape in white china from Heinrich 
& Co.; 5-pc. setting, about $25 retail. 
From Geo. Boragfeldt Corp., of New York. 





3. “Old Coins—in Ceraglass has Early 
American coins embossed on modern black 
and gold panels; eight 14-0z. highballs, 
$5.50 retail; jumbo old-fashioneds, $7. 
Sold only by Vincent Lippe Co., N. Y. C. 


6. Blown by hand in Tiffin glass is this 
graceful mint plate, fashioned in crystal 
and in colors; in crystal it retails for 
$3.85; in wistaria and twilight, $4.50. From 
United States Glass  Co., Tiffin, Ohio. 
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Table -Lop Fashions 
an 


Home Accessories 








"Spoonomat''—whirl mixer for foods 
and drinks operated by finger pres. 
sure on top; stainless steel; gift boxed, 
it may be retailed at $3.95. From 
Maricopa Trading Co., New York. 





"Domino'—smartly modern new pattern worked out in black and gray 
on white, done on new "Diadem" shape; 5-pc. setting retails for 


$10. In Pasco china imported by Paul A. Straub & Co., Inc., N.Y.C. 
"Golden Wheat" design done in 22K gold is available 


in stemware, to retail for about $7.20 a doz.:; 10-oz. 


and |6-oz. tumblers, $4.80. By Libbey Glass, Toledo. 








To simplify entertaining, practical wrought-iron rack hold- 
ing 8 tumblers and bowl for ice, snacks; complete, $7.50 


Crystal glass optic decanters from Sweden retail. Designed by Belle Kogan Asso. for Levy Bros., Phila. 


are generous in size, each holding 30 
ounces—and they may be retailed for $6 
each. Among new items imported by R. 
F. Brodegaard & Co., Inc., of New York. 
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Retail Prices 


The price tags on these quality 


crystal vases from Sweden's fa- A—Konrad ..............$5.00 E— #1374 ..............$4.00 

. . B— #3453 .............. 7.50 Pa. 0e...........08 ae 
mous factories assure fast moving, ¢— #Mi97 alee 6 — #819 aie 
quantity sales! D— #M240 ............. 6.00 H— #191 ......... ... 6.00 





HAMBRO GLASSWARE 


The Hambro Trading Co. of America, Inc. 
21 EAST 26th STREET * NEW YORK 10, N. Y. © MUrray Hill 9-2550 
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by MADELINE LOVE 





i you sell china and glass—or if you are thinking of 
doing it—the place for you to be next month is Pitts- 
burgh. There, in three hotels, you will find gathered 
together nearly all of the domestic lines and a great 
many of the imported lines, all with their newest and 
their best. 

Show-time may well be inventory time for you, too. 
It may be awkward for you to leave the store at that 
period—that is, between January 5 and 14. But if you 
are in the business of selling tableware, it is important 
that you see all of this new merchandise and to evaluate 
it for your own store. 

If you are only planning a china and glass department, 
here is your chance to look over a great part of the 
entire market, all within the confines of a few short 
blocks. It must be remembered, of course, that some of 
the good “names” in the business do not attend trade 
shows and must be visited in their New York showrooms. 
But Pittsburgh does offer an excellent opportunity for a 
general survey of the field, just at a time when most of 
the new designs are being introduced. 

This is the first of the 1954 trade shows and through- 
out the next three months the large gift shows and the re- 
gional shows are closely packed together, and scattered 
all over the country. Watch our show calendar (printed 
elsewhere in the magazine) each month so you may at- 
tend the exhibits that interest you. 

% % % 

yon January 1, Rorstrand, Inc., one of Sweden’s old- 

est ceramic factories, dating back to 1726, will be 
represented in this country exclusively by Fisher, Bruce 
& Co., of Philadelphia and New York. The ware, in- 
cluding dinnerware, art ware and ovenware, will con- 
tinue to be shown at the Rorstrand showroom at 225 
Fifth Avenue, New York, with Miss Gita Ajnefors in 
charge. 

The Fisher-Bruce firm, which also represents Orrefors 
glass from Sweden, has been host this Fall to two men 
from Orrefors—Carl Gronberg, export sales manager, 
and Nils Landberg, one of the artists. Accompanied by 
Miss Helen Douglass, special Orrefors representative for 
the firm, Mr. Gronberg and Mr. Landberg have been 
visiting stores in the principal cities of the East and 


Middle West. 
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H. Hetsey ‘& Co., manufacturers of hand-made 
© glassware, have appointed Eva Zeisel, well-known 
ceramic designer, to the post of art director. Mrs. Zeisel, 
who has created a number of modern dinnerware shapes, 
will concentrate her efforts toward producing new cop. 
cepts in glass. 
3 % 3¢ 
Ape to the New York staff of Josiah Wedgwood & 
Sons, Inc., is Mrs. Moira Gibson, who will serve as 
public relations representative. Mrs. Gibson, who has 
spent some time at the Wedgwood potteries in England, 
will conduct sales training classes in the stores, and lec. 
ture at schools and clubs on Wedgwood. 
3 3 3% 
| oa; WEBER, president of Herman C. Kupper, Inc., 
has announced that the Kupper displays will be 
shown at the Carlton House during the Pittsburgh china 
and glass show in January. The concern will occupy 


Room 808. 


% 3 3 


i nw Hon. Thomas E. Dewey, governor of New York 
State, presents a sterling silver bowl to Richard Pass, 
president of the Onondaga Pottery Co., makers of Syra- 





cuse China. The bowl was given in behalf of The Post 
Standard of Syracuse, N. Y., at the newspaper’s 125th 
anniversary banquet held this Fall at the Hotel Syracuse. 
The pottery, established in 1848, was one of ten century- 


old Syracuse industries to be honored at the dinner. 
% % % 


J. N. FRAZIER 








N. Frazier, formerly buyer of luggage and men’s 
® leather goods for Carson, Pirie & Scott, Chicago, 
has been appointed to represent the McDonald Products 
Corp., of Buffalo, N. Y., in Indiana, Illinois and parts of 
Wisconsin. The firm manufactures the Duk-It line of 
smokers’ items, and Mr. Frazier will make his headquar- 
ters at the Chicago showrooms in the Merchandise Mart. 
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Aim straight for the 








I 
PALMER HOUSE 


_ 


1A SALLE HOTE, 





FEBRUARY 1-12 
Onmericats- Finest; Gift Manke Since 1924 


EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 
Henry Underberg, President: $. $. Sarna, Vice President; George F. Little, Managing Director . 220 Fifth Avenue, New York 1, New York 
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eb the All, wit 
“ELEGANCE” 













































from 


HEINRICH & CO. 


. a new dinnerware design which subtly 
combines the high fashion of black with 
the richness of ultra fine gold—all keyed 
to a classic simplicity. The gold-on-black 
band of “Elegance” rims the well-known 
coupe shape in pure white, translucent 


HEINRICH china from Bavaria. 


o-pe. Setting 
App. $25 
Retail 





See the “Elegance” pattern and our com- 
plete line of other imports, including 


Waterford Irish Lead Crystal 
at the 
Keystone China and Glass Show 
Fort Pitt Hotel, Pittsburgh, Rooms 
342, 343, 344, January 5 to 13 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 EAST 23rd ST.. NEW YORK 10, N. Y. 


712 S. Olive St. (Mdse. Mart) 44 York Street 
Los Angeles, Calif. Toronto, Ont., Canada 
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Extensive Flatware Inventory 





(From page 122) 


to-house selling on either sterling or plated hollowware. 
Also, the mark-up on hollowware was not so tightly 
prescribed or limited as was the case with flatware. Lagt. 
ly, there had been a rather marked increase in holloy. 
ware sales during the period following the war. 

“We have always been intensely interested in holloy. 
ware ourselves,” Richard Garlick stated. “I belieye 
that the ratio between our flatware and hollowware sales, 
even before we began our present program, was more 
evenly balanced than is usually the case. At any rate, 
we have been striving to become known as an outstand. 
ing source of hollowware.” 

A year ago, the J. H. Garlick & Son firm built a strik. 
ing new store on Detroit’s famed Washington Blvd., a 
wide landscape promenade which compares favorably 
with Fifth Ave. in New York City. While the store is 
small, with narrow sidewalk footage the chief problem, 
all of the the eight wall cases which line the walls display 
either sterling or plated hollowware, and some 65 per cent 
of the total display represented by windows, wall cases, 
and countercases is devoted exclusively to this line. 

“Promotion of sterling hollowware requires a different 
type approach from that which would be successful with 
flatware,” Garlick pointed out. “But the two are so 
closely related that it requires strong flatware merchan- 
dising to bring in hollowware prospects. For that reason, 
our flatware inventory includes 120 patterns, which we 
believe is about the largest variety available anywhere 
in the country. There is no element in flatware merchan- 
dising which appeals so greatly as a wide choice of pat- 
terns, embracing all leading manufacturers. For that 
reason, we have built up the flatware stock as our number 
one drawing card. Because of this flatware stock, we can 
depend upon attracting many prospective customers 
throughout the year. These same people, when exposed 
to hollowware displays and enthusiastic presentation, 
make up our most valuable market.” 

To attract the attention of teen-age girls to the store’s 
imposing hollowware display, Garlick’s stages a special 
contest. Senior class girls of leading Detroit high schools 
are invited to submit essays on the subject “Why I Chose 
My Pattern.” Entrants merely write a short letter, stating 
why they desire a specific pattern in sterling flatware, 
with their views on hollowware included. Each winner 
receives a complete place setting, presented with much 
fanfare in the store. Photographs of winning girls in- 
variably appear in many Detroit newspapers. 

Backing up this “institutional” promotion, J. H. Gar- 
lick & Son uses simple newspaper ads, which are devoted 
to a single hollowware item at a time. Usually illustrated 
with reverse cuts, the ads average two columns by eight 
inches; featured are a single pitcher, fruit bowl, candy 
dish, compote, etc., with a few facts concerning its manu- 
facture, plus an invitation to visit the store.. Ads average 
three a month for hollowware. 

As might be expected, tea services have led the parade 
in hollowware sales for the store during most of the 10 
years in which Garlick & Son has concentrated on hollow- 
ware. From month to month, there are tea service spe- 
cials aimed primarily at the gift purchaser. These have 
invariably shown good results. 
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last-minute 


Remember, a big part of your Christmas 
lighter business is still to come. In many 
stores, far more than a third of all 

Zippo Christmas lighters are sold after 
December 14th. 


This year Zippo is presenting the strongest 
lighter story ever told, reaching many millions 
of prospects in the big magazines and on 


national television.* 


Make sure you’re ready to cash in on 
this Christmas boom with a complete stock 
of genuine Zippos, right up to the 


last-minute rush. Your wholesaler will speed 





whatever you need. 





Your stars, Sid Caesar and Imogene Coca, 











will be selling Zippo lighters on ‘‘Your Show 


of Shows,’’ Dec. 12 and 19, coast to coast! 





~~}. 


GUARANTEED TO WORK FOREVER 
ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
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HERMAN C. KUPPER, INc. 


moves to the Carlton House 


For buyers’ convenience during Pittsburgh showtime we 
have taken spacious quarters in the more accessible 
Carlton House, located opposite the William Penn Hotel. 
Here, in Room 808, we shall exhibit during the CARLTON 
HOUSE CHINA & GLASS SHOW complete displays of 
FRANCONIA CHINA's proven seller patterns, together 
with a number of new designs—to be shown for the first 
time—as well as the popular Charles Ahrenfeldt French 
Limoges China line. 


The success of 

Nationally Advertised 

FRANCONIA CHINA 
otc One of Europe's Finest— 

q due principally to 

these important factors: 















point 1 * Styled for 
beauty to satisfy con- 
temporary taste... 


** Argenta”’ 


DP point 2 * 
5 pc. place setting $13.45° point 2 * Truly superb 


quality in texture and 
decoration... 


point 3 * Priced to 
meet present-day living 


oe - S - Poe point 4 * Our excellent 
Pee : at New York stock service 
. where more than 


“Summer Bloom”? 30 patterns are always 


5 pc. place setting $9.95° ready for prompt de- 


Le livery. 


We extend a cordial invitation 
to visit our new location in 


Room 808 at the 
gies eae CARLTON HOUSE 
ay January 6-13 


where a hearty 


welcome awaits you. 


“Rhythm” 
5 pc. place setting $15.00° 
*slightly higher South and West 


39-41 W. 23rd St. 
HERMAN C. KUPPER, INC. New York 10, NY. 
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Key to Table Top Selling 


(From page 115) 





selected. Make either a mental note of these, or better 
still, print them on a card which can be placed on the 
table, giving the pattern name and manufacturer’s name 
of the dinnerware, along with the patterns of silver and 
crystal which would also make good combinations. What 
if the customer owns sterling, is looking for china, likes 
the pattern you have on the table, and her sterling pat. 
tern is not carried by you on the card? You undoubtedly 
have records which will help you identify it. If it is not 
too far off, and will look well with the china pattern, tel] 
her so. If it is a very ornate pattern, the china bursting 
with decoration, the setting can still be toned down by 
the use of a plain or simple cutting crystal and plain 
cloth. But you then have an opportunity to show her 
other china patterns and crystal patterns, too. Could be 
she might like another china pattern better. 


China and silver are both important necessities, with 
crystal and linen very close on their heels. I put them in 
this order because I feel that china should be given the 
most careful consideration since its decoration, shape and 
quality establishes the “theme,” or requirements of your 
customer’s home. And here is where your basic knowl. 
edge of wares, plus any background information you can 
gather from her will be of vast assistance to you in selling 
her something she is going to be satisfied with months 
later. Whether or not silver is purchased before or after 
the china is really immaterial, as it is usually more flexi- 
ble in the company it will keep—and if your customer 
already owns silver, you should urge her to start to find 
its compatible mate in china. 


CRYSTAL OFFERS VARIETY 


Although I list crystal next, this by no means places it 
third in importance. Fact is, it plays a dual role, as to a 
certain extent does linen. Crystal is not only a necessity 
like china and silver for a tablesetting, it is the crystal 
that contributes the sparkle and glisten to the table. It 
also offers variety and changes of pace by its variety of 
shapes, decorations and colors. Colored glassware adds 
contrast to the table, helps emphasize the pattern in your 
china, brings out a color note in the decorative scheme 
of the table and its background. It is the accessory to the 
china pattern that jewelry, a scarf, a handbag, shoes, etc., 
is to the basic dress. Some china patterns can take tall 
and low stemware, as well as the tumbler type, not to 
mention decoration and colors. At the time the china is 
purchased, show your customer the types, and colors of 
crystal that are “naturals” with the dinnerware she has 
selected. 


Explain the use to which she can put them—this type 
for breakfasts and informal buffets, this type for lunch- 
eons, informal dinners, buffets, etc., and still another, 
and perhaps another, decorated crystal or color for 2 
still further change. I know you won’t sell her everything 
at once, but you will at least have planted a seed in her 
mind—she will have absorbed the beauty of the combina- 
tion, she will have seen how they looked together and 
remember, taking you right back to what I have said 
about “eye appeal.” It is not necessary to match the 
pattern of your china or crystal, but it is important that 
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20 well together with the silver and other table 


they : 
; You must create an ensemble that is 


decorations. 


beautiful. | 
That is what The American Home tried to point out 


‘1 Lesson One of the “What’s Wrong With This Table?” 
series. Take a look at the two illustrations shown on 
these pages. It was not a question of anything being 
really wrong, but just a matter of poor selection. Each 
‘tem in itself was a good item quality and price-wise. 
Let me explain them further to you. 

Our theme was a traditional informal company dinner. 
We selected a china that is simple, rather formal, classi- 
cal in shape, and excellent in type, quality and design 
for the theme. So as to draw a comparison between the 
two settings, we used the same fine china in both. The 
crystal is compatible in color and pattern with the other 
elements. Quality is excellent. Same pattern is used in 
both settings but, because of added height and elegance, 
this stemmed goblet is better than the casual tumbler. 
However, in selling this pattern stemware with this pat- 
tern china, it might be well to suggest to the customer 
that the tumbler is preferable for breakfast and any 
buffet or snack service and very informal meals served 
outdoors on patio, terrace, or umbrella tables in the 
garden. Most people are afraid to use their fine china 
outdoors. As you know, if you drop a pottery plate it is 
just as apt to break as a fine china plate. But if your 
customer has the replacement cost in mind, as she prob- 
ably will have, you have a golden opportunity to suggest 
a second set if she does not already have one. In this case, 


you might show her a stemware pattern with tumbler | 


that will go well with both her sets; or a stemware pat- 
tern that will go well with her fine china, and a different 
type tumbler that will go with both sets for very informal 
dining or stress the “change” angle and suggest a clear 
crystal pattern, and colored stemware for both sets. 
Assemble these settings right before her eyes as you talk 
to her. Let her see the picture in the “flesh.” 


In the correct illustration, you will see how the sculp- 
tured pattern of the silver complements the china’s plain- 
ness, whereas the structure and design of the silver in 
the other setting were too delicate for the china. And 
here’s your cue to show other silver patterns that also go 
well with the china. The iinen and organdy cloth here is 
well related in quality and texture to china and theme. 
Applique is decorative, but not “busy,” like a design on 
the plastic mat. The cloth texture is more compatible 
with other items, yet a plain plastic mat simulating 
organdy, or a linen place mat would be preferable if 
using this china for breakfast, and not amiss for very 
informal meals. Although the color and texture of both 
centerpieces is well related to other items, the footed 
bowl gives height, and balance whereas the squat bowl 
emphasizes the low appointments and does not create 
as interesting a setting. The silver accessories contrast 
nicely with the crystal and china. The glass plate is a 
little too large for the purpose it is supposed to serve. 
besides being a montonous overuse of same texture. 

_ This should give you an idea of how important select- 
ing of materials really is today. It mattered little years 
ago if the china colors clashed with the wallpaper. 
Silver, china, crystal and linen were purchased without 
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any thought of the relation of one to the other. 

Bargain days then, comparable to sale promotion days 
now, just meant getting something cheaper regardless of 
quality, design or its relationship to other furnishings 
in the home. But not so today. Your customer is not 
only quality-minded, but color-conscious as well. For 
the most part, you are dealing with discriminating cus- 
tomers, which makes it doubly important to display your 
merchandise correctly, and in good taste, so that your 
customer will get a visual picture which she can absorb 
silently without suffering any embarrassment by asking 
questions about what is considered common knowledge, 
i.e., the placement of china, crystal and silver at each 
place setting on a table. In my travels around to stores, 
attending table setting contests, and tablesettings dis- 
plays, it is amazing how many women DO misplace these 
items or become flustered, which is a sign “they are 
NOT sure.” And scme of these settings are executed by 
women you assumed would know. By setting your store 
tables correctly, you can familiarize them with these 
facts. 


LINEN IS A PROBLEM 


* I am cognizant of the many problems to which buyers 
are subjected, and realize it is not always as easy to buy 
exactly what they would like, as it is for me to write and 
tell them what they should buy. But at least every buyer 
can, and I believe does, strive to buy the items which co- 
ordinate we!l together. For the small jewelry store, there 
is a linen problem, as stock is not carried by them. But 


it seems to me, it would be a worthwhile investment as 
an aid in selling their china, silver and crystal if they 
could have more variety than they usually do. Perhaps 
an arrangement could be worked out with the linen manu. 
facturers to keep them posted on new type cloths, new 
textures, and colors, as well as the stores in the vicinity 
which carried them, perhaps sampling out sets for a given 
period of time for a nominal rental charge, with the 
understanding that the jeweler will refer his customers 
to the stores where they can be bought. This type ar. 
rangement, of course, could not possibly apply to very 
high priced cloths, but cloths of this nature are not as 
widely used in the homes of today—they are for very 
special occasions. Here are some suggestions to get 
variety into your tablesettings: you may use either place 
mats or tablecloths. Either is correct. Picturesque 
modern fabric ideas and colorful cloths are often very 
effective for buffet suppers. A damask cloth in color or 
white, with matching napkins, large enough to cover your 
dining table with at least two leaves will take care of 
your large dinner parties. A pastel cotton and rayon 
cloth can be used for a small dinner-party setting. Place 
mat sets can be used for luncheons or dinner settings. 
Novelty mats such as cork, plastic, rafha, bamboo, etc., 
bring color and design to a breakfast or luncheon table. 
Printed cloths on white or light backgrounds and gay 
colored napkins are excellent for informal dining with 
plain dinnerware. Afternoon tea cloths should be sheer 
exquisite fabrics, lace, or have embroidery or fine hem- 
stitching. Dark colors provide an elegant setting to 
enhance the fragility of china, the gleam of silverware, 
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more than ever before—it’s 


Royal Jackion Chena 


JACKSON CHINA CO., 9 EAST 55rn STREET, NEW YORK, N. Y. 


A superb collection 
priced to yield 
volume and profit... 
styled to pull 
continuing traffic. 
Quality you can 

sell with confidence. 
See Jackson — 

and see how good 
your business 

really can be! 


Dallas, Hotel Adolphus, Feb. 21-27 
Boston, Parker House 
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the sparkle of crystal. They go well with plain china in 
cases where a lot of the body of the plate shows. Lighter 
colors may be excitingly dramatized with darker-toned 
china or pottery. Select your damask pattern in relation 
to your china. The simplicity of the plain satin band 
takes on a modern feeling when assembled with modern 
appointments. So much for setting your table correctly. 

Let us consider selling problems. Again I go back 
to eye appeal, and I respectfully offer these suggestions 
for what they may be worth: Shadow boxes. In many 
cases you ll find them space savers, and arranging them 
can be fun. Select the dinnerware first, then a place mat 
or napkin of every color and texture linen suitable with 
it, along with as many types of clear colored crystal and 
silver patterns. The crystal need not all be water goblets 
—one pattern can be a tall stemware goblet, another the 
wine, still another the sherbet, cordial, etc. Introduce 
the colored stemware as well. Flatware can be a place 
setting consisting of several different patterns which go 
well with the dinnerware. Where there are not too many 
combinations, introduce some accessory piece—silver 
gravy boat, silver or crystal flower vase, candy dish, salt 
and pepper shakers of silver or dinnerware, or an in- 
teresting serving dish of the dinnerware, etc. Where 
you have so many combinations that it will crowd your 
shadow box, you will be armed with extra combinations 
to show your customer, should those in the box not be 
quite what she is looking for. Of great importance is 
the lighting. 

Proper light bulbs are important—at least in one spot 
in your store—the kind most people have in their homes, 





so that your china pattern and colored crystal will give 
the same color effect in your store as it will on your 
customer's dining room table. Crystal in particular picks 
up color from surrounding objects, and some colored 
crystal changes its color completely under different type 
light bulbs. Create as much interest as you can in your 
shadow boxes, and place them in strategic or conspicu- 
ous places in your store. There are many architects to- 
day who design store interiors purely for the purpose of 
bringing your wares out in the open. A partition lined 
with shadow boxes on each side, so constructed there is 
some space between to see other parts of your shop 
might prove of better value to you than a solid wall 
lined with shelves holding your china or crystal. And 
don’t overlook your window space. 


CHANGE SHADOW BOXES REGULARLY 


Depending upon the size of your window, place a 
shadow box or two in it. Change them at least every 
week. As your customers tastes vary, so should your 
shadow boxes and tablesettings. Play them up as well as 
your tablesettings for holidays, special occasions such as 
weddings, anniversaries, Mother’s Day, etc. They always 
offer the gamut of imaginative ideas more than the 
average company luncheon or dinner. What you have 
in the shadow boxes one week, use on your tablesettings 
the following week. If space does not permit enough 
shadow boxes and tablesettings to display all your dinner- 
ware patterns, keep alternating, so that every pattern in 
your store gets an even break. Once you get started, it 
should attract consistent attention, people will start mak- 
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Announcing the appointment of 
FISHER, BRUCE & CO. 
as exclusive U.S.A. representative for 


RORSTRAND 


Sweden’s oldest, finest ceramics 


An immediate success in the American market, 
famous Rorstrand earthenware dinner services 
and ceramic artwares combine rich tradition 
with exciting modern design. BLUE BUTTERFLY, 
the earthenware dinner service pictured here, 
has all the charm, the newness of form and 
pattern that make the Rorstrand line such a 
popular seller today. Available for early 


spring delivery. 
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When in New York, stop in and see the beauti- 


ful R6rstrand dinner services and ceramic 
artwares on display in our Rorstrand Show- 
room, Room 1014, 225 Fifth Avenue. 


Fisher, Bruce & Co. 


One of America’s Largest Open Stock Dinnerware Houses 


221 Market Street, Philadelphia 6 
1107 Broadway, New York 10 














CHINA 
GLASS 


In Pittsburgh 
January 6 through 14 
Hotel William Penn 








Among the several hundred lines of Ameri- 
can-made china, pottery, glassware and table 
accessories, retail jewelers will find these in 
Pittsburgh from January 6 through 14— 


% China—Syracuse China, Franciscan China, 
Lenox China, Castleton -China, Flintridge 
China, Pickard China, Jackson China, Iroquois 
China, Winfield China and others. 


% Glass—Imperial Glass, Fostoria Glass, 
Cambridge Glass, Bryce Brothers Co., Heisey 
Glass, Duncan Glass, Blenko Glass, Viking 
Glass, United States Glass, Fenton Art Glass, 
Libbey Glass and West Virginia Glass. 


% Pottery—Haeger Potteries, Stangl Pot- 
tery, Hall China, Roseville Pottery, Brock, 
Vernon and Hull Pottery among many. 


% Also, American-made dinnerware, utility 
pottery, plain and decorated glassware and 
table accessories of all kinds. Something at 
every price range. 


This exhibit is by and 
for American producers. 


Associated Glass & Pottery Mirs. 


BOX 227 KNOX, PA. 


“See the New Wares First 
in Pittsburgh” 
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ing it a habit to look in your window. 

For a change in pace in your window, when a new 
sterling, china or crystal pattern is introduced, create 
interest in that company’s products by displaying their 
most expensive and finest pieces, along with the newest, 
Expensive reproductions of museum pieces with a little 
history of the background of design, shape, etc., create 
interest. When the customer comes in, hold up the plate 
to the light, and explain its durability due to the texture 
of the glaze being so designed to give years of beauty; 
permit her to examine closely the crystal vase so that she 
can see the beauty of its coloring, texture and design, 
Call her attention to particular points of interest; for 
instance the interesting design which reveals the glass 
cutter’s artistry, the design when she looks down into the 
bottom, the design at the top of the rim when she looks 
down on it or any other salient features. Learn all the 
facts you possibly can so that you can pass onto her 
accurate information that will impress her. 


Point out to her that a gift vase, for instance, should 
be just as attractive when empty as it is filled with flow. 
ers, and, should she squirm at the price, it gives you an 
opportunity to show her other pieces of crystal, stemware 
or otherwise, and let her know that the manufacturer of 
all of them are’one and the same—that the same quality, 
skill and workmanship is put into every piece of crystal 
that is turned out that was put into that expensive piece. 
The same applies to dinnerware and silver. 


USE YOUR MAILING LIST 


Practically every jewelry store or shop has a mailing 
list of their customers, but have you ever tried circulariz- 
ing the homes in nearby and adjacent areas? A tele- 
phone directory will serve this purpose very nicely. In 
the beginning, you can circularize exclusive sections of 
towns. And by circulars, | don’t mean just penny post- 
cards calling attention to the wares in your store, but 
send helpful pieces of literature with your name, address, 
telephone number stamped on it. Literature should not 
be like ordinary advertisements, but take the form of 
something educational such as the folder supplied by the 
U. S. Potters Association which was distributed during 
the National Homefurnishings Show on the making of 
dinnerware. Besides this piece of literature, the partici- 
pant manufacturers supplied literature that also was of a 
constructive nature, besides being printed in such a man- 
ner as to express the quality of their ware. Perhaps ar- 
rangements could be made with the manufacturers whose 
merchandise you carry to supply you with their literature 
for this purpose at cost or a nominal charge. Don't 
overlook flyers, either. These do not have to be an ex- 
pensive print job, but should be done in good taste. 
Alert sales representatives of manufacturers’ products 
have found these very effective for their mailing list to 
customers, so perhaps it might be worth at least one try 
to see what something similar would do for you. 

If your store is large enough, or some portion of it 
can be utilized to transform into a dining area, it will 
make an excellent spot for the customer really interested 
in buying dinnerware, silver and crystal to make her 
final selection. Group your dinnerware patterns attrac- 
tively around the wall space; glass shelves for your stem- 
ware can form part of the entrance to the room, or con- 
structed in such a fashion to resemble the large windows 
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in a ranch type home; your glass topped silver counter 
can be placed inconspicuously nearby, or built low, can 
serve as a coffee table between comfortable chairs in 
front of a fireplace. Bring out the appropriate linens, 
of the different types and colors that will go well with 
the china, silver or crystal (whichever she may be in- 
terested in buying). Co-ordinate different settings for 
- her on the large table so that she can see them all at the 
same time and decide which she likes the best. Then 
set it up as attractively as she would a table in her own 
home. Bring out the accessory pieces that go well with 
it, the candelabra, centerpiece container, etc., according 
to the type dinnerware she purchased. This will permit 
her to visualize the whole picture. But be sure you set it 
correctly. Candles should be the proper length, don’t 
have them poking up above the shades of hurricane 
lamps. Last, but not least, be polite, and most of all, 
patient, and don’t appear annoyed should you have to 
put everything back in place without making a sale after 
spending considerable time with a customer. She is 
bound to be impressed, and nine times out of ten, she’ll 
return. 

Perhaps a cup of coffee served to your early morning 
customers, with a cup of tea or mid-afternoon coffee 
might give you a chance to get closer to your customer’s 
needs, make her feel that her problem is yours, too. This 
would be an opportune time for you to show her that very 
expensive piece of china, silver or crystal explaining 
their salient features; time to show her some of the other 
lovely accessory items, time to tell her which stemware 
piece to use with which wine, etc.—create in her a desire 


to purchase something she had not originally planned; 
give her time to remember suddenly that birthday, wed- 
ding or anniversary that was coming up shortly or in 
the not too distant future. All this, without giving her 
the impression you were pressing her to buy. This is a 
gesture perhaps a large jewelry store could work out. 





‘Big City’ Approach 
(From page 120) 


Mrs. Schlapper, who directs selling in this department, 
“you cannot merely reorder the same article, since in 
operating a gift department in a small town you must 
have something new all of the time so residents aren’t 
constantly seeing duplicates of the merchandise they 
have bought. 

“Also, every article that goes out of our store is gift- 
wrapped. And there is an assortment of 15 patterns of 
wrapping paper and half-a-dozen colors of ribbon so all 
of the packages at a wedding, or some other occasion, 
don’t appear to have come from the same store. 

“Suburban gift shoppers are highly discriminating,” 
she added. “Simply by driving a short distance, they 
may have a wide selection in large Kansas City stores. 
To combat that practice, our inventory must feature dis- 
tinctive items at as low-as-possible mark-ups.” 

Measuring up well from the standpoints of beauty and 
functional properties, the gift display reaches up one 
side of the 25 by 90 foot store. Representing about 35 
per cent of the store’s $20,000 inventory, the stock is 
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by WALES 


Thousands upon thousands of your customers are 
pre-sold WALES Quality Products. When they ask 
for WALES, they know they'll get the finest in 
leathercraft. 


BE SURE TO MEET CONSUMER DEMAND. Stock 
WALES .. . Increase your sales. 


Send today for a full color catalog of the WALES 
Line . . . You’ll be glad you did. 


Send for sample assortment today. 














WALES 


COLUMBIA WALESCRAFT, LTD. 
22 W. 32no STREET. N.Y. 1, N.Y. 
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° . SPOUE 
English Bone China COPetancs Crima 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





from SWEDEN 


DHIDIAL dy Brodeqaard 


Designed by Belle Kogan 


Kungsholm ...A handblown modern 


drinkware design for living today. 





Nationally advertised KUNGSHOLM DRINKWARE has received immediate 
sales acceptance by retailers and consumers alike. In 6 styles: 


CORDIAL 
HIGHBALL 


ICED TEA COCKTAIL 
JUICE or WINE 


at $15.00 per dozen retail. 


Complete details 
gladly sent. 


ER: F BRODEGAARD «& CQ., ING. 
| 225 FIFTH AVENUE NEW YORK 10, N.Y. 
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shown in self-service fashion on “bookcase-style” shelves. 
The displays are the type that invite customers to handle 
the merchandise, which provides a strong stimulus to 
buy. 

Center of the store is utilized for displays of luggage. 
a top sales producer among persons shopping for gradua. 
tion gifts, and for tea carts which are used for displaying 
items such as lazy susans, hurricane lamps, food warmers, 3 
candlesticks and casseroles. 

A front section of the wallside display is devoted to 
a twelve pattern selection of pottery. Outstanding selec. 
tions from the lamp stock are spotted at strategic points 
throughout the store, lending an extra decorative note, 

There is an appealing selection of wood and ceramic 
salad sets and black wrought iron and brass items in a 
prominent display spot near the entrance. 

That Mr. and Mrs. Schlapper go all out to match up 
the inventory to local buying habits is evidenced in the 
bar accessory niche, a built-in display located in the 
center of the gift sales area. 


BAR ACCESSORIES FEATURED 


Our top line-up of bar accessories is keyed to the 
demands of persons residing at two closeby resort lakes,” 
explained Schlapper. “The lower portion of the bar alcove 
is covered with plastic decorated nail head studs and is 
a replica of bars in many of the lake homes. There is 
space for displaying merchandise on the three mirrored 
shelves in the top area. Accessories, priced from $1 to 
$10, include a line of bar glasses priced at $2 a dozen, 
cocktail shakers and bar gadgets. 

“Because the bar display is an authentic duplicate of 
bars in many lake homes, people recognize what is sold 
in that department as soon as they come in. The bar 
alcove is a profitable and steady selling department. If 
a person sees a clever bar gadget in the home of a friend, 
he instantly wants one too.” 

There is still another example of how the small town 
relationship brings in sales. Most of the private clubs 
in the area don’t serve liquor which requires members 
to carry their own. For these individuals, the store has 
stocked a “Mr. and Mrs.” flask set which comes in a 
genuine leather case that resembles a camera case. 
Twenty-five of the flask sets, retailing for $17.50, have 
been sold to wives and husbands as gifts for one another. 

The “Gadget Bar” also demonstrates the notable lengths 
to which the couple has gone to develop a gift depart- 
ment keyed to local demand. 

A small-towner herself, Mrs. Schlapper realized that 
in Lee’s Summit, as in all other small communities, there 
were dozens of “Secret Pal’ and “Friendship” clubs 
flourishing in church and social organizations. It is 
traditional in these clubs that members exchange gifts on 
all sorts of occasions with their secret pals. 

Finding suitable, inexpensive gifts for these exchanges 
was a difficult problem for club members until Lee’s 
Jewelry installed the “Gadget Bar” with its varied 
repertory of 75¢, $1 and $2 items. 

Located at the back of the store, the 12 foot, five 
shelves high display is an effective means of drawing 
customers through the store. Some of the best sellers 
include bottle openers, spices, ash trays, brushes and 
coasters. 

“New life was infused into ‘Gadget Bar’ selling” 
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J. Andrew Squires, Mer. 
23 E. 26th St., New York 
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VINE LEAF 


Another distinctive pattern by *RoyaL VIENNA 
AUGARTEN. 
Delicate Vine leaves are hand-painted in a rich 
green on gold-edged, white translucent china. 
Vine leaf is available in complete open stock, 
dinner services and matching accessories. 

*T.M. Reg. 


After the China Show, be sure to visit our permanent 
showrooms and see the complete Vienna Augarten line. 


Sheen Art Importing "el . = 


225 Fifth Avenue New York 10, N. Y. 














ATTENTION 
TOP-FLIGHT WATCH SALESMAN 


We are seeking a top-flight salesman to travel by car and 
call on better jewelers in the states of Pennsylvania and New 
York (Greater New York excluded) for our nationally adver- 
tised, selfwinding ETERNA*MATIC, the watch with the famed 
ballbearing automatic winding system. Complete automatic 
line for men and women, retails from $71.50 to $400.00 FTI. 


Commission basis. No objection to non-conflict- 
ing sideline provided it sells to jewelers whom 
we consider potential Eterna Matic retailers. 


Please send application with references fo: 


ETERNA WATCH COMPANY OF AMERICA, Inc. 
677 Fifth Avenue, New York 22, N. Y. 
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DY POCKET CALCULATO 


R > a x 3 









Saves time. Avoids Mistakes. Instantly tells unit 

selling prices at any desired % profit, at any given 

cost. . . per unit, gross or dozen. Instantiy tells 

what to pay for goods to be sold at any price with = 

any % markup. Simply set arrow at cost each, per 

doz. or gross. Then read selling price each at any % 

of profit you want. \ 

age moe 9 meals shew, % of sale price corresponding Vai. 
en % of cost and vice versa. Order today direct 4 \\: 

from this ad. Special discounts on larger quantities. POSTPAID Wn 














Manufacturers of Advertising Specialties $ OO 
For Over 55 Years Dozen 


PARISIAN NOVELTY 








COMPANY 


Telephone Virginia 7-1212-13-14-15 
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No. 992 is a 
Two-Piece Ensemble. Non-Tip 
Bean Bag Ash Tray with Carousel 
Safety Top and Cigarette Server. Top and 
bowl are burn-proof finished alchemist gold. 
The base, rich gold thread brocade. Choice 
of green, gold, white or black patterns. 
Packaged in “show case” plastic gift boxes. 
Set retails for $5.00. 
No. 955 Single Ash Tray Packaged. .$3.00 
No. 994 Four-Piece Ensemble includes Pair 
of Bean Bags, Cigarette Server and 
Evans Lighter Packaged........ $17.50 


Send for literature on the complete DUK-IT 
Line. Over 100 beautiful smokers accessories in 
metal, glass, walnut, leather. 


McDONALD Products Corporation 


Since 1930 
oe = 219 DUK-IT Building Buffalo 10, N. Y. 
Showrooms: NEW YORK—225 Fifth Ave., CHICAGO—Merchandise Mart 





These beautiful 
smokers 
accessories 
are needed in 
every home 
+. every 
office 


l 


— 





141 








































Undersells them 
all — ladies 17- 
Jewel beauty, 
heavy 10K yel- 
low rolled-gold 


PROMOTE (gece 


A | : cord attachment 


AT 


PROFIT 


WITH THESE 


TOWNE 


WATCH 


LEADERS 





He 


TOWNE. 


I7-JEWEL 
SUPER - SPECIALS 


| “Q95 


es »\ YOUR PRICE 


Men’‘s special, 
precision 17-Jewel, 
heavy 10K rolled- 
3 gold plate case, 
a > padded leather 
ee NG strap — a profit- 
-\ packed quality 
mB price-beater. 
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10-DAY 
INSPECTION 


Presentation 
Boxes... 


Order these 75¢ each 


terrific sellers 

today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- — 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 


TOWNE WATCH CO. 























“§ 
i TOWNE WATCH CO. : 
: 29 East Madison St., Chicago 2, Illinois a 
‘ Ship Towne Men’s Specials : 
- Ship Towne Ladies’ Special a 
e Ship Presentation Boxes g 
: [] Send complete catalog : 
: Name : 
8 Address : 
. City State . 
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revealed Mrs. Schlapper “when a complete line of spices 
was added. A club member can give her ‘Secret Pal’ 
one box of spice and add to the collection on subsequent 
occasions. Boxes of two and three spices are sold as 
larger sets. There are a great many good cooks in this 
area, and spices have a wide acceptance.” 

As a primary means of advertising the gift selection, 
the store employs a one-fold, letter-sized, direct mail 
piece, which has a conversational-sounding letter on one 
side, a reproduction of Mrs. Schlapper’s own hand-writ- 
ing and a list of all the services provided in this depart- 
ment on the back. 

Printed in four colors, a color for each season, which 
keys the returns on the mailing by season, some 15,000 
of these letters have been mailed out. 

The promotion spotlights the gift-wrapping service, 
the large selection of paper and ribbon, the free packing 
for shipment service, free prepaid parcel post delivery, 
the charge and time payment plans and other features of 
the gift department. It also emphasizes the service 
designed for eleventh-hour customers, who can call or 
write, state the type of gift desired and the amount they 
wish to spend, and leave the rest to the store. 

There is a natural and easy tie-in between giits and 
other jewelry, the owners believe, with all other depart- 
ments benefiting from the gift traffic. Confidence in the 
entire store is developed when the customer gains satis- 
faction from the gift department. 

The firm’s free teaspoon offer to high school girl grad- 
uates was 100 per cent successful this year. The store has 
registered some 400 gir!s with the teaspoon plan in four 
years. As a promotion among male high school graduates, 
the store gives $1 gift bonds and credit cards. 

“We feel that the boy who completes his high school 
course,’ Mrs. Schlapper remarked, “is normally a good 
credit risk and is approaching a period in life when he 
will find’a use for buying on credit.” 








Can You Top This? 


During the middle of the summer, Carpenter’s 
Jewelery & Engraving, Terre Haute, Indiana, had a 
lady customer who was really in a hurry to have her 
husband’s watch repaired. The watchmaker inquired 
about the reasons for her extreme haste. 

The dutiful wife replied, “You see, my husband 
has a white place on his arm where the watch was.” 


rd 
HERES THE WATCH TO CovEeR. 
THE WHITE SPoT/ 





Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 











THE JEWELERS’ CIRCULAR-KEYSTONE 





‘Show-It-First’ Technique some out-of-the-ordinary accessory piece, it will always 
be associated with that person whenever the bride uses 


F 124) i 
(From page it. In this way, we have been able to convert sterling 


registration. Comfortably seated at the knee-hole desk, purchases into much larger unit sales. Every gift-giver 
she can scarcely fail to notice the extra pieces at eye- likes to feel that his gift will be long remembered, and 
level. Every sales person in the Sam Daiches store capi- this approach certainly guarantees that point.” 

talizes upon this by bringing out a panel or two of ac- In order to keep promotions of accessory pieces as 
cessories, usually in the pattern which the prospective active as possible, all sales personnel attend regular 
bride has already selected, and pointing out to her that training classes which are held in the store at the average 
these add a great deal of luster to her table setting. of once:a month. 

Young girls readily agree to this and many do select all “Whenever we show a set of pickle forks, a salad 


of the extra piecesealong with the pattern registration. 


. . server, or a similar item to any store visitor, we feel we 
The store has found that if such accessory items are 


are laying the ground work for a future sale,” said 


not purchased by wedding guests, the bride herself Daiches. “Even if the purchase is not made immediately 
usually keeps them in mind and adds them to her service we can be certain that the customer has developed an in- 
a a later time. The a point,” says Sam Daiches, terest in it and that she will be likely to suggest this item 
is to establish the ™ ationship of the extra items to the to her husband when anniversaries come around, or to 
pattern and build up ownership desire early. They will purchase it herself whenever the opportunity arises.” 


remain in the bride’s memory over years to come.” 
Most of the substantial increase which has been created 
in the sale of these sterling pieces, however, has not come 
from “later on” purchases, but rather through the fact 
that the Sam Daiches firm assiduously suggests them to 
wedding gift purchasers. “We have developed a rather 
effective system which is to point out to every gift pur- 
chaser that a gravy ladle, a butter spreader, carving set, | The Balance Sheet 
etc., will carry far more individuality in the bride’s 
memory. By that, we mean, if the wedding guest pur- 


Other jewelers are advised to “Give extra pieces sufh- 
cient emphasis in displays, make certain the customer 
recognizes and understands the use of each, and the possi- 
bility of profits will be considerably greater.” 





(From page 76) 


chases, for example, six teaspoons, these will, of course, assets of $30,000 and current liabilities of $15,000 would 
exactly match all other teaspoons provided by other have a working capital of $15,000. 
guests. On the other hand, if the gift purchaser selects The amount of working capital is significant in indi- 
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AVAILABLE 
FOR LEASE 
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4 12,000 SQ. FT. 






BUILDING 
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Stainless Steel Blades 


by “Moctham plon 


For New Goods or Repairs 











B. Cap Lifter (Hook Type 
D. Cheese Scoop 


A. Bottle Opener (Ring Type) 
C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 





NORTHAMPTON CUTLERY COMPANY e¢ 
ESTABLISHED 1871 





NORTHAMPTON 2, MASS: s 








©,© 7 
O66 66008 OR 
442 ZY, the xn) 









SINCE 1907 ... 


A half-centucy of skilled craftsmanship 
stands behind their e eye-catching design 
@ superior materials @ lasting durability 

@ prover sales-appeal. Send for catalog. 


fd.by ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2, 1). 


















cating the promptness with which our jeweler can pay 
his bills. It is also of primary importance in determining 
the amount of a bank loan for which he may make appli. 
cation. From a bank loan standpoint it matters not that 
business equipment—be it a show case, an expensive 
safe, or any other movable item—is owned free and clear 
and has cost substantially more than the loan amount 
requested. The prime consideration is relative ability to 
repay. The security, or collateral, is but a token of good 
faith in most cases. The amount of working capital (as 
opposed to capital fixed in the business) is one factor 
which a banker considers in determinmg ability to repay, 


THE WORKING CAPITAL RATIO 


Another factor of importance is the working capital 
ratio, which is the ratio of current assets to current 
liabilities. This ratio may determine whether our jeweler 
will be eligible to receive any loan at all. As an example, 
two jewelers may have the following current assets and 
current liabilities: 








Jeweler A Jeweler B 
Total Current Assets ....cccccccccece $20,000 $60,000 
Total Current Liabilities ............ 10,000 50,000 
Wetting COREE ccccsccccscosccecces 10,000 10,000 
Working Capital Ratio ........ccccee 2tol 1.2 tol 


Though both jewelers have the same amount of work- 
ing capital, the position of jeweler A is more favorable 
than that of B, because he has $2 of current assets to 
every dollar of current liabilities, compared to only $1.20 
for jeweler B. A working capital ratio of at least 2 to 1 
is considered necessary to show a satisfactory current 
position. 

Other factors, however, must be taken into considera- 
tion in judging the relationship of current assets to 
current liabilities. Our jeweler might have the following 
current position: 


a $ 3,000 
EE SE ET 8,000 
EEE yer re rT rT er errr TTT rT eee Tee ery 34,000 

I, BI, 66g ok 666660600 s eer eeveseens 45,000 
tee COS TD 0.0. 06600606600 sescecsccccees $20,000 


While his working capital ratio is slightly better than 
2 to 1, his current position is nevertheless precarious. 
His “quick current assets” of cash and receivables total 
only $11,000 compared to current liabilities of $20,000. 
The ratio here should be at least 1 to 1. Further, unless 
his accounts receivable are in the unusual condition of 
being fully current, he cannot consider them entirely 
equivalent to cash. He must make allowance for those 
accounts which are in the 30, 60, or 90 day and prior 
past due category. 

Part of his inventory will be converted into cash within 
a short period of time, but this again can be deceptive. 
Though the inventory may “turn over” once every three 
months, this does not mean that the entire stock on 
hand will be disposed of 90 days hence. The fast moving 
items may turn over once every 30 days, while others 
will take six months, a year, or longer to dispose of. 
The working capital ratio must therefore be studied in 
the light of these considerations. 

The fixed assets less the fixed liabilities, represent the 
net value of the owner’s investment in his operating busi- 
ness equipment. The depreciation reserve which is de- 


CIRCULAR-KEYSTONE 





THE JEWELERS’ 




















ducted from the original value of fixtures and equipment, 
‘; necessary to show their approximate current value. 
There is no established desirable ratio between fixed 
assets and fixed liabilities, as this depends on many 
variable factors. 

The capital account reveals the net worth of the busi- 
ness. The significance of the amounts recorded here 
must be judged in the light of other elements in the 
Balance Sheet, and comparison with previous months or 
years of operation. Obviously, a decline in the net worth 
indicates operation at a loss or excessive withdrawals 
by the owner for personal expenditures. “Total Capital” 
shows the value of the original investment plus past 
invested profits (or minus losses). To this is added the 
profit for the current year. With a cumulative monthly 
Balance Sheet such as this one, the profit figure shows 
the profits for the year to date, in this case for the first 
six months. 

It may be desirable for comparative purposes, to show 
the ratio of net worth to total liabilities over a period 
of time. Assume a jeweler who begins in 1948 with an 
investment of $40,000, and total liabilities of the same 


amount. His ratio of net worth to liabilities might 
increase as follows: 
1948 1949 1950 
TD . ci scedeeaeenns $40,000 $50,000 $60,000 
Total Liabilities .......... 40,000 30,000 20,000 
er re ee i 1.66 3 


Other factors being equal, such a comparison shows a 
decided improvement in the firm’s financial position. 

Again, assume a jeweler whose working capital ratio 
is precarious, and who must raise additional cash to 
meet his current liabilities. To do this, he increases his 
funded debt with a mortgage of $15,000 on his building. 
The relationship before and after funding, would be 
shown as follows: 


Before Funding After Funding 
Total Current Assets ......... $20,000 $35,000 
Total Current Liabilities ...... 15,000 15,000 
Total Fixed Liabilities ....... 2.000 17,000 
errr rer 30,000 30,000 


His working capital ratio has been brought back to a 
healthy operating level, but his ratio of net worth to total 
liabilities has suffered, the latter having increased from 
$17,000 to $32,000. The owner must be sure that the 
condition which required this additional funded debt 
does not recur, since a second funding program may 
not be possible. 

The Balance Sheet, again, may be used as a tool of 
management in determining whether or not to go through 
with a contemplated program of store expansion and 
modernization. As a simplified example, a retailer begins 
with an investment of $30,000. He spends $10,000 for 
$20,000 worth of fixtures and equipment, leaving him 
with $20,000 for working capital and $10,000 of fixed 
liabilities. At the end of the first year, his net profit is 
— His abbreviated Balance Sheet would look like 
this: 


Current eee RE eee $33,000 
Fixed Assets ..........ccccccccccccccccceee 20,000 
WE FOI on vcncccckcécctudvccccesees $53,000 
Current Liabilities .................000e00e 5,000 
Fixed Liabilities .................0eeccceee 8,000 
Capital (Incl. Profit) ...............eeeeee. 40,000 
Total Liabilities & Capital ............. 53,000 


He has an excellent working capital ratio, and the ratio 
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INVENTORY Time 
ls The Easy Time to Install a 


Stock Record 











A WELL PLANNED AND PRACTICAL 
STOCK BOOK WILL GIVE YOU:— 


A SALES ANALYSIS AND BUYING GUIDE that helps you 
think in terms of INVENTORY-TURN-OVER and prevents tying- 
up working capital in slow-moving and dead stock. 

A compact and permanent record that you can continue 
to use without changing or recapping as long as you continue 
in business. 

An inventory that would be indispensable to show the in- 
surance company to prove your losses in case of fire or 
burglary. 

A numbering system using an index, making it possible to 
quickly and easily check the sold articles of mdse. off from 
the stock book daily, weekly, or monthly from your sales 
records. A method that makes your next year's inventory a 
simple job. 

An easy way to restore a lost tag on any article of stock 
without guessing. A stock record that will. enable you to re- 
order mdse. quickly. 

The advantage of having an inexpensive source of supply 
for small quantities of replacement sheets cheaper than you 
could make your own. 





SOUDER'S BUSINESS RECORD 


A Simple, Direct and Effective Method for Keeping 
Income-Tax and Management Information 


It tells the boss: 
Profit or Losses EVERY MONTH 


Assembles al! data on two pages—Making Income Tax reports 
easy without rewriting several times into numerous books with 
a series of debits and credits. 


You will know at all times: 
YOUR NET WORTH YOUR OBLIGATIONS 
YOUR TOTAL STOCK VALUE 
We offer you—not merely a record of sales and expenses, 


for this is truly a Safety System. No loss in Merchandise, 
cash or accounts can be possible, without you knowing it. 


Simple enough so anyone with ordinary ability and without 
knowledge of bookkeeping can understand and keep it. 


Please send on approval: (] STOCK RECORD [] BUSINESS RECORD 
suitable for [] large [] medium [] small size jewelry store. We agree 
to pay transportation charges. 


eeseevevveeveseee eCeeeeoeeveee eee eevee eegpeeeeeaeeeeoeeeoeetreeeveeeeseeeteee eens © 


ADDRESS 


SOUDER’S SAFETY SYSTEM 


883 BROADWAY (EST. 1919) ALBANY 4, N. Y. 


“ee eee eevee enee eet eeeeeeeevee*t* eee esneeeeeeeveeeeeeeeeeeaetetee ee eet ee 

































when it is so easy 
to tell them “HOW LITTLE!” 


MONARCH Price-Marking SELLS MERCHANDISE 


Accurate price-marking of every item is good merchandising. 
It saves selling time, helps lookers decide to buy. Mechanical 
price-marking with Monarch equipment and supplies saves 
hours of tedious clerical work, adds to the appearance of 
merchandise. 

The Monarch Junior price-marking machine is a compact, 
sturdy, hand-operated machine, light enough to carry any- 
where in the store. Easy for any employee to learn quickly 
to operate at high speed, turning out neat, legible, business- 
like price-marking tickets, tags and labels for every type of 
merchandise. 


Send the coupon for illustrated folders and 
sample tickets, tags and labels—entirely without 
obligation. 





*Prices quoted are 
for the U.S., posses- 
sions and Mexico. 
State and City Tax 
when applicable, 
extra. 










th MONARCH Marking System Company 


216 South Torrence Street, Dayton 3, Ohio 


Please send us descriptive folders on the Monarch Junior Price- 
Marking .machine; also sample tickets, tags and labels. 


STORE NAME_— —— hendiied z. - 





ADDRESS____ " a a a a wnaiad 
a iain 


JCK 1253 








8 Ee ——- 43 
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of net worth to total liabilities is 3 to 1. Encouraged by 
the success of his first year of operation, he makes plans 
for expansion, total cost of which will be $40,000. He 
plans to pay $20,000 in cash, financing the balance by 
mortgage and long-term contracts. Before going through 
with his plans, however, he makes up a sample abbre. 
viated Balance Sheet, to determine his financial position 
when the expansion is completed, as follows: 


es $13,000 
I 60,000 
i ee $73,000 
OS os cn cons cee enbeweedeks 5,000 
i ena ew ae a 28,000 
DEE Sesce nk xcdnisSberdcedeessaweeanes 40,000 
Total Liabilities & Capital ............. 73,000 


He sees that as a result of the expansion, his financial 
position will be rather precarious. His current assets 
will be reduced to virtually nothing but inventory, and a 
slender inventory at that. His working capital ratio will 
be satisfactory, but his “quick current assets” will be 
almost non-existent. His net worth will exceed his total 
liabilities, but his current position in particular will be 
endangered. 

He may, of course, decide to take the risk, assuming 
that both sales and profits will increase rapidly and that 
a year’s operation will bring him to an even more favor- 
able position. Or he may decide on a more modest 
expansion program, or work out a better method of 
financing. But whatever his decision, he will be using 
the Balance Sheet as a working tool of management. 





Clever Ad Promotes New Ring Mountings 


“My dear, she was wearing last year’s diamonds!” 
This was the theme of a newspaper ad used by Marcus 
Jewelers, Altoona, Pa., to promote the sale of modern ring 
mountings. 

The copy read, “Pardon us for joking about anything 
as serious as a diamond, but did you ever think that 
perhaps the outmoded jewelry you have might be re- 
styled into exquisite, fashionable designs?” 

“Bring the stones you rarely wear to us. We'll sketch 
some new designs for you. You'll be surprised to find 
how little it costs to make a brilliant new setting for 
them.” 





‘“Get Acquainted”’ Ad Brings Results 


An unusual ad was run by William Pitt Jewelers, Pasa- 
dena, Calif. The firm decided to feature the personnel of 
its store by urging everybody to come in and get ac- 
quainted with the staff. Lined up in the ad were pic- 
tures of each member of the sales force. The pictures 
attracted attention because they were cartoons that were 
large facial likenesses placed over minute body figures. 

To William Pitt’s delighted surprise, the ad was highly 
successful. The ad not only brought in new customers, 
but the regular customers responded to it also. 

New customers made remarks such as, “I’ve never been 
here before, but when I saw all the employees in the 
paper I decided to come in.” Another said, “I never 
read ads, but yours caught my eye. It’s so different that 


I thought I’d drop in.” 
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Increase Your 


STERLING FLATWARE SALES 





With This Most Useful Loose Leaf Book 
COMPLETELY REVISED EDITION 





With Binder $7900 
Without Binder $150° 


— 


Actual size of book, 
13" x9". 
Teaspoons are shown 
actual size in book. 


It's complete with full sized illustrations of all Sterling Flatware 
Patterns of the leading manufacturers in this country. 
ACTIVE—INACTIVE—and OBSOLETE 
with the names of the patterns listed alphabetically. 


Jewelers find THE STERLING FLATWARE 
PATTERN INDEX absolutely indispensable 
for identifying patterns to be matched—and 
for making selling suggestions to customers. 
It contains, under one cover, full-size illustra- 
tions of more than 1300 sterling flatware pat- 
terns—active, inactive and obsolete patterns. 


Illustrations are beautifully done, in full size, 
and printed on fine coated paper. The 


All Books Sold Remittance With Order 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


Enter our order for a copy of THE STERLING FLAT- 


Without Binder $15 


i WARE PATTERN INDEX. 
é With Binder $20 


binder is of rich black cowhide leather, gold 
stamped. These pages are supplied in loose- 
leaf form, making it convenient and econom- 
ical to insert revisions as they are published 


periodically. 


In daily use by jewelers everywhere, this book 
has proved its value as an essential reference 
volume, invaluable in operating a Sterling 
Silverware Department. 


FOR THOSE WHO ARE USING THE BOOK 


Revision Sheets containing the many new 

patterns added by manufacturers since 
i 1951 and a complete new alphabetical 
Bl listing of all pattern names and manufac- 
3 turers are now available at 


Revision 
H Check or Money eine eg om , : neues is enclosed é $5.00 ” set 
3 PR + ccanennnssasnesesunseenemeaenseaeee Postpaid 
j WON ee sinasinsieincnicanegescieientieiaisiaaieiiiaaibamaaaicias i Instructions for inserting these Revision 
Saisie nae ee Sheets into your copy of the INDEX are 


City 
Docs cms Ca SY SS HED OY ons ee eee included with each order. 
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Prominent Diamond 
Ring Firm 


HAS VARIOUS OPEN 
TERRITORIES WITH ACTIVE 
ACCOUNTS NOW DOING 

SUBSTANTIAL VOLUME 


Nationally Known for Their 
Successful Diamond Ring 
Promotions 





Salesmen accustomed to earning $15,000 or 
more please write, giving experience and back- 
ground in first letter. 


BOX NO. "A., 2921" 


The Jewelers-Circular Keystone 
100 E. 42nd St. New York 17, N. Y. 

















DIAMOND RING 
SALESMEN 


Nationally Branded Manufacturer of complete 
promotional line of Diamond Bridal Sets— 
Mountings—Wedding Rings—Fancy Rings— 
Gents’ Rings—Attachments—Watches 

Has Openings in 

MIDWEST 
SOUTH CENTRAL STATES 
PACIFIC COAST 


Only experienced men with extensive follow- 
_ ing need reply 


All Correspondence Held in Strict Confi- 


dence 


Box 'B., 2929” 
JEWELERS CIRCULAR-KEYSTONE 


100 E. 42nd St. New York 17, N. Y. 
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An Open Letter to the Folks Back Home 


It pays to write letters back home when a jeweler takes 
a trip. That is the opinion of Garth T. Read, owner of 
the Time & Jewel Shop, American Fork, Utah. 

Recently, Read attended a djamond course at the Gem. 
ological Institute of America in Los Angeles. So that the 
local folks would know where he was, he inserted g 
weekly ad in the local newspaper in the form of a letter, 

One letter read, “Dear folks of American Fork and 
vicinity: I am attending a diamond course at the Gemo. 
logical Institute of America. Through my connections | 
am now able to get diamonds direct from Antwerp, Bel- 
gium. None can buy them at a better price. . . . It will 
please you and your pocketbook to select your diamonds 
at the Time & Jewel Shop.” 

Letters appeared in the newspaper during Read’s entire 
stay in Los Angeles. He said that when he returned home 
people dropped in to ask about his trip and what he had 
learned at the Institute. 

































Jeweler’s Good Will in Full Bloom 
After Gifts of Orchids 

Gift orchids during the Winter season each year for 
1,500 to 2,000 women customers is the unusual goodwill. 
building policy which has been developed by Robert 
Goalstone, operator of Coronet Jewelers in Denver. 

Coronet Jewelers is located in the lobby of the smart 
Albany Hotel, and is within a few steps from major down- 
town department stores. With heavy regular shopping 
traffic and much transient traffic pulled by the hotel loca- 
tion, Coronet Jewelers sells to a large number of women 
customers. 

“The orchid gift is not sheer altruism,” the Denver 
jeweler indicated, “inasmuch as we schedule it over a 
three-day period, including the last two days of Novem- 
ber and the first day of December. This, naturally, gives 
the visitor an opportunity to look over Christmas gift 
suggestions, and incidentally has helped us to move a 
large part of each year’s Christmas sales volume up into 
the early days of December.” 

Goalstone sought over a wide range before he deter- 
mined upon orchids as his ideal “thank you” promotion. 
“It is a bit more difficult to thank women for business 
than men,” he said. “There are few gifts which the store 
can distribute, but unlike men, women usually prefer 
something tangible when any gift is considered at all. 
Thus, instead of merely sending a thank-you letter or 
congratulatory card, we determined that orchids are by 
far the most acceptable gift to the average woman.” 

The interesting promotion is announced in late No- 
vember each year in a quarter-page newspaper ad with 
the headline “Coronet Thanks It’s Customers—Free Or- 
chids.” Below is a cut of an orchid, with an invitation 
to “One and All” Coronet customers to come into the 
store during the three-day period. No customer is re 
quired to buy anything, sign prospect cards, or other- 
wise put forth any effort other than merely visiting the 
store. “We make this as plain as possible in the ad,” 
Goalstone said. “Otherwise, we have invariably found, 
even our regular customers are likely to suspect that 
there is some ‘gimmick’ associated with it.” 
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DIRECTORY 
of l'rade Schools 


Symbols following school listings are to be interpreted as follows: 


















a. Approved by State accrediting authority and Y. A. 

ec. Approved by United Horological Association of America. 
d. Students take H.I.A. tests but school not yet approved. 

e. Cooperates with H.I.A. but students don’t take H.I.A. tests. 
f. Approved by State Rehabilitation Board. 

g. Did not reply to our request for information. 

h. Part of municipal school system. 


j. Member of National Association of Horological Schools. 


SEE FOLLOWING THREE PAGES 
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Directory of Trade Schools 





1. Horology (Watchmaking) 
(See also Chronograph Repair) 





AREANSAS 
North Little Rock 
Arkansas School of Horology, 1603 Main St. 18 months. Tuition 
f) 


$6657. Tools $106. (a, 
CALIFORNIA 
Oakland 


Van Slyke Horological Institute, 2030 Broadway. 18 months. 
Tuition $817.20. Tools $160. (a, d, f) 
Sacramento 
Strutz School of Watchmaking & Engraving. (zg) 
San Jose 
San Jose State College, 4th and San Antonio Sts. 18 months. 
Tuition free. Tools $100. Extras $50. (a, c, f) 
Theron O. Sowers Watchmaking-Jewelry Engraving School, 210 
South First St. 18 months. Tuition $60 per month. (4d) 
South Gate 
Southern California College of Watchmaking, 3221 Independence 
mage 14 months. Tuition $640. Tools $61. No Extra fees. 
a, 
COLORADO 
Denver 
American Academy, Inc., Tabor Bldg. 12% months. Tuition 
$7656. Tools $139. Extras $15. (a, c, f, j) 
Emily Griffith Opportunity School, 12th and Welton Sts. 24 
months. (a, f, h) 
CONNECTICUT 
New Haven 
Connecticut Institute of Horology, 19 Congress Ave. 36 months. 
Tuition $1,680. Tools $320. Course includes jewelry repair, 
designing, silversmithing and related subjects. (a, f) 
DISTRICT OF COLUMBIA 
Peters School of Horology. (g) 
FLORIDA 
Jacksonville 
Florida School of Watchmaking, 3541 St. Johns Ave. 15 months. 
Tuition $557.26. Tools $79.16. (a, f, j) 


Miami School of Watchmaking, 244 N.E. 2nd Ave. Basic 
Course 8 months. Tuition $306.25. Advanced course 8 months. 
Tuition $306.25. (a, d, f) 

~~ 


MIcago 
Chicago School of Watchmaking, 2330 N. Milwaukee Ave. 12 
months. Tuition $1,100. Tools $146.16. Extras $10. Other 
courses: 19 months, 39 months. Approx. same cost. (a, c, f) 
Jewelry Training Service, 226 South Wabash Ave. 10 months. 
Tuition $475. Tools $90. Part-time course also offered. 14 
— Tuition $280. Tools $90. (See Chronograph Repair.) 
a, f) 
Elgin 
Elgin Watchmakers College. 12 months. Tuition $381.60. Tools 
$200. Course includes training in jewelry repair and engrav- 
ing. (a, c, f) 
Peoria 
Bradley University, School of Horology. 12 months. Also courses 
in jewelry and engraving. Tuition $35 per month. (a, ¢, f) 
INDIANA 
Corydon 
Cunningham Horology School, Inc., Chestnut St. 17% months. 
Tuition $884. Tools $113.90. (a, d, 
Terre Haute 
Terre Haute School of Watchmaking. (zg) 
MARYLAND 
Baltimore 
Coe School of Horology, 2855 Greenmount Ave. 18 months. 
Supply tools. Also courses in watch repairing and complicated 
watches. (a, f 
MASSACHUSETTS 
Boston 
New England School of Watch Repair, 323 Newbury St. 68 
weeks. Tuition $940. Tools $59. (a, d, f) 
North Bennet Street Industrial School, 39 North Bennet St. 65 
weeks. Tuition $660. 
Waltham 
Waltham School of Watchmaking (unit of Arthur A. Hanson 
Trade School), 55 School St. 18 months. Tuition $200. All 
tools free. No extras. (a, f) 
MICHIGAN 
Big Rapids 
Ferris Institute, School of Watch and Clock Repairing, 400 
Oak St. 24 months. Tuition $600. Tools $150. Extras §100. 
(a, f). (Course not offered 1953-54.) 
Doster 
Michigan Veterans Vocational School, Pine Lake. 16% months. 
Tuition $840. Tools $176.30 (a, d, f) 
MINNESOTA 
Minneapolis 
Minneapolis Vocational High School, 3rd Ave. and lith St. 24 
months. (a, c, f, 
St. Paul 
St. Paul Vocational, 14th and Jackson Sts. 16 to 22 months. 
Tuition $40 each four weeks. Tools $100. (a, c, d, f, h) 
MISSOURI 


any 

Midwest School of Horology, 101% South Polk St. 16 months. 
Tuition $568.75. (a, c, f, j). (Also St. Louis, Mo.) 

Kansas City 

Kansas City School of Watchmaking, 1224 Admiral Blvd. 78 
weeks. (a, c, e, f, j) 

alden 

Lane’s School of Watchmaking, Corner of Main and Madison. 
18 months $693. Tools $108.25. (a) 
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St. Louis 
Midwest School of Horology, 4005 Delmar Blvd. 16 months, 
Tuition $650. Tools $128.55. (a, c, f, Jj) 
NEW YORK 
Morrisville 
New York State Agricultural & Technical Institute, Department 
of Horology. 18 months. Tuition free for residents of New 
York State. Tuition $300 per school year for out-of-state 
students. Extras approx. $100. (a, c, f, Jj) 
New York City 
Bronx 
New York Jewelry Trades School, Inc., 560 Melrose Ave. (65) 
11% months for day students. 15% months for evening stu- 
degts. Tuition $600. Tools $655. (a, f) 
Brooklyn 
George E. Westinghouse Vocational High School (Annex), 122 
Tillary St. Tuition free. Three years. (a, h) 
Long Island 
Joseph Bulova School of Watchmaking, 40-24 62nd St., Wooda- 
side, L. I. Approx. 22 months. Entry by scholarship. Tools 
approx. $500. (a, f) 
Manhattan 
Taus School of Watchmaking, 127 Columbus Ave. (23). 11 
months for day students. 14 months for evening students, 
Tuition $600. Tools $105.60. Advanced courses also offered, 


(a, f) 
NORTH CAROLINA 
Spencer 
Spencer School of Watchmaking, 504 South Salisbury Ave. 12 
onmen months. Tuition $360. Tools $300. Extras $50. (d, f) 


Cincinnati 
Gruen Watchmaking Institute, Time Hill (6). 12 months. Tui- 
tion $500. Tools $255. No extra fees (a, c, f, j) 
OKLAHOMA 
Weatherford 
Southern State College. 18 months. (a, c, d, 6, f, Jj) 
PENNSYLVANIA 
Lancaster 
Bowman Technical School, Duke and Chestnut Sts. Tultion $39 
per month. (a, c, 
Philadelphia 
Baronian School, Inc. (g) 
Philadelphia College of Horology, Broad and Somerset Sts. (32). 
26 months. Alternate course 18 months. Tuition $40.50 per 
month. (a, c, d, f, j) 
Pittsburgh 
A. W. Thacker Academy for Jewelers. (g) 
Western Pennsylvania Horological Institute, 807 Ridge Ave. 


(c, d, f) 
SOUTH CAROLINA 
Greenville 


Division of Veterans Education—Greenville County Schools, 500 
Pendleton. 24 months. Tuition $1,120. Tools $60. (a, f, h) 


TEXAS 
Dallas 
Texas Trade School, 1316 West Commerce St. 24 months 
(a. ©, %) 
Houston 


Houston Technical College, 1119 Waugh Dr. 15 months. Tuition 
$600. Tools $313.05. Extras $42.25. (a, ec, d, f 
Kilgore 
Kilgore College. 2114 months. Tuition $330. Tools $106. (a, f, j) 
Paris 
Paris Junior College, Clarksville St. 18 months. Tuition $640. 
Tools $124.60. No extra fees. (a, f) 
San Antonio 
Alamo Watchmaking College, 5th floor, Ogilvie Bldg., 211 N. 
Alamo St. 18 months. Tuition $720. Tools $178. Supplies 
$104. (a, c, f, j) 
"Onda 
en 
eher College, 550 25th St. 9 months. Tuition $86. Tools 
furnished. (Complete course is 4 yrs.) (a, 
a —_ 
e1e . o 
Saaake Vocational School. 98 weeks. Tuition $1,022.44. Tools 
$51.51. (ce, Jj) 
WISCONSIN 


Milwaukee 
Milwaukee Vocational and Adult Schools, 1015 North Sixth St. 


(3). 18 months. Tuition free. Tools $75.00. Extras $32.48. 
(a, Cc, 











CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry. (g) 
Sacramento . 
Strutz School of Watchmaking and Engraving. (8g) 
San Jose 

San Jose State College, 4th and San Antonio Sts., 3 months. 
Tuition and tools free. Extras $10. (See Horology.) 

Theron O. Sowers Watchmaking-Jewelry Engraving School. One 
month. Tuition $100. Course includes stone setting and ring 
ge (See Horology.) 

Sout ate 

Southern California College of Watchmaking, 3221 Independence 
Ave. 10 months. Tuition $400. Tools $70.67. No extra fees. 
Course includes engraving, stone setting, designing, gemolosy, 
casting, ring sizing and jewelry making. (See Horology.) 
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DISTRICT OF COLUMBIA 
Washington 
Scientific School of Jewelry Repairing, 817 14th St., N.W. (6). 
6 months. Tuition $369. No extra fees. 
ILLINOIS 


Chicago ; 
Chicago School of Watchmaking, 2330 North Milwaukee Ave. 12 


months. Tuition $687.50. Tools $66.09. Extras $10. Course 
includes engraving, diamond and stone setting. (See Horology.) 
Jewelry Training Service, 226 South Wabash Ave. (4). 6 months 
Tuition $300. Tools $50. No extra fees. (See Horology.) 
Elgin : 
Elgin Watchmakers College. (See Horology.) 
Peoria 
Bradley University, School of Horology. 3 months. Tuition $35 
per month. Tools approx. $250. Course includes setting, 
gemology, casting, ring sizing, jewelry making and silver- 
smithing. (See Horclogy.) 


INDIANA 
Corydon | 
Cunningham Horology School, Ine. 2% months. Tuition $130. 
Tools $26.49. (See Horology.) 
MASSACHUSETTS 
Boston 


North Bennet Street Industrial School, 39 North Bennet St. (13). 
43 weeks. Tuition $474.00. Course includes stone setting, 
designing, casting, ring sizing and jewelry making. (See 
Horology.) 
MISSOURI 
Albany 
Midwest School of Horology. (See Horology.) 
Kansas City 
Kansas City School of Watchmaking. 36 weeks. (See Horology.) 
Malden 
Lane’s School of Watchmaking, Corner of Main and Madison. 
26 weeks. (See Horology.) 
St. Louis 
Midwest School of Horology, 4005 Delmar Blvd. (8). 9 months. 
Tuition $429. Tools $136.50. (See Horology.) 
NEW YORK 
New York City 
Brooklyn 
George E. Westinghouse Vocational School (Annex), 122 Tillary 
St. Three years. Free. (See Horology.) 
OKLAHOMA 
Weatherford 
Southwestern State College. 3 months. (See Horology.) 
PENNSYLVANIA 


Lancaster 
Bowman Technical School, Duke and Chestnut Sts. Tuition 


$39 per month. Course includes stone setting. (See Horology.) 
Philadelphia 
Baronian School, Inc. (zg) 
Pittsburgh 
A. W. Thacker Academy for Jewelers. (2g) 
SOUTH CAROLINA 
Greenville 
Division of Veterans Education—Greenville Courty Schools, 500 
Pendleton. 6 months. Tuition $196.50. Tools $55. (See 
Horology. ) 
TEXAS 
Dallas 
Texas Trade School, 1316 West Commerce St. 8 months. Course 


includes stone setting, designing, gemology, casting, ring siz- 
ing, jewelry making and silversmithing. (See Horology.) 
Kilgore 
Kilgore College. 2% months. Tools $43.62. Course includes ring 
sizing. (See Horology.) 
Paris 
Paris Junior College, Clarksville St. 6% months. Tuition $195. 
Tools $165.75. No extra fees. (See Horology.) 
San Antonio 
Alamo Watchmaking College, 5th Fioor, Ogilvie Bldg., 211 N. 
Alamo St. Tuition $358.56. Tools $113.95. Extras $56.61. 
Course includes stone setting, designing, gemology, casting 
and ring sizing. (See Horology.) 
UTAH 
Ogden 
Weber College, 550 25th St. 9 months. (See Horology.) 


WEST VIRGINIA 


Ridgeley 
Morgan Vocational School. 15 weeks. Tuition $125.74. Tools 
$44.66. (See Horology.) 

WISCONSIN 

Milwaukee 


Milwaukee Vocational and Adult School, 1015 North Sixth St. (3). 
18 months. Extras $10.05. (See Horology.) 





3. Engraving 





CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry. (g) 
Sacramento 
Strutz School of Watchmaking and Engraving. (zg) 
San Jose 
San Jose State College, 4th and San Antonio Sts. 18 months. 
Tuition free. Extras $10. Also offers 3 month course in 
lapidary and 3 month course in metal spinning. (See Horology.) 
Theron O. Sowers Watchmaking-Jewelry Engraving School, 210 
South First St. 3 months. Tuition $150. (See Horology.) 
South Gate 
a California College of Watchmaking. (See Jewelry 
epair. ) 
DISTRICT OF COLUMBIA 
Peters School of Horology. (z) 
ILLINOIS 
Chicago 
Chicago School of Watchmaking. (See Horology.) 
Jewelry Training Service, 226 S. Wabash Ave. 4% months. 
Tuition $150. (See Horology.) 
Elgin 
Elgin Watchmakers College. (See Horology.) 
INDIANA 
Corydon 
Cunningham Horology School, Inc., Chestnut St. 2% months. 
Tuition $130. Tools $5.99. No extra fees. (See Horology.) 
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Terre Haute 
Terre Haute School of Watchmaking. (zg) 
MASSACHUSETTS 
Boston 
North Bennet Street Industrial School, 39 North Bennet St. (13). 
53 weeks. Tuition $626. (See Horology. ) 
MISSOURI 
Albany 
Midwest School of Horology. 9 months. Tuition $390. Tools 
$100.65. (See Horology.) 
Kansas City 
Kansas City School of Watchmaking, 1224 Admiral Blvd. 36 
weeks. (See Horology.) 
Malden 
Lane’s School of Watchmaking, Corner of Main and Madison. 
18 weeks. (See Horology.) 
St. Louis 
Midwest School of Horology, 4005 Delmar Blvd. (8). 9 months. 
Tuition $429. Tools $100.65. (See Horology.) 
NEW YORK 
Morrisville 
New York State Agricultural & Technical Institute, Department 
of Gemology. (See Horology.) 
New York City 
Manhattan 
The City College, Leyendecker Studio, 595 Fifth Ave. 12 sessions. 
Tuition $45. Course includes design and its applications in 
gem and stone engraving. (a, h) 
PENNSYLVANIA 
Lancaster 
Bowman Technical School, Duke and Chestnut Sts. Tuition 
$39 per month. (See Horology.) 
Philadelphia 
Baronian School, Ine. (g) 
Philadelphia College of Horology. (See Horology.) 
Pittsburgh 
A. W. Thacker Academy for Jewelers. (zg) 
RHODE ISLAND 
Providence 
Rhode Island School of Design, 2 College St. (3). 28 months. 
Tuition $70. Course includes designing, jewelry making, hub 
and die cutting, sample making, tool making and modeling. 
Evening classes. (a, f) 
TEXAS 
Dallas 
Texas Trade School. (See Jewelry Repair.) 
Houston 
Houston Technical College, 1119 Waugh Drive. 7 months. Tui- 
= tion $327.67. Tools $90.95. Extras $30.75. (See Horology.) 
aris 
Paris Junior College, Clarksville St. 6% months. Tuition $195. 
Tools $141.45. (See Horology.) 
San Antonio 
Alamo Watchmaking College, 5th floor, Ogilvie Bldg., 211 N. 
Alamo St. (See Horology.) 
UTAH 
Ogden 
Weber College, 550 25th St. 9 months. Tuition $37.50. Tools 
furnished. (See Horology.) 
WEST VIRGINIA 


Ridgeley 
Morgan Vocational School. 25 weeks. Tuition $209.56. Tools 


$24.42. (See Horology.) 





4. Stone Setting 





CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry. (2g) 
Sacramento 
Strutz School of Watchmaking and Engraving. (zg) 
San Jose 
San Jose State College, 4th and San Antonio Sts. 3 months. 
Tuition free. Extras $5. (See Horology.) 
Theron O. Sowers Watchmaking-Jewelry Engraving School. (See 
Jewelry Repair.) 
South Gate 
Southern California College of Watchmaking. (See Jewelry 
Repair. ) 
DISTRICT OF COLUMBIA 
Washington 
Scientific School of Jewelry Repairing, 817 14th St.. N.W. (6). 
6 months. Tuition $360. (See Jewelry Repair.) 


ILLINOIS 
Chicago 
Chicago School of Watchmaking. (See Jewelry Repair.) 
Jewelry Training Service, 226 South Wabash Ave. (4). 4% 
months. Tuition $230. (Seg Jewelry Repair.) 
Peoria 
Bradley University, School of Horology. (See Jewelry Repair.) 
MASSACHUSETTS 
Boston 
North Bennet Street Industrial School. (See Jewelry Repair.) 
MISSOURI 
Kansas City 
Kansas City School of Watchmaking. (See Jewelry Repair.) 
PENNSYLVANIA 
Lancaster 
Bowman Technical School. (See Jewelry Repair.) 
Pittsburgh 
A. W. Thacker Academy for Jewelers. (2g) 
RHODE ISLAND 
Providence 
Rhode Island School of Design. (See Engraving.) 
TEXAS 
Dallas 
Texas Trade School. (See Jewelry Repair.) 
Paris 
Paris Junior College, Clarksville St. 6% months Tuition $195. 
Tools $164.05. No extra fees. (See Horology.) 
San Antonio‘ 
Alamo Watchmaking College. (See Jewelry Repair.) 
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2. Designing 





CALIFORNIA 
San Jose 
San Jose State College, 4th and San Antonio Sts. 3 months. 
Tuition free. Extras $10. (See Horology.) 
South Gate 
Southern California College of Watchmaking. (See Jewelry 
Repair. ) 
CONNECTICUT 
New Haven 
Connecticut Institute of Horology. (See Jewelry Repair.) 


ILLINOIS 
Peoria 
Bradley University, School of Horology. (See Engraving.) 
MISSOURI 


Kansas City 
Kansas City School of Watchmaking. (See Jewelry Repair.) 
RHODE ISLAND 
Providence 
Rhode Island School of Design. (See Engraving.) 
TEXAS 
Dallas 
Texas Trade School. (See Jewelry Repair.) 
San Antonio 
Alamo Watchmaking College. (See Jewelry Repair.) 
WISCONSIN 
Milwaukee 
Milwaukee Vocational and Adult Schools, 1015 North Sixth 
St. (3). 4 months. Extras $1.50. (See Horology.) 





6. Gemology 








CALIFORNIA 


Los Angeles 
Gemological Institute of America, 541 S. Alexandria Ave. (5). 
Correspondence courses 1 to 4 years. Tuition $106 to $525. 
Resident courses: (1) Diamond Evaluation, 1 week: tuition 
$75; (2) Gemstone and Diamond Testing and Evaluation, 
3-week courses, tuition $150, each. 
San Jose 
San Jose State College, 4th and San Antonio Sts. 9 months. 
Tuition free. Extras $20. (See Horology.) 


South Gate 
Southern California College of Watchmaking. (See Jewelry Repair.) 
ILLINOIS 
Peoria 
Bradley University, School of Horology. (See Jewelry Repair.) 
MISSOURI 


Kansas City 
Kansas City School of Watchmaking. (See Jewelry Repair.) 
NEW YORK 
Morrisville 

New York State Agricultural & Technical Institute, Department 
of Gemology. 18 months. Tuition free to residents of New 
York State. Tools $25. Extras $300. Major emphasis on 
technical level of gemology. (See Horology.) 

New York City 

Columbia University, School of General Studies, 1léth St. and 
Broadway (27). Fundamentals of Gemology. 16 weeks. Tui- 
tion $75. Systematic Gemology. 16 weeks. Tuition $75. Ad- 
vance course. 

Gemological Institute of America, 5 E. 47 St. (17). Correspon- 
dence courses 1 to 4 years. Tuition $106 to $525. Resident 
courses day or evening: (1) Diamond Evaluation. 1 week. 
Tuition $75; (2) Gemstone and Diamond Testing and Evalua- 
tion, two 3-week courses. Tuition $150, each. (a) 

TEXAS 
Dallas 
Texas Trade School. (See Jewelry Repair.) 
San Antonio 
Alamo Watchmaking College. (See Jewelry Repair.) 
WISCONSIN 
Milwaukee 

Milwaukee Vocational & Adult Schools, 1015 North Sixth St. (3). 

4 months. Extras $1.50. (See Horology.) 








7. Casting 








CALIFORNIA 


South Gate 
Southern California College of Watchmaking. (See Jewelry 


Repair.) 
DISTRICT OF COLUMBIA 
Washington 
Scientific School of Jewelry Repairing. (See Jewelry Repair.) 
ILLINOIS 
Peoria 
Bradley University, School of Horology. (See Jewelry Repair.) 
MASSACHUSETTS 
Boston 
North Bennet Street Industrial School. (See Jewelry Repair.) 
MISSOURI 


Kansas City 
Kansas City School of Watchmaking. (See Jewelry Repair.) 
PENNSYLVANIA 


Pittsburgh 
A. W. Thacker Academy for Jewelers. (2) 
TEXAS 
Dallas 


Texas Trade School. (See Jewelry Repair.) 


San Antonio 
Alamo Watchmaking College. (See Jewelry Repair.) 
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&. Ring Sizing 








CALIFORNIA 
Sacramento 
Strutz School of Watchmaking and Engraving. (g) 
San Jose 
Theron O. Sowers Watchmaking-Jewelry Engraving Schoo} 
(See Jewelry Repair.) 
South Gate 
Southern California College of Watchmaking. (See Jewelry 
Repair. ) 
ILLINOIS 
Peoria 
Bradley University, School of Horology. (See Jewelry Repair.) 
MASSACHUSETTS 
Boston 
North Bennet Street Industrial School. (See Jewelry Repair.) 
MISSOURI 
Kansas City 
Kansas City School of Watchmaking. (See Jewelry Repair.) 
PENNSYLVANIA 





Pittsburgh 
A. W. Thacker Academy for Jewelers. (2) 
TEXAS 
Dallas 
Texas Trade School. (See Jewelry Repair.) 
Kilgore 


Kilgore College. (See Jewelry Repair.) 
San Antonio 
Alamo Watchmaking College. (See Jewelry Repair.) 





9. Jewelry Making 
CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry. (2g) 
Sacramento 
Strutz School of Watchmaking and Engraving. (2) 
San Jose 
San Jose State College, 4th and San Antonio Sts. 3 months, 


Extras $10. Tuition free. (See Horology.) 
South Gate | 
Southern California College of Watchmaking. (See Jewelry 
Repair.) 
DISTRICT OF COLUMBIA 
Washington 
Scientific School of Jewelry Repairing, 817 14th St. N.W. (6). 
6 months. Tuition $369. No extra fees. (See Horology.) 
ILLINOIS 
Chicago 
Jewelry Training Service, 226 South Wabash Ave. (4). 6 months, 
Tuition $300. Tools $50. No extra fees. Course includes 
silversmithing. (See Horology.) 
Peoria 
Bradley University School of Horology. (See Jewelry Repair.) 
MASSACHUSETTS 
Boston 
North Bennet Street Industrial School. (See Jewelry Repair.) 
MISSOURI 
Kansas City 
Kansas City School of Watchmaking. (See Jewelry Repair.) 
New York 
New York City 
Bronx ; 
New York Jewelry Trades School, Inc. 560 Melrose Ave. (55). 
11% months, days. 15% months, evenings. Tuition $695.04, 
Tools $50. No extra fees. (See Horology.) 
Manhattan | 
City College, Convent Ave. and 139th St. (31). Design of pins, 
earrings, bracelets of gold, silver and copper. Tuition $22. 
PENNSYLVANIA 
Pittsburgh 
A. W. Thacker Academy for Jewelers. (g) 
RHODE ISLAND 
Providence 
Rhode Island School of Design. (See Engraving.) 
TEXAS 
Dallas 
Texas Trade School. (See Jewelry Repair.) 





10. Silversmithing 





CALIFORNIA 
San Jose 
Theron O. Sowers Watchmaking-Jewelry Engraving School 
Marine Chronometers. By contract. (See Horology.) 
DISTRICT OF COLUMBIA 
Washington 
Peters School of Horology. (2g) 
ILLINOIS 
Chicago 
Jewelry Training Service, 226 South Wabash Ave. (4). 6 months, 
Tuition $285. Tools $55. No extra fees. (See Horology.) 


Ll. Chronograph Repair 








CONNECTICUT 
New Haven 
Connecticut Institute of Horology. (See Horology.) 
ILLINOIS 
Chicago ; 
Jewelry Training Service. (See Jewelry Making.) 
Peoria | 
Bradley University, School of Horology. (See Jewelry Repair.) 
TEXAS 
Dallas 
Texas Trade School. (See Jewelry Repair.) 
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MORRIS EDWARDS NAMED NEW GRUEN PRESIDENT. The Gruen Watch Co. has announced a new 
president, Morris Edwards, to succeed Benjamin S. Katz, who retired from active 
duty recently. Mr. Edwards is former president of the Cincinnati Transit Co. and 
active executive in the Chamber of Commerce. 


REPORT FROM NEW ENGLAND. The wholesale jewelry shows at the Sheraton-Biltmore Hotel 
in Providence concluded November 20. Activity--attendance and ordersS=--was as 
much as anticipated, considering the time of year which compelled many whole- 
salers to remain at their places of business. A pictorial presentation of many 
of the new items shown will be presented in the January issue of JC=K. 


DATES SET FOR NEXT PROVIDENCE SHOW. Charles C. Bulkley, executive secretary of the 
Manufacturing Jewelers Sales Association, Inc., has announced that the Wholesale 
Jewelry Buyers Market Week will be held in Providence from May 9 to May 20, 
1954. Mr. Bulkley stated that the show will be conducted exclusively by the MJSA 
and that the Sheraton-Biltmore Hotel has reserved four floors of rooms to be 


used for showing purposes. 


THE NEW ENGLAND MANUFACTURING Jewelers' and Silversmiths' Association has announced 
that their Wholesale Jewelry Fall Showing will be conducted at the Sheraton 


Biltmore Hotel, May 1 to 8, 1954. 


BEN SACKS JOINS JEWELERS' ACCEPTANCE CORP. Robert A. Knight, sales manager of the 
Jewelers' Acceptance Corp., N. Y., banking corporation, has announced the ap- 
pointment of Benjamin L. Sacks as Mid-West representative. Mr. Sacks has been 
executive secretary and counsel to the Jewelers' Association of Greater Chicago 
for the past 10 years. He will continue in his capacity as legal adviser to 
JAGC and remain at his office at 100 N. LaSalle St. in Chicago. 


HEARING POSTPONED ON IMPORTED WATCHES. A public hearing in the investigation the 
Tariff Commission is making of tariff concessions on imported watches and move- 
ments has been postponed from the scheduled date of January 12 to February 4, 


1954. 


TAX RELIEF IS BEING CONSIDERED. Representative Richard M. Simpson, a member of the 
House Ways and Means Committee, indicated that Congress is considering tax re- 
lief measures for buSiness. He said excise taxes of more than 10 per cent may be 


reduced to 10 per cent. 


BUSINESS EXPENSE ACCOUNTS UNDER FIRE. The U. S. Internal Revenue Service is mapping 
plans to end "abuses" of business expense accounts. Government tax experts be- 
lieve some business firms are charging off "unreasonable" expenses, Such as the 
cost of maintaining yachts, in the preparation of income tax returns. T. Coleman 
Andrews, Internal Revenue Commissioner, believes there is room for doubt as to 
whether a company may charge off as deductible expenses such items as baseball 
tickets and the cost of large dinners at which perhaps a single client was 


entertained. 
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NJA Offers Comprehensive JIC Sets Stage for Membership Drive, 
Lowers Basic Costs for Present Members 


Study on Credit Selling 


Members of the National Jewelers Asso- 
ciation have been advised that the results 
of the study on carrying charges for jewelry 
stores by Isaac Benwitt, Certified Public 
Accountant and a well known authority on 
instalment business, now are available. 
“The study has been made,” Mr. Benwitt 
says, “to present the facts as they exist 
and to offer helpful explanations toward 
fac‘litating an understanding of the ad- 
vantages and disadvantages of making a 
reasonable service charge for instalment 
credit.” 


ADVANTAGES AND DISADVANTAGES 


Advantages that a jewelry business may 
gain from the use of a carrying charge are 
enumerated as follows: 

(1) Increases net profit; (2) Increases 
the collection percentage; (3) Increases 
customer confidence in the value of mer- 
chandise offered. 

Among the probable disadvantages that 
may accrue from the use of a carrying 
charge, the following are given: 

(1) Can cause loss in sales volume; 
(2) Expense incident to serv cing a carry- 
ing charge; (3) Probable loss of gross 
profit, 

Each favorable and each unfavorable 
factor is examined closely with a view to 
determining the extent of its influence on 
the conduct of credit jewelry business. 
Illustrations are employed to show the 
additional revenue that may be realized 
from the use of a reasonable carrying 
charge and to compare these gains with 
financial losses that can result from prob- 
able declines in sales volume. 

Mr. Benwitt finds that during the last 
generation acceptance of a service charge 
on instalment sales has advanced to the 
inclusion of most lines of goods and that 
jewelry now is the outstanding exception. 
He says: 

“Instalment buyers of today, as a rule, 
expect to pay a service charge. Many of 
them are skeptical about merchants’ claims 
that the cash price and the credit price 
are the same.” 


EXCISE PROCEDURE EXPLAINED 


Commenting on the application of the 
federal excise tax to carrying charges made 
on taxable sales, Mr. Benwitt says: 

“The excise tax does not apply to a 


(Please turn to page 161) 
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New schedules of membership dues, 
designed to spread the organization’s fi- 
nancial support more equitably and, at the 
same time, attract new members, have been 
announced by the Executive Committee of 
the Jewelry Industry Council. 

Adjusting the dues structure, said Albert 
E. Haase, the Council’s president, is the 
first step toward a recruiting campaign 
aimed to broaden the base of the council’s 
roster. A larger membership, Mr. Haase 
said, will extend the Council’s influence 
and enable it to step up its publicity-and 
promotion program to meet the _ inten- 
sifying competition of other industries 
for the consumers’ dollars. 

The Council, formed in the closing 
months of 1946, has continuously operated 
as the public relations and promotional 
organization of the industry with the fi- 
nancial support of a limited number of 
retailers and suppliers. 


PUBLIC MADE JEWELRY CONSCIOUS 


Carrying forward a _ consistent and 
systematic program of nationwide publi- 
ety from 1947 on, the Council has im- 
planted in people’s minds ideas about the 
desirability of owning jewelry-store mer- 
chandise. Also, through stress on fashion 
publicity, the Council has helped to create 
in the eyes of public and in the minds of 
fashion editors and commentators, a picture 
of the industry as being alive and alert to 
change—in brief, a progressive industry. 

In addition, and equally important, it 
has supplied the individual retail jeweler 
with ideas and material with wh‘ch to 
bring traffic to his own particular store 
such, for example, as window and in-store 
display cards, booklets, and other direct 
mail material, newspaper mats, layouts 
and copy, and radio and television copy 
and program material. Long-standing 
problems, affecting the turnover of mer- 
chandise in jewelry stores, such as out-of- 
date wedding anniversary gift list and 
the birthstone list have been tackled and 
handled with approval of the entire in- 
dustry in the interests of the indiv:dual 
retail jeweler. 

In further commenting on the new dues 
structure and the new membership cam- 
paign, Mr. Haase said: 

“Heretofore, retailers and suppliers alike 
have been asked to underwrite the Coun- 





cil’s activities on the same basis, namely: 
one-tenth of one per cent of 1944 sales 
volume. Under the new plan, there are 
d‘fferent schedules for retailers and for 
suppliers. 


NEW DUES RATE FOR RETAILERS 


“For retailers, the new dues rate is based 
upon the total number of a member's 
employees. For suppliers—importers, manu- 
iacturers, and wholesalers—the new rate is 
based upon a member’s capital rating. 

“Under the new retailer schedule, annual 
dues range from $10 for stores with one 
or two employees each to $600 for stores 
wth 201 employees and more. 

“For suppliers, the new dues range from 
$25 a year for members with capital ratings 
below $35,000 to $3,000 for members with 
capital ratings above $10,000,000. 

“The Council’s plan for broadening its 
membership base, as worked out by its 
Executive Committee,” Mr. Haase con- 
tinued, “is built, in the main, upon sug- 
gestions made by its present membership.” 

The first step in this plan is one that 
enlists the help of both retail and supplier 
members :n identifying themselves as mem- 
bers of the Council to the public and to 
the jewelry industry. 

Under that plan, certificates of member- 
ship which the retail jeweler can display 
in his windows or in his store and which 
suppliers can display in the‘'r showrooms 
and offices are now being sent to all 
members. 


STICKERS FOR SUPPLIER SALESMEN 


Toward the same end, stickers, indicat- 
ing membership, that are to be placed on 
the front cover of order books of all sup- 
plier salesmen calling on retailers, have 
been created and are being sent to all 
supplier members. 

To give these stickers meaning, suppliers 
are being asked to make systematic and 
regular use of the sticker as a means of 
membership identification beginning Jan- 
uary 1, 1954, and retailers are being in- 
formed of this new form of supplier- 
membership identification. 

Other means of membership identifica- 
tion are also to be brought into play. 
Suppliers are to be urged to use Council 
emblems in their trade-paper advertising, 
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on direct mail pieces to jewelers, on their 
letterheads and invoices. Retail jewelers 
are to be urged to use the emblem on 
their store letterhead. 

In addition, the Council proposes to pub- 
lish, starting in 1954, an annual Honor 
Rol] List of Membership. 

Both retail and supplier members, in 
suggesting these various methods of mem- 
bership identification, did so, Mr. Haase 
explained, with the idea in mind that a 
system of identification of present mem- 
bers would enable them to know where 
to direct invitations to non-members thus 
enabling them to help increase Council 
membership the year round. 

Real‘zing, of course, that the identifica- 
tion system, will require time to become 
effective, other immediate new membership 
activities have been planned by the Council 
and are getting underway. Among those 
plans are the following: 

Personal letters from retailers to sup- 
pliers with whom they are acquainted and 
who are not now on the Council’s member- 
ship list. 

A systematic series of mailings by the 
Council to non-member retailers and sup- 
pliers. 

Special membership cards for salesmen 
of supplier members which give those sales- 
men the privilege of inviting non-member 
retail jewelers to make a trial use of the 
advertising and promotional facilities with 
respect to their own problems. 





NEMJ&SA Sets Up 
Vocational Study Plan 
In Three Jewelry Crafts 


A vocational training program in three 
of the top jewelry crafts—designing, tool- 
making and electroplating—has been estab- 
lished in Rhode Island by the New En- 
gland Manufacturing Jewelers’ & Silver- 
smiths’ Association in cooperation with 
the Providence public school system and 
the state director of vocational education. 

Opening on October 26, it provides on 
Monday afternoons from October through 
May daytime related courses for jewelry 
industry workers selected by their employ- 
ers. They will be paid for the time they 
spend in classes. 

Goals are (1) to provide employees 
now in the jewelry plants with related 
training needed to improve their job skill 
and status, and (2) assist in providing the 
jewelry industry of the area with a steady 
supply of trained employees. 

The jewelers’ and silversmiths’ associa- 
tion announced that this program is only 
a start on a large, comprehensive voca- 
tional program. 

Emil E. Fachon, association president, 
said at its annual meeting recently: 

“Very shortly we will be able to an- 
nounce the inauguration of a new train- 
ing program. . .. It is but a humble 
beginning. It is my fervent hope that 
in a few years we will have enough ex- 
perience and know-how to go on to a real 
vocational training school.” 
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Daytime courses on company time were 
decided upon for this program as the only 
feasible solution to the related training 
program because of the difficulties pre- 
viously experienced in nighttime instruc- 
tion. 

This program will not replace, but aug- 
ment, the evening classes conducted by the 
University of Rhode Island extension divi- 
sion, in which the jewelers’ and _silver- 
smiths’ group has been cooperating for 
four or five years. 

More than 30 students have enrolled in 
the three classes. Plans are to expand the 
program next year. 

Joseph A. Smith, Jr., an electrochemist 
and a representative of industry, is teach- 
ing electroplating. Miss Selma Katz, a 
graduate of the Rhode Island School of 
Design and a designer of note for several 
years with various jewelry manufacturing 
firms, is instructor in designing. Peter J. 
Comi, an instructor in the Providence 
Trade School, is teaching toolmaking. 

Classes are held at the Central High 
School, Providence, from 1:00 to 5:00 P.M. 
each Monday afternoon. 

Preliminary steps in the association’s 
vocational training program have included 
the enrollment of students in jewelry de- 
sign and crafts at the Rhode Island School 
of Design prior to World War II, a school 
in jewelry crafts for badly disabled vet- 
erans, conducted after V-J Day in coop- 
Chrysler Air-Conditioning 
Feature of New Herzberg Site 

The new showrooms, general offices and 
stock rooms of the Hugo Herzberg Co., 
located near Ninth and Washington Aves. 
in St. Louis, occupy over 6000 feet of 
floor space. 

According to Hugo Herzberg, president 
of the firm, the new location was selected 
because of its convenient proximity to the 
Hotels Statler and Lennox and for the ade- 
quate parking facilities in the rear of the 


building, 


























eration with the Rhode Island Community 
Workshop, Inc., and the college-level eve- 
ning classes sponsored in cooperation with 
the University of Rhode Island extension 
division. 





Providence Jewelers Club 
Holds First Annual Meeting 


The Providence Jewelers Club held its 
first annual meeting on October 26 at the 
Crown Hotel in that city. At a business 
session held prior to a buffet dinner, the 
following nominations were made: Presi- 
dent, R. J. White (J. J. White Mfg. Co.) ; 
First Vice President, Paul Levinger 
(Speidel Corp.) ; Second Vice President, 
Joe McDevitt (Handy & Harman); Trea- 
surer, Al Berghahn (Armbrust Chain Co.), 
and Secretary, Howard Day (Union Plate 
& Wire). 

Re-elected to the board of governors 
were: Robert Brennan (Speidel Corp.) ; 
Sam Levy (Levy-Bayan) ; Max Kestenman 
(Kestenman Brothers); Olof Anderson 
(Anson, Inc.); Ed Otis, Jr. (Otis Co.); 
and William Shawcross (Monroe-Block 
Co.). Named to the board to fill the un- 
expired terms of two members who resigned 
were Sebastian Musco (Handy & Harman) 
and William Haggert (Dieges & Clust). 

It was announced at the meeting that 
the club expects to hold a clambake early 


next summer. 





Visiting buyers enter a tastefully deco- 
rated lobby and foyer and are greeted with 
an attractive series of display rooms and 
offices. The entire area is comfortably air- 
conditioned by two 1l-ton Chrysler units 
and thoroughly illuminated by recessed 
incandescent lighting for merchandise dis- 
plays and concealed fluorescent lighting 
for offices. 

In addition to the principal display and 
office rooms, the new home of Hugo Herz- 
berg Co. includes conference studies, pri- 
vate offices and a smaller showroom where 
special promotional merchandise is shown. 





The main showroom of the Hugo Herzberg Company's new quarters in St. Louis embodies 

unusual architectural design. As shown above, the upper half of the recessed wall displays 

contain peg board backgrounds and niches for displaying merchandise. Merchandise trays 

containing the full lines are on readily —_—- shelves placed around the lower half of 
the walis. 
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Close to 600 wholesalers from all parts 
of the United States and Canada were in 
attendance for the showings of spring 
jewelry lines at the Sheraton-Biltmore 
Hotel, Providence, from November 8 to 20. 

Two simultaneous showings were con- 
ducted, one sponsored by the showing di- 
vision of the New England Manufacturing 
Jewelers’ & Silversmiths’ Association and 
the other by the Manufacturing Jewelers 
Sales Association, Inc. 

‘ Attendance of wholesalers was up to 
expectations although not as large as the 
May event when fall lines were displayed. 

The more than 300 manufacturing firms 
represented displayed costume _ jewelry, 
gold filled lines, novelties and allied prod- 
ucts. 

Buying followed no distinct pattern ex- 

cept that the bright, attractive, well de- 
signed lines were particularly well patron- 
ized. 
- Wholesalers gave no indications of being 
held in check by inventories of unsold 
fall merchandise. Cautious buying was not 
evident, but the visitors were careful, 
selective and price conscious. 

Costume jewelry received the biggest 
play with earrings and neck pieces in 
the lead. Low-priced merchandise re- 
ceived the best play. 

Gold filled houses reported that they 
were not too busy writing business but 
that wholesalers gave them an indication 
of the items in their lines that will move 
well in the spring. Several said the ap- 
praisal of their lines will permit them to 








Exhibitors at Providence Jewelry Shows 
Report Buying was in ‘Good Volume’ 


set into production at once and_ have 
samples ready for prompt delivery when 
orders are placed. 

Buyers of the gold-filled and more ex- 
pensive lines continue to prefer to place 
their orders at their places of business 
where inventory reports and other records 
are readily accessible to them. 

With two associations backing the show- 
ings as sponsors the number of firms par- 
ticipating outnumbered previous  Provi- 
dence marketing weeks. 

Five and a half floors were devoted to 
the showing of lines with many of the 
rooms occupied by salesmen who were dis- 
playing the lines of several manufacturers. 

Both sponsors maintained registration 
desks in the lobby and for the convenience 
of the wholesalers provided directories of 
their exhibiting firms together with infor- 
mation relative to Providence, its eating 
establishments and the like. 

The Manufacturing Jewelers Sales Asso- 
ciation sponsored a cocktail party and 
style show on November 18. At this event 
the wholesalers were privileged to see 
many items from the lines of participating 
firms modeled by Powers and Rogers mod- 
els from New York and Boston. 

Clothes for the style show were pro- 
vided by Rand’s of the Sheraton-Biltmore. 
Spring jewelry was displayed on evening 
gowns and spring attire. Following the 
style show itself the models were available 
at booths in the Sheraton-Biltmore’s ball- 
room where they modeled items from the 
spring lines as requested by the wholesaler. 





Baumgold and Famous 
Retailers Combine in 
Sensational Gem Exhibit 


When the officials of the Canadian Na- 
tional Exhibition were looking for a 
fitting means of dramatizing the fair’s 75th 
anniversary, they sought out De Beers for 
suggestions on this, their diamond anniver- 
sary. 

To Baumgold Bros., Inc., diamond im- 
porters and cutters, fell the opportunity 
of dramatically publicizing the glamour, 
romance, and value of diamonds to the 
Canadian public. 

Obtaining the cooperation of such in- 
ternationally famous jewelers as Henry 
Birks & Sons, Cartier’s and Van Cleef 
& Arpels, the diamond house prepared 
a striking but appropriate display. It 
attracted such attention by those at- 
tending the exhibit that the leading 
newspapers across the country recognized 
the news value of the $15 million display 
and gave it publicity in just about all 
the departments. from the fashion through 
the business sections. 

This publicity extended even to front 
page streamers on the occasion when the 
current failed at the exhibition hall and 
the lights went out to give the heavily 
armed guards at the diamond display anx- 
ious moments. 
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Such industry promotion is certain to 
have created immediate and lasting benefits 





Leading newspapers throughout Canada 
carried stories on this striking display when 
it was shown at the Canadian National 
Exhibition. The exhibit was prepared by 
Baumgold Bros., Inc., in cooperation with 
internationally famous jewelry firms. 


to the diamond merchants of Canada. It 
is unfortunate that such occasions present 
themselves so rarely in the United States. 
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Reports from participating firms was 
that buying had been in good volume. 


Some reported more sales than  weré 
written in last November’s show. Others 
were less successful and a few reported 
a lack of business. 

The wholesalers in the main represented 
firms that had done business with Rhode 
Island firms previously, but there were g 
number of new houses represented who 
made their first sample purchases of jewel. 
ry produced in the Rhode Island area, 

As a result of the show the manufac. 
turer feels confident that a good spring 
season is in the offing. The items that 
proved attractive to the wholesaler will be 
put into production as soon as the pre. 
Christmas rush on deliveries for fall mer. 
chandise has come to a close. 

The Rhode Island manufacturer is using 
the showings and other stepped-up mar. 
keting programs to eliminate the slack 
periods that formerly followed the close 
of busy production seasons. 

A number of the firms participating in 
the showings just completed in Providence 
report that they will be able to shift from 
fall to spring lines quickly and_ thus 
maintain their production staffs and ar. 
range for an orderly handling of spring 
business. 

By getting an idea of their best num- 
bers early in the season, they explain that 
they are able to spread their production 
more evenly over the season and hold to 
a minimum the overtime work that is ne- 
cessitated when orders arrive late in the 
season with urgent delivery dates. They 
point out that this result is beneficial to 
them and that it also allows them to do 
better on price to the wholesaler and even- 
tually to the retailer and customer. 


AGS Awards 36 Titles 
in Three-Month Period 


The American Gem Society announced 
recently that it awarded almost as many 
titles in the third quarter of this year as 
were awarded in the previous six-month 
period. According to AGS headquarters 
in Los Angeles, 39 titles were awarded in 
the first half of 1953, while in the last 
quarter alone, 36 titles were awarded. 
These are the Registered Jeweler and the 
more advanced Certified Gemologist titles. 


The Registered Jeweler title is awarded 
to Society members upon the completion 
of a number of requirements including a 
series of educational requirements. These 
courses are climaxed by a comprehensive 
examination, including theory, the actual 
identification of colored stones and accu- 
rate grading of a set of diamonds. The 
Certified Gemologist title is awarded to 
members after the completion of a more 
advanced course of study followed by ex- 
aminations on both theory and practice. The 
award of the titles also is dependent on 
the individual and the firm meeting the 
Society’s standards of business conduct. 

Six of those who won titles enjoy the 
unusual distinction of achieving both their 
Registered Jeweler and Certified Gemolo- 
gist titles at the same time. 
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Tax Committee Solicits 
Funds for Excise Repeal 


In order to obtain repeal of the 20 per 
cent retail excise tax on jewelry at the 
earliest practicable moment, the Retail 
Jewelers Tax Committee has called on all 
industry members for assistance in this 
collective effort. 

Recently the Committee distributed to 
jewelers throughout the country a pam- 
phlet in which it described its organiza- 
tion, program and work. The pamphlet 
pointed out that the Committee is largely 
composed of retailers representing the 
various segments of the retail jewelry 
trade. It also called attention to ‘the fact 
that retailers, wholesalers, importers, 
manufacturers, etc., have thrown their 
support into the Committee’s program. 

Last August the Committee presented a 
brief before the House Ways and Means 
Committee in Washington. Its objective 
now is to further acquaint Congress with 
the views of the jewelry industry con- 
cerning this discriminatory and repressive 
tax and the reasons why it should be re- 
pealed. 

Contributions are needed now by the 
Committee to pursue an effective cam- 
paign. Since all jewelers have a vital 
interest in the outcome of its program, 
the Committee has established the follow- 
ing contribution schedule for firms in the 
industry: 


Small companies....... $100 to $250 
Medium size companies. $250 to $500 
Large companies....... $500 to $1000 


Checks should be made payable to 
“Retail Jewelers Tax Committee.” Their 
address is 597 Fifth Ave., Room 704, New 
York 17, N. Y. 


Presidential Action Awaited On 
Handblown Glassware Imports 


Last month a great deal of trade in- 
terest was centered on a pending decision 
by the White House on whether import 
duties on handblown glassware should be 
increased. The Tariff Commission, after 
an investigation as to whether such im- 
ports are injuring domestic industry and 
trade, tossed the matter squarely into the 
Presidential lap. 


Since the Tariff Commission never re- 
veals its report in such cases, this could 
mean one of two things—that an increase 
had been recommended or that the six- 
man commission had split evenly on its 
vote. 


Interest was high because the decision 
might indicate whether a pattern has been 
set by which the Eisenhower administra- 
tion intends to go slow in invoking the 
escape clause provided in the reciprocal 
trade agreements act. Earlier decisions 
to not increase duties on briar pipes and 
silk scarves was interpreted as so meaning. 
| White House is known to favor more 
international trade. But in neither tariff 
case decided has the amount of trade in- 
volved been of significant volume. More 
than one-half dozen tariff cases are pend- 
ing, including a new investigation into 
imports of watches and movements. 
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MLHS MEMBERS ATTEND GALA DINNER 





The Warwick Hotel in New York City 
was the site of the annual dinner of the 
Maiden Lane Historical Society, Thurs- 
day evening, October 22. As in the past, 
a large number of members turned out 
for an evening of relaxation and fun. 

Following a lively cocktail and recep- 
tion partv, the members gathered in the 








Whitey Ford is Guest Speaker 
At Meeting of Golden Circle 


The appearance of Whitey Ford, youth- 
ful southpaw pitcher for the World Cham- 
pion New York Yankees, highlighted the 
October 26 meeting of the Golden Circle 
Sales and Executive Club. The meet ng, 
held at the Hotel Delmonico in New York, 
drew an exceptionally large turnout. 
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Whitey Ford 


(left), 

pitcher, and Ed Fisher 
promotion director, were presented with 
handsome Cyma watches at the October 
meeting of the Golden Circle Sales and 


Yankee southpaw 
(right), Yankee 


Executive Club. Shown with them after 

making the presentations is Harry Rodman, 

who arranged their appearance at the 
meeting. 


After delivering an informative after- 
dinner speech, Ford deftly answered a 
multitude of questions from the floor. He 
was followed on the speaker’s platform by 
Ed Fisher, Yankee promotion director, who 
entertained his audience with behind-the- 
scenes stories on baseball happenings. Mr. 
Fisher, a popular guest at previous club 
meetings, showed an excellent film titled 
“The Magnificent Yankees.” 

Harry Rodman, who arranged the ap- 
pearance of these two sports figures, pre- 
sented each of them with a handsome 
Cyma watch. 

Presiding at the meeting was Lee David- 
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dining hall. The time-honored tradition of 
no speeches or business was adhered to 
again this year. 

After the dinner, a- highly entertaining 
floor show was presented, which met with 
the approval of the diners. Especially 
popular was the performance put on by 
a magician. 
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son, president of the club, who announced 
that the annual Chr'stmas party would be 
held December 17 at the Finnish Res- 
taurant, 39 E. 50th St., New York. Cock- 
tails and smorgasbord will be served to 
members and their guests and an outstand- 
ing program of entertainment is promised. 


Tariff Commission Postpones 
Hearing on Watch Imports 


A public hearing in the investigation 
the Tariff Commission is making of tariff 
concessions on imported watches and 
movements has been postponed from the 
scheduled date of January 12 to February 
4. It will be held in the commission hear- 
ing room in Washington. 

Recommendations by the Commission in 
1952 that rates be adjusted were turned 
down by the White House. Domestic pro- 
ducers, however, later applied for a new 
investigation with Elgin National Watch 
Co., Hamilton Watch Co., and Waltham 
Watch Co., asking that a new look be 
taken at imports of movements of at least 
seven jewels and not more than 17. 

Much of the material covered in the 
earlier hearings will probably be brought 
up-to-date and used during the hearings. 
However, the present investigation will be 
of broader scope. The Commission has 
decided to include timekeeping, time- 
measuring or time-indicating mechanisms, 
devices and instruments within the in- 
quiry as well as watch movements. 


Four Firms Join NEMJ&SA Ranks 


Four firms were accepted into member- 
ship by the New England Manufacturing 
Jewelers & Silversmiths Association during 
the month of October. They are: Marla 
Pearl Novelty Co., A. & J. Jewelry Co., 
and the Ideal Jewelry Mfg. Co., all of 
Providence; and Sasha Jewelry Co., Inc., 
New York (admitted to associate mem- 
bership). 
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Administration May Act to 
Halt Social Security Tax Rise 


Unless Congress acts next year to roll 
back the Social Security tax on salaries 
and wages to its present 114 per cent level, 
business costs will rise by about $600 
million. 

On January 1, the tax is now scheduled 
to rise to two per cent of the first $3600 
earned by the employee, with a matching 
two per cent to be paid by the employer. 
The increase would mean an income loss 
to the wage earner and a higher contribu- 
tion to the government by the businessman. 

However, there is a growing possibility 
that the Administration will urge Congress 
to lop off the added one-half per cent as 
a retroactive measure. Rep. Richard Simp- 
son, R., Pa., recently predicted this official 
move. 

President Eisenhower asked Congress 
earlier this year to freeze the tax rate at 
its present point pending a study of Social 
Security, but the lawmakers did not 
comply. 

If the Administration opens a drive to 
have the “automatic” rate increase abol- 
ished, strong opposition is expected from 
Democrats on Capitol Hill. 


About This Month's Cover Girl 


Featured on this month’s cover of THE 
JEWELERS CIRCULAR-KEYSTONE is _ lovely 
Mary Morgan, officially known as fashion 
and beauty editor of radio station CKLW 
in Detroit. She’s shown as she appeared 
October 27 in the sixth annual fashion 
show, “Diamonds, U. S. A.,” at the Plaza 
in New York, where she modeled the 
creations of Wright, Kay & Co. of Detroit. 

Miss Morgan, a civic minded individual, 
is also a nationally famous personality. 
She recently received a McCall magazine 
citation, with the award of a “Mike,” for 
a radio crusade she conducted against 
narcotics. These citations, featured in last 
January’s issue of McCall’s, are awarded 
annually to eight women in radio and 
television in America, for “outstanding 
public service programs.” 

Mary Morgan’s “News Digest” pro- 
gram, backed by official facts and figures, 
alerted the community to the need for 
stronger law enforcement against drug 
peddlers and the creation of a rehabilita- 
tion center for drug addicts. Her radio 
crusade was so effective, that her program 
received a special citation from the mayor 
of Detroit. 


High Court Dismisses Dispute 
On Use of the Word ‘Free' 


As a result of a change in policy by 
the Federal Trade Commission, the U. S. 
Supreme Court last month dismissed a 
dispute between the commission and a 
book-of-the-month club concerning the use 
of the word “free.” 

An early decision by FTC banned the 
use of the word “free” if there were 
strings attached. This was construed by 
many as barring any promotional adver- 
tising such as “one-cent sales,” “two-for- 
the-price-of-one,” etc. Commission has 
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modified its policy and won't object if 
conditions of such promotion are clearly 
stated so as not to be misunderstood. 





HIA Receives Timepieces 
For Certification Program 





Howard Beehler (left), chairman of the 
Certification Committee of the Horological 
Institute of America, receives a shipment 
of selfwinding watches from Paul Tschudin, 
director of the Watchmakers of Switzer- 
land Information Center. 

These automatic watches, donated by 
Ebauches S. A., of Neuchatel, Switzerland, 
together with other timepieces given by 
leading American watch manufacturers and 
importers, will be used by applicants in 
the new HIA Certification Program. 





Farnum and Wilkin 
Running Webster Co. 


Sayward H. Farnum, for the past four 
years general manager of Webster Co., 
North Attleboro, Mass., manufacturers of 
sterling silver specialties, was elected presi- 
dent on October 28. Laurence W. Wilkin 
was also named vice president in charge 
of sales. 





Congressional Leaders 
Ready Legislation for 
Manufacturers Tax 


If Secretary of the Treasury George M. 
Humphrey goes ahead with his present 
plans to recommend a national manufac- 
turers tax, he will not lack support in 
Congress. Several influential members on 
both the Senate and House sides of the 
Capitol are now writing legislation calling 
for the establishment of a manufacturers’ 
tax. They expect to drop these bills into 
the legislative hopper soon after Congress 
reconvenes early in January. 

Typical of the several bills now in prep- 
aration at the Capitol is that of Repre- 
sentative Noah Mason (Illinois Republi- 
can). Mr. Mason believes a national man- 
ufacturers tax is the logical answer to 
the hodgepodge of federal excises now 
borne by many manufactured products, 
including jewelry-store items. 

Mr. Mason’s bill calls for the raising 
of about $5 billion annually through a 
flat five per cent levy on all manufactured 
goods, and the elimination of nearly all 
existing excises—except those on tobacco 
and liquor. In addition, double taxation 
of corporate dividends would be ended, 
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and a ceiling would be placed on the 
extent to which both corporate and jp. 
dividual incomes could be taxed. 

Politically speaking, however, the Con. 
gress as a whole is not favorably inclined 
toward the Mason proposal. Opposition 
to a manufacturers’ tax is not as strong 
as those against a national retail sales 
tax, but consumer and labor groups are 
exerting strong pressure upon individual 
congressmen to reject both tax plans. Some 
congressmen feel that if any new or higher 
taxes are voted at all next year, they will 
be in the nature of selected excises on 
products not now taxed—home furnishings 
and some housewares, for example. 

Hope for elimination or reduction of 
the 20 per cent excise rate is not bright, 
as judged by current Treasury Depart- 
ment thinking. Treasury officials readily 
admit that a number of existing excises 
are neither fair nor equitable. The taxes 
on jewelry, furs, and long-distance tele- 
phone service are mentioned as examples 
of unfair taxation. But overshadowing this 
admission of inequity is the Treasury’s 
firm belief that it must retain all possible 
sources of federal revenue in order to 
achieve a balanced budget. 

It is estimated that the existing gap 
between federal income and spending will 
continue to widen up to the $9 billion 
mark, unless (1) new taxes are voted, or 
(2) federal spending can be drastically 
reduced. The federal government now nets 
about $10 billion annually from excise 
taxes. This amount is scheduled to be 
reduced by $1 billion annually next April 
1, due to automatic reductions in excise 
rates applying to liquor, tobacco, auto- 
motive parts and accessories. The Treas- 
ury is planning to ask Congress to post- 
pone these scheduled reductions, on the 
sround that it can ill afford to lose any 
revenue until the federal budget can be 
brought into balance. 


President of Sheaffer's 
Canadian Plant Resigns 


Admiral W. V. Saunders, president and 
a director of the W. A. Sheaffer Pen Co. 
of Canada, Ltd., has resigned to enter 
business for himself, according to a re- 
cent announcement by W. A. Sheaffer II, 
president of the parent company in Fort 
Madison, Ia. 

The presidency and directorship of the 
Canadian company will be filled in the 
near future, Sheaffer said. He added that 
Leon Black would continue as general 
manager of the Canadian plant, which is 
at Malton, Ontario. 

During World War II, Saunders com- 
manded the aircraft carrier “Hoggatt Bay” 
in the Pacific. 


Ponca City Watchmakers Elect 


Wayne Tomblin was elected president 
of the Ponca City (Okla.) Watchmakers 
Guild on November 5. 

Other officers elected were: Howard 
Walker, vice president, C. G. Williams, 
program chairman, and Fred Schlosser, 
secretary-treasurer. 

New officers will be installed at the 
January, 1954, meeting. 
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Sacks to Represent Jewelers 
Acceptance Corp. in Midwest 


The Jewelers’ Acceptance Corporation, a 
New York banking corporation offering a 
nation-wide financial service to retailers 
and suppliers in the trade, has announced 
the appointment of Benjamin L. Sacks as 
the midwest representative. Sacks’ ap- 
pointment was announced recently by JAC 
sales manager Robert A. Knight. 

Sacks, for the last 10 years executive 
secretary and counsel to the Jewelers 
Association of Greater Chicago, received 
his Doctor of Laws from the University of 
Illinois in 1929 when he was admitted to 
the Illinois Bar. A practicing lawyer, he 
was admitted to practice before the Fed- 
eral District Court and before the U. S. 
Treasury Department. 

He will continue in his capacity as legal 
adviser to the jewelers’ group. 


Congress to Consider Proposal 
For National Production Council 


Next year, when Congress resumes dis- 
cussions of relationships between employers 
and employees, one issue which seems cer- 
tain to arise is that of setting up a Na- 
tional Production Council. 

A bill introduced in the Senate last 
April would open the way for setting up 
such a body. Members of the council 
would represent management, consumers, 
farmers, unions, and the government. Sup- 
plementing this top group would be coun- 
cils for various parts of the economy— 
retailing, manufacturing, shipping and 
other business groups. 

On the surface, this seems a harmless 
idea, but here are some of the actions 
open to these councils: 

They could fix the number of hours 
which may be worked in your place of 
business; 

They could set up a schedule of salaries 
to be paid your employees; 

They could tell you what holidays you 
would observe; 

They could order other changes affect- 
ing business. é 

This is only a partial list, but it shows 
the kind of changes some congressmen 
would like to see written into the Taft- 
Hartley labor law. 

White House picposals for amending 
the Taft-Hartley law are not expected to 
be nearly so radical. The recommendations 
are now being drafted, but there was no 
disclosure in late November of the nature 
of the changes to be recommended. 


Tax Bureau Plans Closer 
Scrutiny on Claimed Expenses 


The U. S. Internal Revenue Service is 
mapping plans to end “abuses” of busi- 
ness expense accounts. 

Government tax experts believe some 
business firms are charging off “‘unreason- 
able” expenses, such as the cost of main- 
taining yachts, in the preparation of in- 
come tax returns. 

T. Coleman Andrews, Internal Revenue 
Commissioner, believes there is room for 
doubt as to whether a company may charge 
off as deductible expense such items as 
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baseball tickets and the cost of large 
dinners at which perhaps a single client 
was entertained. 

The general public should not be called 
upon to make up for what these firms save 
in taxes by reason of excessive expense ac- 
counts, as Mr. Andrews sees it. Closer 
scrutiny of claimed deductions and pos- 
sibly wider sampling of corporate tax 
returns are planned by the Internal Rev- 
enue Service to see if some of the tax 
“leaks” can be plugged. 





Named 

V. P. of 

Taunton 
Pearl Works 


NICHOLAS G. 
ANITOLE 





Nicholas G. Anitole, for the past two 
years sales manager of Taunton Pearl 
Works, Taunton, Mass., manufacturers of 
the “Squire” line of men’s jewelry, was 
appointed vice president and general man- 
ager as of November 1. 


ee) 


Census Bureou Plans to Expand 
Service on Trade Statistics 


The U. S. Census Bureau hopes to ex- 
pand its compilation of retail trade statis- 
tics so as to provide more detailed monthly 
figures by type of business, plus a regional 
breakdown of sales. Plans are now to in- 
clude inventory data for varied types of 
stores as part of the monthly sales report. 
This is conditioned on whether retailers 
can, and will, supply the type of data 
needed. 

Although operating under a greatly re- 
duced budget, Census hopes to be able to 
provide the additional services and data 
by improving its sampling procedure and 
depending on more aid from retailers and 
their trade associations. 


White House Dodges Issue 
On Rise in Minimum Wage 


The White House has skillfully dodged 
taking a definite stand on proposals for 
increasing the present minimum wage 
standard of 75 cents an hour. But even a 
thumbs down from the White House would- 
n't mean the kiss of death for the pro- 
posals which, it is said, former Labor 
Secretary Martin Durkin was backing. 


President Eisenhower says no definite 
proposals have been submitted to him but 
he admits having talked over some for 
extending the current statutes. Failure 
of the White House to support an increase 
in the minimum is seen in some quarters 
as only providing more steam to the drive 
to pry pending bills out of committees. 
Some propose minimums of as much as 


$1.25 an hour. 























Disabled Idaho Jeweler 
Named Justice of the Peace 


Although handicapped because both of 
his legs are amputated above the knee, 
Walter J. Wood, jeweler of American 
Falls, Idaho, finds his handicap no hand}. 
cap at all. 

Recently the County Commissioners ap. 
pointed Mr. Wood to the office of Justice 
of the Peace. 

And the day before, jeweler Wood re. 
ceived a second appointment through the 
American Falls City Council. He was 
named police judge for the locality. 

Jeweler Wood moved to American Falls 
last May and has lived in Idaho for gey. 
eral years. He is an amputee but follows 
a daily routine by use of his wheelchair, 


Free Classes in Photography 
Conducted by Ogden Store 


The camera department of the Ander- 
son Jewelry Co. of Ogden, Utah, has em- 
barked on a goodwill program to foster 
increased interest in photography among 
Ogden’s teenagers. 

In cooperation with the Ogden City 
Recreation Department, the jewelry store 
has instituted a series of special photog. 
raphy classes to be held for the city’s 
teenagers and young adults. 

The free classes will be held twice a 
week during the winter season and the 
Anderson Jewelry Co. will provide special 
instructors from its camera department to 
teach classes in all phases of photography. 

In addition the jewelry store has do- 
nated prizes to be awarded each month 
to the student who takes and develops the 
best photos. 

A spokesman for the jewelry firm said 
that already the teenage classes have in- 
dicated a revived interest in photography 
among the area’s youngsters. 


Hourly Wage Rise Sought for 
Puerto Rican Jewelry Workers 


The U. S. Department of Labor pro- 
poses to increase the minimum wage for 
costume jewelry hair ornament workers in 
Puerto Rico to 50 cents per hour, and 
the minimum wage for costume jewelry 
“general division” workers on the island 
to 36 cents per hour. 

The proposed minimum rates have been 
recommended by a special industry com- 
mittee for Puerto Rico, acting under the 
provisions of the Fair Labor Standards 
Act. This law authorizes industry com- 
mittees to recommend for Puerto Rico 
minimum hourly rates at or below the 75 
cents per hour minimum that applies on 
the mainland. 


Shawnee Store Remodels 


Shoshone’s Jewelers, Inc., of Shawnee, 
Okla., have completely remodeled and re- 
decorated their store. Shoshone’s has been 
in operation in Shawnee since 1910. In 
1947 the store was enlarged, but it was 
soon found that it still was not b'g enough 
to take care of the growing business. Now 
it has been made twice its original size. 
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THE NEW AND THE OLD 


In order to arouse public interest in 
jewelry remodeling, the Jewelry Industry 
Council recently sent publicity releases on 
the subject to fashion editors throughout 
the country. Accompanying the releases 





Precious stones taken from the collection of 

old jewelry held by the model furnish the 

sparkle for the modern gold necklace, ear- 

rings and bracelet she's wearing. An out- 

moded dinner ring once held the ruby and 

diamond now shining in a modern platinum 
setting. 


were photographs (one of which is shown 
here) that showed the public how outmoded 
jewelry could be transformed into modern 
creations through “the use of a little 
imagination and the help of a jeweler.” 





Large Emerald-Cut Diamond 
Bought by Abrahams at Auction 


A two-day public auction of diamond 
and other precious-stone jewelry from sev- 
eral private collections brought $214,187 
October 28 and 29 at the Parke-Bernet 
Galleries, Inc., New York. 

Largest sale was a ring set with an 
emerald-cut diamond weighing about 14 
carats to Raymond Abrahams, 551 Fifth 
Ave., New York. 

The Raymond Abrahams collection of 
precious jewelry is well-known through- 
out the country. It can be seen at the firm’s 
New York showrooms, or any part of it 
can be inspected, on memorandum, to rated 
jewelers. 


New York Guild of AGS 
Hears Talk by Crowningshield 


The members of the New York Guild 
of the American Gem Society held a 
dinner-meeting at the Roger Smith Hotel 
in New York City on October 20. Those 
in attendance benefited from an informa- 
tive talk by G. Robert Crowningshield, 
eastern director of the Gemolog‘cal Institute 
of America and head of its gem laboratory 
in New York City. 

The subject of Mr. Crowningshield’s 


FOR DECEMBER, 1953 

















talk was “Factors Affecting the Value of 
Colored Stones.” In h’s address, he ex- 
plained how human factors affect the going 
prices of certain stones. Some of the 
elements he pointed out were: fashion 
demands, requirements for standardized 
sizes by ring manufacturers, considerations 
of holding maximum weight in cutting 
(regardless of proper proportions), and 
individual personal desires such as the 
location of a stone to match color and 
size of one already owned by the customer. 

In addition to the human elements, 
Mr. Crowningshield also explained more 
thoroughly the technical aspects of gem 
quality which affect values. 


NJA Offers Credit Study 
(From page 154) 





credit service charge when lawful interest 
on unpaid balance for the term of the 
contract is the basis for the finance charge. 
Bookkeeping cost of creating and main- 
taining a record of the sale and other 
expenses attributable to a credit sale, and 
not present in cash sales, may be part of 
the finance charge.” 


NEMJ&SA Re-elects Fachon 


The board of directors of the New 
England Manufacturing Jewelers & Silver- 
smiths Associaton, at a special meeting 
on October 22, re-elected Emil E. Fachon 
as president for the ensuing year. 

Mr. Fachon, vice president of Bulova 
Watch Co., Inc., and general manager of 
the American Standard Division, Provi- 
dence, has completed a one-year term as 








president. In past years he has served 
as a director and as secretary of the asso- 
Clation. 


Head of Alsan Mfg. Co. 
Honored at Testimonial 


Hyman Frackman, head of the Alsan 
Mfg. Co., New York, was tendered a 
testimonial dinner on November 7 in com- 
memoration of his 25th year in the jewelry 
business. The affair was held in the Baroque 
Room of the Brass Rail, 100 Park Ave., 
New York. 


HYMAN 
FRACKMAN 


Observes 
25th Year 
in Jewelry 

Industry 





Featured speakers at the event were 
Andrew Leredu, vice president of the Inter- 
national Jewelry Workers Union and presi- 
dent of Local No. 1; Tobias N. Berger, 
executive director of Associate Jewelers, 
and Henry L. Sperling, executive secretary 
of the Jewelry Crafts Association. 

As mementos of the occasion, Mr. Frack- 
man was presented with a suitably en- 
graved plaque, a watch and a pair of cuff 
links, 








JIC Issues Sima Cand 
Carrying Birthstone and 
Wedding Anniversary Lists 


The Jewelry Industry Council is now 
making available to jewelers, at their re- 
quest, a condensed version of its wedding 
anniversary and birthstone booklets for 
distribution to their customers and _ pros- 
pects. 

On one side of a single, attractively 
designed card, sized to fit the wallet or 
purse, appears the wedding anniversary 
list and on the other—with space for the 
retailer’s imprint—the birthstone list. 

The new card, Council’s President, Al- 
bert E. Haase, explains, is not intended 
to replace the Council’s wedding anniver- 
sary and birthstone booklets, which have 
proved popular in the past and which, 
with their illustrations and more detailed 
information, are desired by many cus- 
ltomers—particularly women. 

“Although the new card is intended for 
year-around use,” Mr. Haase continued, 
“the Council is urging retailers to put it 
to work immediately during the 1953 
Christmas season.” 

The wedding anniversary list, as carried 
on the new card, was formulated by the 
Council in 1948 to meet modern conditions 
with the approval of the American National 
Retail Jewelers Association, the National 


Jewelers Association and the National 
Wholesale Jewelers Association. 

The birthstone list carried on the Coun- 
cil’s newly issued reference card was ofh- 
cially adopted in 1952. It, too, was created 
to meet changed and modern conditions. 
And, as’ was true with respect to the 
modern wedding anniversary list, has the 
endorsement of the American National 
Retail Jewelers Association, the National 
Jewelers Association and the National 
Wholesale Jewelers Association. Prelimi- 
nary work leading to its final formulation 
and adoption was carried on by the Council 
in cooperation with ring manufacturers 
and stone dealers. 

“The Council is confident,” according 
to Mr. Haase, “that retailers will make 
effective use of the new wedding anniver- 
sary and birthstone card because the card 
was created by the Council at their request. 

“Those requests,” Mr. Haase added, 
“plainly indicated that the desire for the 
wedding anniversary and birthstone lists 
in quick reference form on a simple card 
came mainly from men.” 

The more elaborate separate booklets 
of the Council, one on wedding anniver- 
saries and the other on birthstones, because 
of their appeal to women, will continue to 
be in demand according to Mr. Haase. 
“The new card,” he said, “will not supplant 
these particular booklets but instead will 
supplement them, and in so doing, will 
help to create increased sales for retail 
jewelers.” 
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Over 250 Have Gala Time 
At MJSA‘s First Banquet 


Three top Rhode Islanders—Governor 
Dennis J. Roberts, U. S. Senator John O. 
Pastore and Congressman Aime J. Forand 
—were high in their compliments of the 
Manufacturing Jewelers Sales Association 
and its efforts on behalf of the Rhode 
Island jewelry industry at the association’s 
first annual dinner-dance. The event was 
held in the Sheraton-Biltmore Hotel, Provi- 
dence, Saturday evening, October 17. 

Preceding their brief addresses, Joseph 
Lavan, vice president of the association 
and toastmaster, briefly reviewed the 





group's history. He said it was formed 
two years ago to expand the marketing 
otf Rhode Island-made jewelry with a 
nucleus of 13 members. Today, he said, 
the membership has been increased to 
150, representing about 300 jewelry lines. 

Governor Roberts voiced appreciation 
on behalf of the people of Rhode Island 
“for the very definite contribution” the 
association and its officers have made to 


Rhode Island. 

He said the state has a very sensitive 
economy and that when an industry is 
adversely affected the whole economy of 
the state feels it and a strain is placed on 
public funds. 

The association was complimented on 
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its initiative in promoting the sale of the 
jewelry industry’s products. One of the 
results, the governor said, is the establish. 
ment of a constant level of employment 
which is very high in the jewelry industry, 

Senator Pastore also expressed gratitude 
to the association for its initiative anq 
foresight. He said its marketing ACtiVvities 
have attracted buyers to Rhode Island 
have brought business to the area and 
have made jobs. “It has put bread and 
butter on the tables of the people of this 
state,” he said. 

“Some semblance of stability has been 
given to an industry that was known as a 
seasonal business,” he said. 

The affair was held in the ballroom of 
the Sheraton-Biltmore Hotel with 250 mem. 
bers and their guests in attendance. 





John A. Cerrito (right), president of the 
Manufacturing Jewelers Sales Association, 
welcomes U. S. Senator John A. Pastore 
(left) and Governor Dennis J. Roberts to 
the organization's first annual dinner-dance. 
Looking on are Mrs. Cerrito and Joseph 
Lavan (center), vice president of the MJSA. 


Head table guests included Reginald J. 
White, president of the Providence Jewel- 
ers’ Club; John A. Cerrito, president of 
the association; and Rabbi Eli A. Bohnen 
of Temple Emanu-El, Providence, who 
gave the invocation. 

Albert G. Berghahn, who represented 
Emil E. Fachon, president of the New 
England Manufacturing Jewelers’ & Silver- 
smiths’ Association, also was introduced. 

The souvenir gift was an Ascot com- 
bination cigarette box and lighter, one of 
the latest additions to the ASR line. 





Montana Jeweler Lectures 
On Gems to Woman's Club 


Gemstones found in Montana as well as 
in other parts of the world were the topic 
of a lecture given recently by Ellsworth 
B. Smith, jeweler of Hamilton, Mont., at 
a meeting of the Hamilton Woman’s Club. 


In his talk, Mr. Smith told club mem- 
bers that the history of gems has been 
traced back to 3300 B.C., when they were 
cut or carved for use as signature seals. 
He explained the difference between 
genuine, synthetic and imitation gemstones, 
and the different instruments science has 
given the jeweler to use in determ‘ning 
hardness, specific gravity and other things. 

At the conclusion of his address, Mr. 
Smith displayed a variety of stones, includ- 
ing agate and quartz. 
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New York Jewelers Honor 
Peterson at Testimonial 


A testimonial dinner and Israeli Festi- 
val in honor of Henry Peterson, president 
of Feature Ring Co., was held at the Wal- 
dorf-Astoria Hotel in New York, November 
11. The affair was sponsored by the Jew- 
elry Industry Committee for the Aaron 
Syerdlik Memorial Cl:nic in Herzlia, Israel. 

In honoring Mr. Peterson, it was stated 
that the jewelry industry pays tribute to 
a leader who has through the years worked 
selflessly for the dignity of his less fortu- 
nate fellowman at home and abroad. The 
proceeds of the dinner will be used for the 
purpose of completing the Aaron Sverdlik 
Memorial Clinic which is being constructed 
in Herzlia, Israel. 


Jacob H. Schaeffer (left), president of 
Shiman Brothers & Co., presents scroll to 
honor to Henry Peterson, president of the 
Feature Ring Co., at a testimonial. dinner 
in his honor held November I! at the 
Waldorf-Astoria Hotel, New York. 


The guest speaker at the dinner was the 
Honorable Mrs. Edwin Samuel, special 
delegate to the United States from Israel 
and former President of the Women’s In- 
ternational Zionist Organization. Mrs. Sam- 
uel briefed the audience on conditions in 
Israel, and expressed her country’s grati- 
tude for the aid provided by the people of 
the United States. 

The affair concluded with an entertain- 
ing program starring a talented group of 
artists from Israel. An outstanding per- 
formance was given by Miss Dina Peskin, 
renowned Israel-born actress and dancer. 


‘Quality Control’ is Subject 
Of Stern's Talk at Rutgers 


Quality control is “useless” in spite of 
expensive inspection equipment and care- 
fully organized control system unless pro- 
duction workers themselves “feel it, want 
it, love it and earn it,” said Toby Stern, 
president of Jacques Kreisler Mfg. Corp., 
makers of jewelry, watchbands and aircraft 
fuel lines. 

Speaking recently at Rutgers University 
to about 75 members of an Industrial Man- 
agement Conference on “The Importance 
of Quality Control in Manufacture,” Mr. 
Stern called quality control the modern 
counterpart of the pride and conscience of 
the oldtime jewelry craftsman. 

Tracing the forty year growth of Kreis- 
ler, Mr. Stern emphasized that a cardinal 
policy has always been thorough indoctri- 
nation of key personnel, at all levels, in 
the importance of quality. 
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JIC’s Christmas Idea Book Offers 
Promotional Material for Holiday Selling 


The Jewelry Industry Council’s Christ- 
mas idea book for 1953 has been enthu- 
siastically received throughout the country 
by retail members of that organization. 
Copies of the book, an eight-page, 814-by-11 
brochure, were distributed to JIC members 
during October. 

Offering suggested advertising copy, 
illustrations and layouts, the Council’s idea 
book placed in every retail member’s hands 
ready-to-use material with which. through 
newspaper advertising, direct mail, radio 
and window displays, the retailer can tell 


Ju 








| 
i 
| 


his community that in his store there’s an 
appropriate gift for everyone. 

In its plan of organization, the Council’s 
book treats separately three phases of the 
jeweler’s Yuletide business: (1) his lay- 
away plan; (2) “selling” his store, insti- 
tutionally, as gift headquarters; and (3) 
selling specific gift items. 

Broad as is the book’s scope, however, 
the textmatter points out to the retailer: 
“The Council’s material is not presented 
as a final answer to your 1953 Christmas 
program. To complete your program you'll 
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need ideas, suggestions, mats, displays and 
other material made available to yoy by 
your suppliers and mat and display ser. 
vices.” 

To stimulate the retailer's lay-away busi- 
ness, the book offers: (1) headline and 
copy for a newspaper advertisement ap. 
nouncing the plan; (2) copy for lay-away 
reminders to be incorporated in regular 
advertising; (3) a letter to go out on the 
store’s letterhead; (4) a one-and-one-half 
minute radio commercial; (5) five illus. 
trated window-display ideas; and (6) smal] 
lay-away display cards. Available to re. 
tailers on request, also, is a larger lay-away 
card for use in windows or in store in- 
teriors. 

For the retailer's regular Christmas 
newspaper advertising, whether to “sell” 
his store as an institution or to sell specific 
products, the Council’s idea book presents 
an easel-backed display card bearing the 
slogan, “Something From the Jeweler’s Is 
Always Something Special.” surrounded 
by a holly wreath plus the statement: “For 
Everyone on Your Christmas List.” 

Included in the kit, also, are four pieces 
of artwork—obtainable in mat form on 
request—with which the retailer. drawing 
upon material furnished him by his sup- 
pliers or by mat services, may put together 
any kind of newspaper ad he desires. 

To help the retailer “sell” his store as 
the place to buy gifts for all, the idea book 
suggests headlines and copy for four com- 
plete advertisements, and, for the same 
purpose, four suggested letters. four one- 
minute radio commercials and four half- 
minute plugs. 


New Diamond Designs Modeled 
By Boston Matron at N. Y. Show 


Mrs. S. Doane Cook, mother of the 
fourth generation of the family in the 
management of A. Stowell & Co., Boston, 
took part in the sixth annual fashion 
show, “Diamonds, U. S. A..” at The 
Plaza, New York City, on October 27. 

Mrs. Cook, a charming surprise as 4a 
model, wore a radiant necklace of tri- 
angle-cut diamonds alternating with large 
brilliants. The brilliants were repeated 
in a graceful shoulder-knot clip and 
in medallion earrings. 
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Following the showing in New York, 
thee Stowell store installed the window 
display shown above. Featured were the 
diamond necklace and other gems ex- 
hibited at the show, plus a silver-framed 
photograph of Mrs. Cook. 
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MJSA Holds Annual Meeting, 
Re-elects Cerrito President 


John A. Cerrito was re-elected president 
of the Manufacturing Jewelers Sales Asso- 
ciation at a meeting of the organization’s 
directors held October 23 at the Sheraton- 
Biltmore Hotel, Providence. 

Other incumbent officers re-elected were: 
Joseph Lavan, vice president; Harry R. 
Auerbach, treasurer, and Kenneth E. 
Randall, secretary. 


JOHN A. 
CERRITO 


Re-elected 
president of 
Manufacturing 
Jewelers 
Sales Ass'n. 





At the general membership meeting, the 
following were elected directors: Nicholas 
Anitole, Joseph Aquilino, George Carbone, 
Fred DiNunzio, Joseph Esposito, Jack 
Fleisig, David M. Horovitz, Joseph Lavan, 
Hy Lisker, Frank Montaquila, Louis F. 
Monte, Robert Parrillo, Norman Sampson, 
Stephen Villari and Morris Spitzer. 





AGS Advertises in ‘Seventeen’ 


An advertising campa:gn in Seventeen 
magazine is being conducted by the Amer- 
ican Gem Society on behalf of its Registered 
Jewelers. The first in a series of two ads 
appeared in the November issue and the 
second will appear this month. Theme of 
the ads is engagement rings, with the text 
pointing out that it takes an expert to 
accurately evaluate a diamond. 

Offered in the ads are free copies of the 
Society’s directory of retail titleholders, 
“About Gems and Jewelers,” to those who 
request a copy of same. 

It is considered that the present pre- 
Christmas buying season is_ especially 
timely for the message conveyed in the 
advertising, 


Square Club's Annual Outing 
Enjoyed by Members’ Families 


The annual fall weekend outing of the 
Jewelers Square Club of New York was 
held in its traditional setting, the Hotel 
Berkeley-Carteret, Asbury Park, N. J., on 
October 31. 

The festivities of this event extended 
from noon on Saturday through Sunday 
afternoon and the well organized program 
was enjoyed by the families of the mem- 
bers who accompanied them. 

The program extended through lunch- 
eons, bingo party, cocktail hour, dinner, 
dancing and entertainment, all managed 
by the co-chairmen, Lloyd Lassner, who 
greeted everyone personally, and “Jimmy” 
Theise, who performed in his traditional 
and inimitable fashion as master of cere- 
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monies at all festivities. Irving Schiff, 
the president of the organization, made a 
speech of welcome at the banquet which 
was warmly welcomed. The subject was 


“There Will Be No Speeches.” 


AGS Members Complete 
Yearly Re-examinations 





Registered jewelers, graduate members 
(wholesale) and certified gemologists of 
the American Gem Society have completed 
the annual questionnaires preliminary to 
the renewing of their titles for 1954. 

These yearly questionnaires cover basic 
gemology and new developments in the 
field during the past year. They are re- 
quired of members to ensure that they 
remain abreast of this knowledge. The 
t'tles for the following year are only issued 
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Give immediate engraving 


| Christmas eve with your 





one and pay out of profits. 
| Send for booklet 








Avoid Refunds 


| service right up to closing time 


| The modern tracer-guided engraver. | 
So simple anyone can operate it. Buy 


“How to Make Money with Tracer-Guided Engraving” 


after the successful completion of these 
papers each fall. 





GE Divides Management 
Of Electric Housewares 


In view of substantial increases in the 
sales volume of electric housewares prod- 
a division of authority for sales of 
these products had been announced by 
W. H. Dennler, general manger of General 
Electric Co.’s electric housewares depart- 
ment. 

J. F. Stark, formerly sales manager of 
the department, will retain the responsi- 
bility for electric irons and mixers. A. H. 
Heitzler, formerly sales manager of GE’s 
clock department will assume sales manage- 
ment of toasters, grills, and coffeemakers. 
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New York Jewelers Hold 
Well-Attended and. 
Festive Banquet at Astor 


One of the largest, one of the most 
festive banquets of the Executive Board 
of Retail Jewelers’ Associations of Greater 
New York, was held on October 25 at the 
Hotel Astor. Certainly no banquet held 
during the current season was more 
smoothly run. As this was one of -the best 
attended of these annual d‘nner-dances, 
with some 700 people attending, the ban- 
quet committee came in for much praise. 

Refreshments were served during the 


reception preceding the dinner which rep- 
resented the best of Astor tradition. The 
dinner music of the orchestra was woven 
around the drawings in connection with 
awards of gifts to lucky ticket holders. 

Each feminine member of the party re- 
ceived a beautiful Benrus clock, handsomely 
packaged and each table had a table prize 
for one of those at each board. 

Sam Jacobson, chairman of the Execu- 
tive Board, presided, and disposed of 
formalities and welcoming addresses w th 
dispatch. Those at the head table were 
introduced by him as Lewis Bernstein, 
counsel to the Executive Board; Joshua 
Levin, president of the Bronx RJA; E. 
Werner Gross, treasurer; Ben Schwartz, 
secretary; Lester Beerman, president of 
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Jewelers, and those in related 
lines, are saving up to 30% by 
insuring in the “jewelers’ own 
company.” Current dividends are 
30% on fire insurance, jeweler’s 
block, business interruption, and 
extended coverage. All policies 
of this mutual company are 
NON-ASSESSABLE! 


A post card will bring you full information. 


No salesman will call. 
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the Westchester Association of Jewelers: 
Charles Isaac, executive secretary of the 
American National Retail Jewelers Ago. 
ciation; Joseph Thibault, president of the 
New York State RJA; Harry Gerber, re. 
gional vice president of ANRJA; William 
Wagner, executive secretary of the Agsgo. 
ciated Credit Jewelers of N. Y. and N, J. 
Samuel Steiner, president of the Metro. 
politan RJA; Gerard Smolins, president 
of the Brooklyn RJA; Jacob Michelson, 
president of the Long Island RJA, and 
Murray Caine, president of the Staten 
Island RJA. Many of the gentlemen op 
the dais were accompanied by their wives. 

Charles Evans, former executive secre. 
tary of the ANRJA, scheduled to appear 
at the head table, was unable to attend 
because of illness. 

Following the banquet, Harry Gross, the 
chairman of the banquet committee, pro- 
duced a h‘gh grade show with a master 
of ceremonies whose style was refreshingly | 
new. Morty Gunty, the emcee, introduced 
four very fine acts, which added to the 
spirit of the occasion and set the mood 
for hours of dancing by the guests. 





Swiss Present Training Kit 
To Brooklyn Vocational School 





H. Ronald Michel (center), acting prin- 
cipal of George Westinghouse Vocational 
High School, in Brooklyn, accepts for the 
school a training kit for teaching chrono- 
graph watch servicing from J. P. Savary 
(right), of the Watchmakers of Switzer- 
land Informat’on Center, New York, as 
watchmaking instructor Henry Fried looks 
on. 
The kit, prepared by Ebauches S. A., 
of Neuchatel, Switzerland, was designed 
for instructional use by horological schools 
throughout the United States. 
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Noyes Asks to be Relieved as 
Head of Saratoga Commission 


Pierrepont B. Noyes, former president 
of Oneida Ltd., asked Governor Dewey late 
in October to relieve him of the chairman- 
ship of the Saratoga Springs Comm'ssion. 
Mr. Noyes, who is 83 years old, is the son 
of John Humphrey Noyes, the founder of 
Oneida Community, now Oneida Ltd. 

The Saratoga Springs Commission 1s 
composed of 12 members, all of whom 
serve without salary. It supervises the 
state-owned Saratoga Springs Reservation, 
which includes health baths, a hotel, a 
golf course, theatre and other facilities. 
The hotel, the Gideon Putnam, is leased 
to private interests. 
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4 His many friends in the trade are re- 
joicing at the complete recovery of veteran 
stone dealer Sol Gordon from a prolonged 
illness. After an absence of six months, 
Sol is back at his New York office, 68 
Nassau St. 

4 Benjamin Lazrus, president of Benrus 
Watch Co. and former vice president of 
the Federation of Jewish Philanthropies 
of New York, has accepted the post of 


treasurer of the American Jewish Tercen- 


tenary, a natonal committee of leading 
American Jews who are organizing the 
observance in 1954-55 of the 300th anni- 
versary of Jew sh settlement in the United 
States. 

q “Recognizing Antiques From Fakes in 
Clocks and Watches” was the subject of 
an informative talk by L. R. Eichner, 
precision manufacturer, collector and lec- 
turer, at the November 2 meeting of the 
Horological Society of New York. Dr. 
A. L. Rawlings, president of the society, 
presided at the meeting, wh‘ch was held 
at the Capitol Hotel, New York. 

4 The New York showroom of the Dirilyte 
Co. of America, makers of Dirilyte flatware 
and hollowware, will be moved this month 
from 1 W. 34th St. to new quarters at 
225 Fifth Ave. Harry Davidoff and Jules 
Fine, who are sales representatives for the 
firm’s eastern sales division, will be in 
charge of the new showroom. 

q Nettie Cohn, who for the past 18 years 
has been associated with the O. J. Somers 
Co. and the Somers-Ernst Co., both located 
at 42 W. 48th St., New York, recently left 
their employ. 

q More than 200 friends of Victor Gold- 
man, son of A. Goldman, prominent jeweler 
of Port Chester, N. Y., tendered him a 
testimonial dinner on the evening of Oc- 
tober 27 at the Jewish Center. Mr. Gold- 
man, who was recently installed as presi- 
dent of the Congregation Kneses Tifereth 
Israel, was presented with a scroll as a 
reminder of the event, and a leather 
traveling bag. 

q A historical sketch on Henry Fisher, 
jeweler at 1396 St. Nicholas Ave., New 
York, appeared in the September issue of 
The Washington Heights Teller, a period- 
ical published by the Wash‘ngton Heights 
Federal Savings and Loan Association. 
Lauding Mr. Fisher for his “enviable 
continental charm and _ savoir-faire,” the 
article traces in detail the history of h’‘s 
shop since its founding on St. Nicholas 
Ave. back in 1918. In addition, it calls 
attention to the fact that this year marks 
his 35th in the jewelry business on Wash- 
ington Heights and also points out that 
he is an active member of the Chamber 
of Commerce in that section of the city. 
4A change in the firm name of the retail 
jewelry establishment of I. Diehl, located 
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at 21 Maiden Lane, New York, was an- 
nounced recently. The firm is now operat- 
ing under the trade name of Edwin Solo- 
man, who has been associated with the 
late 1. Diehl for the past 25 years. 

¢€ An uncut 632-carat emerald was placed 
on exhibition November 9 in the Morgan 
Memorial Hall of Minerals and Gems of 
the American Museum of Natural History, 
New York. A recent gift to the museum, 
the stone is about an inch in diameter 
and two and three-quarter inches long. 
Because the emerald was a perfect 12-s‘ded 
prism when found, it was never cut and 
appears in its original crystalline form. 

q William B. Ogush has accepted the chair- 
manship of the jewelry and allied trades 
division in the 1954 fund-raising campaign 
for the National Foundation for Infantile 
Paralysis. Funds are urgently needed by 
the Foundation for the care and treatment 
of polio patients and to intensify research 
for a cure or preventive for infantile 
paralysis. Jewelers who wish to contribute 
to this worthy cause can mail their dona- 
tions to: William B. Ogush, Diamond 
Watch Corporation, 608 Fifth Ave., New 
York 20, N. Y. 

q Arthur J. Block, president of T. C. 
Tanke, Inc., Buffalo jewelry firm, has been 
appointed to the Retail Trade Committee 
of the Buffalo Chamber of Commerce. 





Cyma Presents Honor Award 





Leopold Stokowski, one of the world's fore- 
most musical conductors, is shown receiving 
the Cyma Honor Award from Samuel Perl- 
man, chairman of the board of Cyma 
Watch Co. Other celebrated recipients of 
Cyma Honor Awards include J. Edgar 
Hoover, Mrs. Eleanor Roosevelt and Am- 
bassador Austin. All four presentations 
were featured by Cyma in its national 
advertising. 


G-E Small Appliances to be 
Fair Traded in Michigan 


W. H. Sahloff, general manager of the 
small appliance division of the General 
Electric Co., announced early last month 
that General Electric small appliances will 
be fair traded in the state of Michigan. 

















MANNING OPAL CORPORATION 


151 West 46th Street, New York 36 
Phone: Plaza 7-4725 














“ORIENTA 


CULTURED PEARLS 
of QUALITY 


yf 


4 


‘CLT, : 
lf) SAL, 








ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 








2 West 47th St., New York 36, N.Y., Ju. 2-4773 


Drilling % Setting * Engraving *  Encrusting 


GOTHAM LAPIDARY Inc. 


Importers of Synthetic & Semi-Precious Stones 
We are fully equipped and qualified for spe- 
cial order and repair work on the premises, 
in an efficient, fast and inexpensive way. 


Cutters of fine Rutile (Titania) 
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STONES 


Synthetic Ringstones all sizes and shapes 
DiaMoNDs—Al Sizes and Qualities 


JOSEPH BLANK 
COrtiands 7-3562 


87 Nasseo St. New Yerk 38, N. Y. 
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17 JEWELS © WATER RESISTANT 
SHOCK RESISTANT © ANTI-MAGNETIC 
LUMINOUS DIAL © SWEEP SECOND HAND 


© CHROME TOP, STAINLESS STEEL BACK 
CASE © EXPANSION BRACELET ALL STEEL 


Open account to Rated Firms 
Others send check, M.O. or C.O.D. 


WRITE FOR FREE CATALOG 


AL-CO WATCH CO. 


129 West 46th St., New York 36, WN. Y. 











Special Order Work and 
Repairs for the Trade 


Quick, reliable service! Re- 
mounting, stone matching, 
diamond setting, rhodiuming, 
antique reproduction and res- 
toration. EVERY type of 
special order work. Sensible 
prices. TRY US. 


OSCAR CAPLAN & SONS 


207 W. SARATOGA ST., BALTIMORE 1, MD. 
Jewelers at the bench since 1905 
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ACON WATCH CROWN ©O. 
50 Eldridge St., New York 2, N. Y. 
Menufacturers of Gold Filled Crowns 
Complete line including waterproofs 
Sold through Wholesalers & Jobbers 














MODERN AND ANTIQUE 

DIAMOND JEWELRY 

RINGS © BROOCHES 
BRACELETS © EARRINGS, Etc. 
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& Ce. he 


S. Crossm 
Old Mine ‘Deamend Meuse’’ 


J. L. DURLAND CO. 
608 5th Ave., New York 20 
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Obituaries 





John M. Cushman, 86, veteran jeweler 
of Jamestown, N. Y., died November 6. 
A former member of the Jamestown Board 
of Education, Mr. Cushman was an avid 
collector of old curios. His small watch 
shop, which stood for many years at 211 
E. Second St., since torn down, was a 
veritable curiosity shop of beautiful old 
treasures. 

Leo Frank, 41, sales representative 
for Davidson & Sons Jlry. Co., Inc., New 
York, died suddenly on October 16 at 
his home in Chicago. Mr. Frank had been 
associated with the Davidson firm for the 
past eight years covering the states of 
[llinois and Indiana and the city of Chi- 
cago. Surviving are his widow and two 
children. 

Saul Ganz, 79, president 
surer of D. Lisner & Co., wholesale jewel- 
ers at 303 Fifth Ave., New York, died 
October 8. Mr. Ganz, who had been with 
the concern for 59 years, became its 
president in 1916. Surviving are two sons 
and six grandchildren. 

Frederick Gerhardt, 75, one of the 
founders in 1910 of Mecklenborg & Ger- 
hardt, manufacturers at 811 Race St., 
Cincinnati, Ohio, died October 19 at his 
home in that city. He had retired nine 


and trea- 





years ago, and was succeeded by his son, 
Carlton R. Gerhardt. The other present 
partner is Norbert Mecklenborg, son of 
Louis E. Mecklenborg, who died a year 
ago. Mr. Gerhardt was an active Mason, 
having been first master of Liberty Lodge 
and a member of other Masonic orders, 
Other survivors are two daughters, two 
sisters, a brother, a grandchild and two 
ereat-grandchildren. 

William F. Jardine, 69, who for many 
years managed the silverware department 
of Taylor Bros., jewelers of Corpus 
Christi, Texas, passed away recently. Be. 
fore joining the Taylor firm, Mr. Jardine 
was associated with the E. Hertzberg 
Jewelry Co. in San Antonio, Texas. 

Oscar D. Levitt, 46, vice president of 
Leon Levi, Inc., Baltimore jewelers at 
316 W. Lexington St., died November 2 
at John Hopkins Hospital. Mr. Levitt, a 
former president of the Baltimore Jewel. 
ers Association, had been associated with 
the Levi firm for 13 years. In addition to 
his widow, he is survived by two sons, 

E. H. Sandstrom, 73, for over 30 
years a retail jeweler on Hill St., Los 
Angeles, died October 20. He retired from 
the business eight years ago when he 
sold his Subway Jewelers store to Martin 
R. Thomas. Surviving are his widow, two 
daughters and a brother, living in Fin- 
land. 

Bernard von Wahlde, 81, a retailer 
in downtown Cincinnati, Ohio, for 25 
years, died October 20. Survivors include 
his widow, two sons and two daughters, 








Wallace Unveils New Pattern, 
At New York Press Showing 


Sterling silver knives, forks and spoons, 
modeled by a noted American sculptor and 
designer into the silhouette of a maiden’s 
form, made their debut October 15 before 
America’s leading newspaper, magazine, 
radio and television editors in a preview 
at the Waldorf-Astoria, New York. 

Simultaneously, “premieres” in jewelry 
stores in 1500 cities brought the new table- 
ware before America’s homemakers. 





Donald W. Leach, chairman of the board 
and acting president of Wallace Silver- 
smiths, tells Mary Rose, women's page 
editor of the Jewish Daily Forward, about 
the company's latest sterling pattern— 
"Waltz of Spring." The new pattern was 
introduced by Wallace at a press party 
at New York's Waldorf-Astoria Hotel. 


The new silver was presented by Wallace 
Silversmiths of Wallingford, Conn., and 
designed by sculptor William S. 
Named “Waltz of Spring,” the 


was 
Warren. 





ES 


solid silver is the first pattern designed in 
third dimension since 1950, and seventh in 


Warren’s design series of fully formed 
sterling. 


“Waltz of Spring” is being marketed in 
six-piece place settings, retailing at $39.50 
(including tax). A place setting includes 
a luncheon knife, luncheon fork, teaspoon, 
butter spreader, salad fork and cream soup 
spoon. Place settings with dinner knife 
and dinner fork retail at $42.75 (tax in- 
cluded). More than 50 other place items 
and serving pieces have been designed in 
the new pattern. These include such “fancy 
pieces” as cold meat forks, tomato servers, 
wedding cake knives and carving sets. 
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Brand Names Foundation 
Changes Date of Award Dinner 


The Brand Names Foundation announced 
recently that the date on which the Brand 
Name Retailer-of-the-Year awards will be 
presented has been changed from April 14 
to April 28. On that day 125 winners 
(including five in the jewelry industry) 
will be honored at a dinner which will 
be held, as usual, in the grand ballroom 
of the Waldorf-Astoria Hotel, New York. 

The jewelry firm that is awarded top 
honors for outstanding presentation of 
manufactureys’ brands during 1953 will be 
presented with the Brand Name Retailer- 
of-the-Year award at impressive ceremonies 
during the dinner. In addition, four win- 
ners of “Certificates of Distinction” in the 
jewelry store section of the competition 
will also receive awards. 
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ROCHESTER SALESMAN RECEIVES SESSIONS' AWARD 


Bie oS 
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the award to winner Cohen; Lester L. Cohen, president, Lester Jewelry Co., Rochester; 
Mrs. Lester Cohen; Richard M. Cohen, contest winner; Douglas A. Lapham, Sessions clock 
sales manager, and Leonard A. Roulier, Sessions district manager in Rochester area. 


A new Cadillac “62” was awarded 
October 9 to Richard Cohen, salesman 
for the Lester Jewelry Co., Rochester, 


N. Y. The car, a deluxe cream-colored 
convertible, was given by the Sessions Clock 
Co. as the grand prize in their 1953 Minute 
Man Contest for their distributor salesmen. 

Cohen took an early lead over the more 
than 20,000 distributor men eligible for 
Sessions’ grand prize, and won by exceed- 
‘ng his quota for both clocks and the new 
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Sessions Tower counter display by the 
widest margin. 

Four luxurious mink stoles were also 
awarded by Sessions as runner-up prizes 
in their contest. Stole prize winners in- 
cluded: Morey M. Glazer. The Lomar Co., 
Los Angeles; Alvin Brett, Morris Brett & 
Co., New York City; Edward Bern‘er, 
LaSalle Supply Corp., Detroit, and John 
R. Joseph, J. R. Joseph Co., San Antonio. 





Vital Uses of Platinum Metals 
Shown in Philadelphia Exhibit 
The contributions of the six rare plati- 
num metals in serving civ'lization’s modern 
needs is the theme of an exhibit opened 
in Philadelphia November 17 at the Frank- 
lin Institute. The exhibit, wh*ch was pre- 
sented to the Institute by the International 
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Nickel Co. at the opening ceremonies, will 
be available indefinitely for public viewing. 

Occasion for the event was the 150th 
anniversary this year of the isolation of 
the element palladium, one of the platinum 
group of precious metals, by the British 
scientist William Hyde Wollaston. His 
achievement was of great significance be- 
cause it was the first indication of the 
ex stence of a group of platinum metals. 

Called “Platinum Metals—Man’s Versa- 
tile Servants,” the exhibit portrays the 
historical background in the development 
and use of the platinum metals, and their 
modern applications, through 20 dioramas. 





Pittsburgh News 


q Binstock’s, jewelers at 3804 Forbes St., 
Oakland, recently opened at their new and 
modern headquarters. A full-page adver- 
tisement in the Oakland News announced 
the formal opening. The store carries a 
complete line of jewelry, watches, home 
appliances, radios and television sets. 

q William F. Martin, 60, senior member 
of the jewelry firm of Martin & Milligan, 
Inc., which he established at 830 Linden 
Ave., East Pittsburgh, died November 8. 
Before founding the firm, he was associated 
for 28 years with the late Walter J. Yenny, 
jeweler. 

q Omer R. Noe, jeweler at 2810 Rob‘nson 
Blvd., now is offering fine watch, clock 
and jewelry repairing at Grubbs Arcade, 
Eastwood Shopping Center, Oakmont, Pa. 

















AND BEST 
WISHES... 


to all those whose confidence and patronage has 
been placed with us during 1953. For you, may the 
coming year hold joy, prosperity and great peace. 


We hope you will continue to let PICTORIAL 
solve your Jewelry Box problems, by buying 
direct from one reliable source for dependable 
supply, uniform quality, lowest cost. 


WRITE FOR CATALOG 


giving all details, samples and prices on America’s 
most complete line of Jewelry boxes, fancy wrap- 
pings, seals and labels. 
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WHEELCO 
PROGRAM 
CONTROLS 


For your investment casting, this pro- 
gram control will automatically regu- 
late your oven furnace temperature 
according to your predetermined 
burnout cycle. Check these advan- 
tages: 


@ Leaves operator free to do other 
work during burnout! 








@ Each burnout follows the same 
cycle! 
@® Eliminates human element and 


varying conditions in the furnace 
room! 


@ Each batch of flasks ready for cast- 
ing when full cycle has been com- 
pleted ! 


® Have flasks burned out and ready 
for casting when work day begins! 


> Send for 
CATALOG +52 


ALEXANDER SAUNDERS & CO. 


97 BEDFORD ST. 
WAtkins 4-888 
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LEDA FINDINGS CO. 


Announces 
their NEW and complete line 
of 14 Kt. Gold Findings 


EAR WIRES WING BACKS CATCHES 
SPRING RINGS STUD BACKS JOINTS 
SETTINGS CHAIN LETTERS 
PINS CLASPS & LOCKS 


(‘“‘and a Thousand & One other 
items’’ ) 


Leda Findings Co. 


Diamond Center of America 


36 West 47th Street PL 7-0758 New York 36, N.Y. 














JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags 
Metal Serateh and Celluloid Tags—Wrap Papers 
Aprraltal ookt-"Ghes’ Caratsrtis Tees 
ow — 
Diamond Guarantees oe oe 


Complete Printed Supplies for the Trade 
Write for Samples 
DAUER PRINTING CO. 
37 €. 21st St... New York 10, N. Y. 
Visit Our Large Show Room of Supplies 
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NEW DISPLAY FEATURED AT PROVIDENCE SHOWS 












Much favorable attention was given this display when it was exhibited November 8 to 20 
at the Sheraton-Biltmore Hotel in Providence during the jewelry showings for wholesale 
jewelers. Ceneral motif of the display is a yacht atmosphere. It has numerous firefly lights 
which flash on and off intermittently, depicting industrial centers in red and resort areas 
in green. Inspecting the unit above are, left to right: Thomas A. Monahan, executive 
director of the Rhode Island Development Council; Rhode Island Governor Dennis J. 
Roberts, and Paul F. Donelan, senior information specialist, who designed the display. 








Boston Jewelers Club Holds 
Annual Dinner and Election 


Nearly 100 members of the Boston Jew- 
elers Club"met at the Hotel Statler, Boston, 
on November 6, for their annual dinner 
and election. 

John Kennard, of Kennard & Co., offered 
the slate as head of the nominating com- 
mittee, and the election resulted as follows: 
Albert S. Munnis, of Worden-Munnis, Inc., 
Boston, re-elected president; Herbert L. 
Thomae, of Charles Thomae & Sons, Attle- 
Ellsworth 
Read, of Kettell, Blake & Read, Boston, 
re-elected secretary-treasurer; Clarence 
Lund, of Lund Jewelers, Boston, re-elected 
assistant secretary. 





Re-elected as officers of the Boston Jewelers 
Club recently were, seated left to right; 
Herbert L. Thomae, vice president; Albert 
S. Munnis, president, and Ellsworth Read, 
secretary-treasurer. Standing, left to right: 
Sidney S. DeYoung, new member of the 
board of directors; John Kennard and Dar- 
win Neumeister, both re-elected to the 


board. 


Sidney S. DeYoung, of J. & S. DeYoung, 
Inc., Jewelers Building, was named to the 
board of directors, and was escorted to 


the head table by Ellsworth Read, who 


started in the jewelry business with the 
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DeYoung firm. The board of d:rectors also 
includes John Kennard; J. Gould Cook, of 
A. Stowell & Co.;: Darwin Neumeister, of 
the Bigelow-Kennard Co.; Sturgis Rice, 
of Whiting & Davis Co., Plainville, Mass.; 
and John Blackinton, R. Blackinton & Co., 
North Attleboro, Mass. 


Members stood in silence in memory of 
Adrian Lesperance, who died during the 
past year. 

During the dinner, “Happy Birthdays” 
were marked by Elmer C. Read, 80; George 
F. Jones, of Jones & McCarthy, 75; and 
Donald LeStage, of LeStage Mfg. Co., 
North Attleboro, 51. 

It was announced that the annual ban- 
quet will be held at the Hotel Statler on 
February 6. Following the dinner, several 
acts of entertainment were enjoyed, with 
Clarence Lund and Ellery Coke, of Dieges 
& Clust, Boston, taking part with the 
professionals in a dance number. 





Open New Store in Moses Lake 


Menti Jewelers is the name of a new 
retail establishment opened late in Sep- 
tember in Moses Lake, Wash., by Huck 
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and Torb Menti. Featured during the 
formal opening was a drawing for four 
valuable prizes which were awarded to 
lucky registrants. 

The new establishment carries a com- 
plete line of nationally advertised merchan- 


dise. 


Alco Jewelry Moves to 
New Providence Location 


Alco Jewelry Inc., Providence manufac- 
turers of ladies tailored costume jewelry, 
has moved its plant from 69 Sprague St., 
Providence, to 669 Elmwood Ave., that 
city. 

Formed three years ago, Alco has ex- 
panded its operations several times in the 
past 36 months. Crowded conditions at 
the former plant necessitated the move 
into larger quarters. 

The new plant is three times the size 
of the former one, providing not only 
ample space for current operations but 
also room for future expansion. 

Officials of the company include Peter 
Voccio, president, whose long affiliation 
with the jewelry industry has been in 
production; Hy Rapaporte, vice president, 
a metallurgist, and Ben Abrams, treasurer, 
whose lengthy identification with the in- 
dustry has been in the selling field. 


—_———— 


Gordon Bros. Liquidate 
Hammond Store in Buffalo 


The Harlow K. Hammond Jewelry store 
at 54 Seneca St., Buffalo, N. Y., established 
in 1870, is going out of business. 

The store is owned by Harlow K. Ham- 
mond, 77, son of the founder. A_ public 
liquidation sale is being conducted on the 
premises. 

Gordon Brothers, 18 Province St., Bos- 
ton, have been retained by Mr. Hammond 
to conduct the going-out-of-business sale. 
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Mahar Succeeds Percival as 
Head of Diamond Peacock Club 


Nearly 100 members of the Diamond 
Peacock Club met for their annual dinner 
and election of officers at the Parker House, 
Boston, on October 30. 

Michael W. “Mike” Mahar, of Mahar 
& Engstrom Co., was elected president, 
succeeding David C. Percival, Jr., of D. C. 
Percival & Co., who was named to the 
board of directors. Arthur B. Wright, of 
Buffalo Jewelry Case Co., was elected vice- 
president; Harold W. Barry of Barry & 
Epste:n, was elected secretary; and Joseph 
T. McDevitt, of Handy & Harman, Provi- 
dence, was elected treasurer. 

Three new members of the board of 
directors were named: Edward Goldstein, 
Jewel-Smiths, Inc., Boston; David B. 
Stewart, Essco Mfg. Co., Providence; and 
Robert A. Abbott, of Wood-Abbott Co., 
Lowell, Mass. 


David C. Percival, Jr. (seated, left), retir- 

ing president of the Diamond Peacock Club, 

concrarulates new president Michael W. 

Mahar. Standing, left to right, are: Harold 

W. Barry, secretary; Joseph T. McDevitt, 

treasurer, and Arthur B. Wright, vice presi- 
dent. 


Eight new members were enrolled: 
Sebastian P. Musco, Handy & Harman; 
QO. Joseph Morris, The Watson Co., Attle- 
boro; Fred Allen, Claremont, N. H.; Joseph 
F. Fahey, Smith-Patterson Co., Boston; 
Russell I. Ferguson, Ware, Mass.; George 
R. Frankovich, New England Manufactur- 
ing Jewelers’ & Silversmiths’ Association, 
Prov dence; John L. Caten, Lowell, Mass.; 
and Robert W. Walker, Parker Pen Co., 
Boston. 

Date and place of the annual dinner- 
dance next spring was fixed as of May l, 
1954, at the Hotel Somerset, Boston. 


-_- —_——_-_—_—_ @ 


Callan-Major Plans Move 
To New Binghamton Location 


Callan-Major, Inc., jewelry store at 35 


Chenango St., Binghamton, N. Y., since 


1927. announced it will move to a new 


location a few doors away at 23 Chenango 
St. 


Arthur B. Fox, head of Callan-Major, 
said the new location is being extensively 
remodeled. Among appointments will be 
a pale green glass front, a lobby with a 
glass display showcase, and air condition- 
ing. The new store will have 50 per cent 
more floor space. 
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Style #1728 


Don’t settle for less 
than the best. According to 
our customers, Alice offers the 
finest quality, styling and finish of 
any tailored earrings in the price 
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4 Howard Whittum, erstwhile manager of 
the watch department of Bigelow-Kennard 
Co., retired last spring to his country loca- 
tion in East Otisfield, Me., where over the 
years he has established a comfortable 
estate. His “retirement” gave him a chance 
to satisfy his hobby of collecting and finish- 
ing antiques. This gave rise to his estab- 
lishing himself ‘n the antique business and 
he has been enjoying surprising activity 
during his first season. Whittum has re- 
turned to Boston for the winter and is 
back in the Bigelow-Kennard store through 
the Christmas holidays look'ng as fit as a 
prosperous country squire. 

q As this issue went to press the 10 teams 
of the Boston Jewelers Bowling League 
were rolling hard and fast, with the Mahar 
& Engstrom team back again in its ac- 
customed top place. All bowlers were 
keyed up for the annual “Turkey Roll” to 
take place on November 24. Results will 
be given next issue. 

q Charles Martin, one of America’s finest 
designers of jewelry, was present to show 
how diamonds may be utilized in new 
rings, pins, watches, or bracelets at the 
Thomas Long Co. store from November 2 
to November 7. Miss Ruth McLaughlin, 
advertising manager of the store, was mar- 
ried on October 17, and is now known as 
Mrs. Frank Prescott. 

q Shreve, Crump & Low Co. furnished jew- 
elry which was worn by Boston society 
members of the Junior Guild of the Infant 
Saviour at that organization’s annual Chry- 
santhemum Tea and Fashion Show at the 
Hotel Statler on November 7. Waldo S. 
Green, of the store’s jewelry department. 
marked his 50th anniversary with the 
firm on November 2, and was tendered a 
partv bv fellow workers, with Richard 
Shreve presenting him a sterling silver 
cigarette box in behalf of his many friends. 
q Boston’s Mayor Hynes, on a recent tour 
of Europe with several other U. S. Mayors. 
presented a Paul Revere silver bowl to 
Prime Minister Eamon DeValera while in 
Ireland. and a gold key to the city to 
Prime Minister David Ben Gurion, while 
in Israel. Both items were from the 
Bigelow-Kennard Co. store. During the 
first week of November, a large display of 
Tiffany silverware was shown in the store 
windows. with the back-drops of red and 
black velvet giving the entire display a 
unique third-dimension aspect. 

q Herbert W. Stranger of the firm of the 
same name, 306 Washington Bldg., bagged 
his deer this year at Greenfield, Nova 
Scotia, his fourth in four successive years. 
“Bert” Stranger made a record trip to the 
Soston waterfront with the Red Cross 
rescue unit at the time of the disastrous 
“Leyte” fire on October 16, when 37 were 
killed. He was accompanied on the flying 


trip by Ellsworth Read, of Kettell, Blake 


& Read, who later experienced difficulty 


in leaving the naval shipyard until cleared 
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by Bert. Late that night. Bert was inter. 
viewed over radio station WNAC, and a 
few days later had a card from Emery 
Soule, Orleans, Mass., jeweler, who said 
Bert sounded “like a real Cape Codder.” 
q In accordance with their regular holi. 
day practice, I. Alberts’ Sons, 8th floor, 
Jewelers Building, has been mailing out 
a series of attractive Christmas window 
and counter display cards. 

q Miss Millicent Cotter, daughter of C. 
Edward Cotter, of Prince-Cotter Co,, 
Lowell, Mass., became engaged recently 
to James Hogan. Their wedding is planned 
for right after next Easter. Meantime, 
“Ed” Cotter is proudly displaying the 
Jass Blake shield which he won with a 
high golfing score of 70 with the Went. 
worth Crabs, of New Hampshire. 

q Joseph R. Richard, jeweler of Salem, 
Mass.. has remodeled his watch depart- 
ment with the aid of the Buffalo Jewelry 
Case Co. 

q Mr. and Mrs. Nathaniel I. Goodman, of 
N. I. Goodman, Inc., 1006-7 Jewelers 
Bldg., spent their fall vacation in New 
Hampshire, where “Nat” in a bit of 
fishing. Miss Mary Brennan, formerly with 
George McCloud, Province Bldg., is the 
new assistant bookkeeper with the Good- 
mans. 

q William J. Murray, Jr., engraver with 
his dad, 901 Jewelers Bldg., was recently 
elected commander of the William G. 
Walsh Post 369, American Legion, Dor- 
chester, Mass. 

q Joseph T. Madden, jeweler, and _for- 
merly located in Watertown, Mass., has 
opened up his new quarters in Room 908, 
Jewelers Building, sharing space there 
with Louis Rosenblatt, diamond dealer. 

q Oresto Dell Orfano, sales manager, 
Travis, Farber Co.. 909 Jewelers Bldg., 
and former Coast Guard Reserve officer, 
was tendered a dinner at the Sheraton 
Plaza Hotel in honor of his untiring ef- 
forts for that organization. Roger Victor, 
salesman for the firm, was named vice: 
commander of the Somerville Post, VFW. 
John Bates, New England salesman, has 
spent several weeks in California, and 
now intends to locate there permanently. 
q Robert “Bob” Johnson, of Parker Pen 
Co., and former intercollegiate basketball 
player, is organizing a basketball team 
among Boston jewelers, to be known as 
the “Diamond Five,” and is looking for 


got 


volunteers with experience, and also for 
other club fives interested in_ staging 
games. 


q Henry Desjardins, of Desjardins-Jeweler, 
Beverly, Mass., left on November 1 for 
his hunting lodge in Newmarket, New 
Brunswick, where he hoped to bag a deer. 
q Lloyd B. Foulds, district representative 
of the Elgin National Watch Co., Bidde- 
ford, Maine, and a_ brother-in-law of 
“Bill” Selberg of the same firm, had an 
inspiration when he and Mrs. Foulds 
named their latest offspring William. Mr. 





THE JEWELERS’ CIRCULAR-KEYSTONE 

















Foulds feels that when the lad grows up 
he'll probably be known as *Bill-Foulds.” 
¢ Pettengill’s, Inc., jewelers of Quincy, 
Mass., have remodeled their watch-case 
division. 

q Jack Cohen of Jack Michaels Company, 
Boston, has just added the Tannebaum 
ring line in the New England territory. 

q Renaud C. Guite, Waterville, Maine, 
jeweler, is remodeling his store. 

4 “Jim” Bridges, of Smith & Zaff, 309 
Jewelers Building, was a recent week-end 
guest of J. W. Rutherford, jeweler of 
Calais, Maine. Both went on a hunting 
trip—but no luck. 

4 John L. Caten, jeweler of Lowell, Mass., 
spent two weeks this fall on a hunting 
trip in New Hampshire. 

4 Guglielmo Cini, of the firm of Cini, 
Inc., 561 Boylston St., Boston, is just back 
after a three months’ tour of the United 
States, and now contemplates opening a 
branch soon in North Hollywood, Calif. 

q Marlboro Jewelers, Marlboro, Mass., is 
now owned and operated by Mr. and Mrs. 
Paul Robinson, formerly with Edward’s 
Jewelry Co., Waltham, Mass. 

q Fran H. Preston, formerly with Clark 
& True, Middletown, Conn., has opened 
up a new store at 1050 Main St., Newing- 
ton, Conn. 

q New safety treads are being applied on 
the nine flights of marble stairs in the 
Jewelers Building, Boston. 

4 Howard Delano, formerly with the Cin- 
derella Shoppe, Hyannis, Mass., and for 
a few weeks associated with Haselton 
Co., Jewelers Building, has joined the 
Mahar & Engstrom staff as salesman cov- 
ering New York State, Connecticut, and 
Cape Cod, Mass. Sam Berman, of the 
same firm, landed a deer while on a hunt- 
ing trip in Vermont. The store has just 
added a peg-board display of Speidel and 
Bellavance watch bands. 

q David Sostek, jeweler, 812 Washington 
Building, has been ill at the Baker Me- 
morial Hospital, Boston. 

q Fred DeScenza, of Alfred F. DeScenza 
& Son, 609 Washington Bldg., has added 
a new glass-enclosed sun deck to his ski 
lodge in Ossippee, N. H., and is looking 
forward to the winter season. 

q Miss Edith Levine is a new bookkeeper 
for Joseph Gann, 406 Washington Bldg. 
q Louis Masciarelli has closed his store 
in Worcester, Mass., and opened a new 
one in Marlboro, Mass., near the location 
of the store he formerly operated there. 
He still maintains a store in Gleasondale, 
Mass. 
q Miss 
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brated her 30th anniversary with the E. B. 
Horn store, Washington St., Boston, on 
October 29. 

q Augustus C. “Gus” Burque, jeweler of 
Nashua, N. H., a member of the Boston 
Jewelers Club for many years, recalled at 
the annual dinner on November 6, that 
it was just 44 years before, on a Friday, 
November 6, 1909, that he opened his 
store at 6 P.M., after working all day to 
get it ready. He and Howard Martin, 
Washington Building, and a few other 
oldtimers, also recalled happy associations 
with the New England Jewelers Golf As- 
sociation which met in New London, Conn. 
q John Kennard, of Kennard & Co. a 
member of the Railroad Enthusiasts, re- 
cently made two trips with members of 
that organization, one on the old “Hoot, 
Toot & Whistle” on flat gondola cars 
through the Hoosac Tunnel and to Reads- 
boro, Vt., and another on a new Budd 
car to Cape Cod. 

q Jane and Phil Barber, of 712 Washing- 
ton Building, were featured recently on 
two programs by Priscilla Fortescue of 
radio station WEEI, who spoke of the 
beautiful pearl ring and pins they had 
made for her. 

q William T. Kinney, of the New England 
Gem Cutting Co., 403 Jewelers Building, 
has been ill at the Winthrop Community 
Hospital, Winthrop, Mass. 

q Ray Constant, of Constant Jewelers, 
Inc., held a formal opening of his new 
store, corner of Walnut and West Hollis 
Sts., Nashua, N. H., on October 29. He 
was formerly located at 94 Walnut St., 
a block away. 

q Members of the New England Guild of 
the American Gem Society met at the 
University Club, Boston, on November 19, 
for the first of a series of tape and illus- 
trated recorded lectures prepared by the 
GIA on the theory and use of instruments 
in colored stone identification, diamond 
appraisal, etc. This series is planned for 
presentation on alternate months and will 
include a short written quiz and stones 
for practice. 





Named to 
Waltham 
Watch Post 


COMMANDER 
SVERRE 
JOHANNESEN 


Teviah Sachs, president of the Waltham 
Watch Co., announced recently the appoint- 
ment of Commander Sverre Johannesen 
as assistant to the president. 

In his new post, Commander Johannesen 
will head up servicing and development of 
military and industrial contracts for the 
Instrument Division of Waltham. He had 
previously been associated with the U. S. 
Gauge Co., and the Eclipse-Pioneer Divi- 
sion of Bendix Aviation. 
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204 WESTMINSTER ST. PRovipenee RHODE ISLANO. 


VY ioterpieees 


HAND CARVED IN GENUINE IVORY 


Direct Imports from Germany 


NECKLACES @ BRACELETS ® EARRINGS 


Exclusive for fine retail jewelers 
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Completely Renovated 


from $4.25_ 
including parking 
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For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 





Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLaza 7-1740 











SYNTHETIC STONES 
FOR JEWELRY 


Ringstones all sizes, colors and shapes. First 
Quality—Direct to you from the manufacturer. 


Ets CHALAM in Saint Claude 
(Jura) France 
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size rings fo fit 
your customers 


NEW 
RING 
SIZER 


ALLOWS SMALL 
INVENTORY. 


i \. we eyes 4 desk Ree RRAREAGTRRA ER 5 





@Expanding mandrel 
accepts rings from 
sizes 1 to 15. 







@ Upright mandrel en- 


ables easier sizing is 
of rings. # ; 







@No scratching 
No marring. 






@Reducing die with 16 
sizing holes permits 
the greatest range of 
reductions. 
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Time Payments 


SEND FOR LITERATURE 
NEW HERMES 
PRODUCTS CORPORATION 


19 University Place, N. Y. 3, N. Y. 











3-D BIRTHSTONE 
DISPLAY ™ Imitation 


Stones 





FOR YOUR COUNTER 


$7 -06 EACH ($10. per Dozen) 
CHECK WITH ORDER FOR SINGLE PIECES 
HENRY SCHWAB 
LAPIDARY INC. 


73 W. 47th St. New York 36, N. Y. 




















AN WATCHMAKING 


REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 


Write Dept."'K"' Ill'd Catalog 
Baldwin 9-1376 Est. 1894 





Eve. School 
in Watchmaking 








Sept. 22-May 23 


Arthur T. Johnson, Principal 
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q The offices of William F. McFadden, 
located in the Jewelry Trades Building, 
were more than doubled when they were 
moved to larger quarters on the sixth floor 
of the same building. 

q Jack K. Green reports success with two 
new departments at his establishment, 
located at 415 W. Girard Ave. and known 
as the Louis S. Grossman store. Luggage 
was added March, 1953, and handbags in 
August. 

q W. A. Heine reports that he will soon 
remove his collection of watches and clocks 
from the Franklin Institute where they 
have been on display for an entire year. 
From other sources, we learn that M1. 
Heine’s collection was originally scheduled 
to be on display for a week but was 
repeatedly retained because of popular 
demand. 

q There’s a newly completed luggage room 
on the second floor of the beautiful Robert 
J. Snyder store in Norristown, Pa. The 
Snyder store has carried luggage for several 
years, Chester Snyder, owner, reports. 

q Paul & Heller, manufacturing jewelers 
at 138 S. 8th St., was closed October 29, 
30 and 31 in respect for the late Mrs. 
Isadore Paul who passed away on Oc- 
tober 29. Mrs. Paul was the wife of 
Isadore Paul, who has been a partner at 
Paul & Heller for the past 11 years. Be- 
sides her husband, she is survived by two 
sons, a daughter and four grandchildren. 
q Louis A. Kahn, jeweler at 213 S. 15th 
St., Philadelphia, was in luck when an 
overly ambitious reporter gave the store 
mention in connection with a story on a 
fire in a nearby restaurant. Kahn’s was 
especially lucky because the store was not 
damaged as the newspaper reported and 
also because the news item attracted con- 
siderable attention. 

q Mr. and Mrs. Bernard Spector have 
completely renovated and enlarged their 
jewelry store in the PTC Terminal Build- 
ing at 69th St., Upper Darby. As part of 
its new decorating scheme, the firm in- 
stalled new fixtures and added a gift 
department. 

q The well-known gift department at the 
Robert J. Synder store in Norristown has 
been enlarged again, this time to accom- 
modate a display of chinaware. A custom- 
designed knotty pine display case (match- 
ing the trim of the gift section) houses 
chinaware below waist level. Its top makes 
a table for further display of suitable china- 
ware. And above and behind this, the wall 
is trimmed with rows of plates hung as 
collectors’ items might be, with an iden- 
tifying label beneath each. 

q If the folks in the city of Camden seem 
to be more punctual these days you can 
credit W. A. Heine of 31 S. 40th St., 
Philadelphia. His staff has just repaired 
and practically rebuilt the Camden City 
Hall clock. In Ph ladelphia, too, Heine 
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workmanship appears in another prominent 
position. The Pennsylvania Co. now sports 
a clock over its doorway which was re. 
cently installed by the Heine staff. 

q Harry D. Curnow of the Retail Credit 
Merchants Association renews his invita. 
tion to every dealer selling on the install. 
ment plan to become a member of this 
merchant-owned organization operating for 
the benefit and protection of merchants 
who use a credit sales system. 

q Tappin’s four stores in the Philadelphia 
area (including the new one at 911 Market 
St.) are now sponsoring their first tele. 
vision show. From early September for 
13. weeks, taking them into December, 
Tappin’s is sponsoring “Douglas Fairbanks 
Presents” over WCAU-TV at 7 to 7:30 
P. M. each Sunday evening. 

q Harry Kirshbaum, salesman in the ap- 
pliance division of Aisenstein & Gordon, . 
plans to vacation in Florida ‘mmediately 
after Christmas. 

q Aisenstein & Gordon have extended an 
invitation to jewelers to see the greatly 
expanded diamond department recently 
opened at their business establishment at 
712 Sansom St. under the supervision of 
Joseph Gersh. 

q A series of special d‘splays are attracting 
throngs of visitors to the new store at 16th 
and Chestnut Sts., to which Bailey, Banks 
& Biddle recently moved. On November 
3 and 4, this store featured a special ex- 
hibit of American porcelain created by 
Edward Marshall Boehm, well-known 
sculptor whose work is represented in the 
Metropolitan Museum of Art. Mr. Boehm, 
himself, attended to personally present an 
autographed sketch with each piece pur- 
chased. During this same week an out- 
standing window display featured boulders 
of precious and semi-precious gemstones 
“in the rough” with polished, mounted 
stones of similar type on and around them. 
Clouds of vari-colored pastel net tied-in 
these displayed items with a background 
of a magnificent framed portrait of desert 
skies reflecting the colors of the gemstones. 


—_ 


Rosenzweig Heads Arizona RJA 

Newton Rosenzweig of Phoenix was 
elected president of the Arizona Retail 
Jewelers Association on October 14 at the 
annual convention of that group. He suc- 
ceeds Albert L. Firestone of Phoenix. 

Others elected were Otto Schmieder, 
Phoenix, vice president, and Les Larson, 
Seottsdale, secretary-treasurer. 





Byre Moves to New Selah Site 
The jewelry store of Elmer O. Byre, 
located in Selah, Wash., was formally 
opened several months ago in new and 
modern quarters. Since the opening, Mr. 
Byre has installed additional fixtures and 
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wall displays to facilitate the display of 
holiday merchandise. | 





Bulova Expert Conducts 
Symposium in Philadelphia 

Over 350 persons packed the Clover | 
Room at Philadelphia’s Bellevue-Stratford | 
Hotel November 5 upon the occasion of | 
Max J. Schwartz’ second visit to that city 
on behalf of the Bulova Symposium. The 
topics of self-w'nding watches and escape- 
ments proved of particular interest to the 
watchmakers gathered. 

Mr. Schwartz, technical director of the 
service division of Bulova Watch Co., allo- 
cated a generous portion of time so that 
jewelers and watchmakers present could 
question him on technical points. 

Last Aprl when Mr. Schwartz spoke in | 
Philadelphia, over 600 people crowded the | 
ballroom in one of the main hotels, and | 
though countless standees were permitted | 
in the room, many were turned away. | 





During the past three years Mr. Schwartz 
has conducted symposia on self-winding 
watches and other technical subjects in 
more than 150 different cities from coast- 
to-coast. A noteworthy example of the 
far reaching effects of these symposia is 
that they have been given in four provinces 
of Canada. 

The latest symposium in Philadelphia 
was sponsored by the following firms: Cen- 
tral Watch Materials & Supply Co.; 
A. Zlotnick & Co.; William S. Waples; 
Keystone Jewelers Supply Co.; Goldberg 
& Co.: Jacob Kramer & Son, and Jos. B. 
Bechtel & Co. 





Prohodsky Remodels Store 


Michael Prohodsky, jeweler of Ellinwood, 
Kan., formally opened his completely re- 
modeled store on November 6 and 7. 
Opening ceremonies attracted large num- 
bers of townspeople who visited and in- 
spected the renovated establishment. 
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Among those seated on the dais at the 14th annual dinner-dance of the Retail Jewelers 

Association of Philadelphia & Eastern Pennsylvania were these past and present officers 

of the organization who posed for this photo before the affair got underway. They are, 

seated left to right: Samuel Kind II, treasurer; Milton Smith, past president; Myer B. Barr, 

president; Edward Chatkin, past president, and Charles Heine, past president and head 

of the Pennsylvania RJA. Standing, left to right, are: Edwin Malmed, general counsel; 
Lewis De Wolf, second vice president, and Jack Green, past president. 


Over 400 members and guests attended 
the 14th annual dinner-dance of the Retail 
Jewelers Association of Philadelphia & 
Eastern Pennsylvania which was _ held 
October 27 at the Bellevue Stratford Hotel. 

The evening started with an invocation 
by Louis Jagielky, Jr.. which was followed 
by an an address of welcome by President 
Myer B. Barr. During dinner Joe Frasette 
and his orchestra entertained. Immediately 
after the banquet fare Harry Biben emceed | 
a floor show titled, “D‘amonds and Drag- 
nets” or “Barr Strikes Back.” 

Over 120 prizes were displayed on a 
table at the entrance to the ballroom be- 
fore dinner and were awarded through a 
drawing conducted during the meal. 

At the head table sat Myer Barr, presi- 
dent of the association, and Mrs. Barr; 
Charles H. Heine, past president and presi- 
dent of the Pennsylvania RJA, and Mrs. 
Heine; Jack K. Green, past president, and 
Mrs. Green; Milton E. Smith. past presi- 
dent, and Mrs. Smith: Francis Haggerty, 
first vice president, and Mrs. Haggerty: 
George A. and Mrs. 





Lyons, secretary, 
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Lyons; Edward Chatkin, past president, 
and Mrs. Chatkin; Samuel Kind II. trea- 
surer, and Mrs. Kind, and Edwin S. Mal- 
med, general counsel, and Mrs. Malmed. 

The places set at the head table for 
Ralph Huberman, who headed the enter- 
tainment committee, and Mrs. Huberman, 
remained vacant because their plane was 
grounded in the fog on their way home 
from a weekend trip. 

The committee directly responsible for 
the successful affair included Stanley M. 
Lefkoe, head of the tickets group, and Jack 
K. Green, who took charge of door prizes. 

The banquet program contained an ex- 
planation of the functions and some of the 
activities of the association, incorporated 
as a non-profit corporation February 26, 
1940. A message entitled “Quo Vadis” by 
Myer Barr was printed in the program. 
It urged members to “become jewelers” 
by maintaining professional status through 
increasing skill and knowledge of the 
jewelry field, as a means of combating 
competition from non-jewelry outlets sell- 
ing jewelry items. 











Shrine Ring 
Pins and Buttons 


Le Created By — 
07° GRAN SQ 





THIS SHRINE RING and the diamond 
set shrine emblems are among the most 
popular in the GRAN line. The ring, of 
good weight and medium price is of 
exceptional design and finish. It has a 
carved white gold shrine emblem ap- 
plied upon a red enameled ray back- 
ground, Available with Scottish Rite or 
York Rite side emblems or a combina- 
tion of each, enameled in proper colors. 


Ask to see this fine ring and these out- 
standing pins and buttons. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 

















BOHEMIAN GARNET JEWELRY 
10 Karat Gold 
Antique and New 





Earrings, rings, crosses, brooches, 
necklaces, bracelets. Many styles. 


Write for an approval package. 


We specialize in repair of all garnet 
and seedpearl jewelry. 


ASIATIC ART JEWELRY CO. 


225 Fifth Ave., N. Y. C. 10, N. Y. 








17 


or 








PRESENTATION 
LOUPE 





THE IDEAL XMAS GIFT 10 


DIAMOND & JEWELRY EXECUTIVES 
@ 14 KARAT GOLD 
@ 10 POWER HASTINGS 
TRIPLET LENS, B.&L. 
@ DUST-PROOF 
@ 25°/, SMALLER THAN 
CHROME LOUPE 
@ 10° LARGER FIELD 
OF VISION 


A LIFE-LONG GIFT FOR 
ONLY 38>° WHOLESALE 


MANUFACTURED ONLY BY 


SOUTHERN JEWELRY CO. 


112 WEST HOUSTON ST. 
SAN ANTONIO, TEXAS 
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ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





| Silverware — Gold and ploted fewelry — old 

costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 

















ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
ee JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 














WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches. 
Prompt mail service 


Write for New Catalog 60 


DEAN COMPANY 


72 N. Atlantic Ave., Daytona Beach, Fia. 























q Congratulations are in order for Mrs. 
Johnnie Martin Byrd, a well-known per- 
sonality in Florida jewelry circles, upon 
her marriage on October 18 to Lawrence 
Henry Kinard in Miami. A familiar figure 
at all functions of the Florida Retail Jewel- 
ers Association, Mrs. Byrd was associated 
for many years with Lawton’s Jewelers in 
Orlando. The newlyweds have taken up 
residence in Atlanta, Ga. 


q Harold Schackman was recently elected 
president of the Dallas Jewelers Associa- 
tion, succeeding Ralph Novin (Novin’s 
Jewelers) Other officers elected were Bob 
Gough (Gough Jewelry Co.), vice presi- 
dent and treasurer, and Frank Everts 
(Arthur A. Everts Co.), secretary. 


q The J. W. Waters Co., retail jewelers 
at 309 Federal St., Bluefield, W. Va., re- 
cently observed its 37th year in business. 
The firm was founded by J. W. Waters in 
1916, five years after he arrived in Bluefield 
from Philadelphia. For 30 years of that 
time, Waters has had as his partner, 


Charles A. Roberts. 


q 0. B. Tyler, longtime Dallas jeweler, 
has been named head of the watch sales 
department of the Peacock Jewelry Co., 
1802 Elm St., Dallas, Texas. Mr. Tyler 
has been in the jewelry business 31 years 
and spent 15 of them in Dallas. He for- 
merly owned a Dallas store and for 11 
years was with a prominent Dallas jewelry 
store. 


q Don M. Lutz, jeweler of Fort Worth, 
Texas, has moved from the Professional 
Building at 1216 Pennsylvania Ave. to the 
Fair East Shopping Center at East Lan- 
caster St. and Edgewood Ave. 


q Barnett Shaw, manager of Shaw’s of San 
Antonio (Texas), whose hobby is writing 
music, has been elected a member of the 
American Society of Composers, Authors 


and Publishers. 


Baltimore-Washington News 


q Leon Engel, who operates leased depart- 
ments on the premises of the Stieff Com- 
pany’s three Baltimore retail stores, re- 
cently added a line of diamonds and china. 
He formerly handled only fine watches, 
high grade occasional clocks and watch 
attachments. 

q Louis Booke recently moved from 119 W. 
Saratoga St., Baltimore, to new quarters 
next door at 117 W. Saratoga St. The 
new location is larger and more adequate 
space is available for display of merchan- 
dise. A line of antique jewelry and silver- 
ware is featured. The store has a modern 
front and spacious window. 

q Egon Werthamer, optometrist, has pur- 
chased the firm of Schaefer & Addison, 
Inc., 133 S. Broadway, Baltimore. George 
Schaefer: announced his plans to retire re- 
cently having attained his 75th birthday 
and after having conducted a jewelry and 
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optical business af this location for a half 
century. 

q While alone Thursday evening, Octobe; 
29, in the store of Alberts Jewelers, 105% 
N. Eutaw St., Baltimore, Mrs. Bobbie Lot. 
terer, a clerk, was forced to lie on the 
floor in the rear of the store by a gunman 
while he robbed the safe and cash register, 
Albert Cohen, owner of the store, had 
left the premises for a moment during 
which time the thug entered the establish. 
ment flashing a gun. It was reported that 
the bandit made off with $500 in cash, 
several watches from the showcase and an 
electric razor. 

4 John Vermillion of Vermillions Jewelry 
Shop, Frederick Rd. and Ingleside Ave, 
Catonsville, Md., is back on the job after 
recovering from an illness which hospital- 
ized him for more than two weeks. 

q Louis Kaplan, former wholesale jeweler, 
is now operating Town Jewelers, a new 
retail establishment at 303 W. Fayette St,, 
Baltimore. 

q Jasper C. Smith, who formerly operated 
the Ambassador Jewelry & Gift Shop at 
1838 Columbia Rd., N. W., Washington, 
D. C., opened a new store at 6106 Luther 
Lane, Dallas, Texas, on November 14. The 
business will be conducted under the name 
of J. Smith Jewelers. 
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‘Repair for Profit’ Clinics 
Held in Four Southern Cities 


The first four in a projected nation-wide 
series of Repair For Profit Round-Tables, 
sponsored locally by watch material dis- 
tributors in cooperation with the Watch- 
makers of Switzerland, attracted hundreds 
of jewelers and watchmakers during recent 
weeks. 

With “The Business Side of Watch Ser- 
vice” as its theme, each of the watch repair 
merchandising clinics consisted of a series 
of talks on various facets of the retail 
jewelry store’s service operation. A repre- 
sentative of The Watchmakers of Switzer- 
land spoke on “Merchandising Watch 
Repairs For Greater Profits,” while repre- 
sentatives of the L&R Manufacturing Co. 
and Jacoby-Bender, Inc., who had been 
invited by the local sponsors to participate 
in the panels, discussed “Watch Cleaning 
Techniques” and “The Watch Attachment 
You Sell,” respectively. 

The initial session was held in Rich 
mond, Va., and was sponsored by Richmond 
Jewelers Supply Co. It was followed by 
meetings in Atlanta, Ga., with Ewing Bros, 
Jewelers Supply Co., and Swartchild & Co. 
as hosts; Kansas City, Mo., under sponsor- 
ship of Jules Borel & Co., Meyer Jewelry 
Co., and Carl R. Shaffer & Co.; and in 
Memphis, Tenn., under the aegis of S. Far- 
gotstein & Sons. 

Other suppliers of lines handled by 
materials distributors will participate in 
future Round-Tables, pointing out to the 
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rade how proper use and merchandising 
of the types of items offered by them can 
the service department’s profit 


dued manner on thé cover of the catalog, 
while: the retail jeweler’s firm name and 
street address appear on the inside of the 
back cover. ) 


The name Wals apepars only in a sub- | 
| 


increase 
possibilities. 


KIRK sdval 


Sirce 1926 


Corporation 
The World’s LARGEST 
DIAL REFINISHING COMPANY 
Asstires You of TOP 
QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1625 Broadway, Oakland 12, Calif. 
Seaboard Bldg., Seattle |, ‘Wash. 

29 E. Madison S+.,-Chicago 2, Ill. 
University Bldg., Denver 2, Colo. 

923 Penn Ave., Pittsburgh 22, Pa. 

83 Walton St. N.W., Atlanta 3, Ga. 
108 W. Fayette St., Baltimore 1, Md. 





In a note accompanying the catalog, the 
Wals firm pointed out that they regard the 
industrial-wholesalers catalogs as a “seri- 
ous menace to the welfare of our industry.” 
It was stated that the concern is doing 
everything in its power to help the jeweler 
combat this evil. 


Albany Firm Marks Anniversary 
with Novel Institutional Ad 


Kred S: Cason, jeweler at 267 Central 
Ave. Albany, N. Y., marked his first year 
of business with an institutional newspaper 
ad ‘in which he invited everyone to come 
in and say hello on the store’s birthday. 

The ad was captioned: “One Year Old 





_———— 


TIMELY MEMENTOS — 


Tomorrow.” 
Copy read: “It’s nice to have a birthday. 


And we're enjoying every minute of ‘it, 
thanks to you, our customers, who made 
this first birthday possible. For it will be 
just one year ago tomorrow when we 
opened our. doors to invite your patronage. 

“Our policy has been, and, of course, 
always wlll be, to offer the best. selection 
in jewelry—from our costume line right 
up to our nationally famous watches—at 
the lowest possible cost to you. That you’ve 
appreciated this ideal is evident in our 
continued growth and prosperity. For this 
we thank you -again. 

“So, when we open our doors at 10 A.M. 








As a memento of their participation in the 
dedication of Falcon Dam on October 19, 
President Eisenhower and Mexican President 


tomorrow, whether you come in for a pur- 
chase, repair work, or: just to sav hello: 
come in anyway, won’t you? It’s our 
birthday and we will enjoy being re- 
minded of it.” 


Adolfo Ruiz Cortines.each received an ap- 
propriately engraved; Semca ‘clock. Pre- 
sented by a regional branch of the Veterans 
of Foreign Wars, the clocks were purchased 
at Taylor Brothers, jewelers of Corpus 
Christi, Texas, and were displayed in that 


Affiliated Companies 

KIRK DIAL OF MISSOURI 

1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 

1700 Commerce, Dallas, Tex., and 


Stewart Bldg., Houston, Tex. 


firm's window the week before the dam 
was dedicated. 
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Reynolds Co. Names Branyen 
As Diamond Department Head 


The E. W. Reynolds Co. announced 
recently that J. Paul Branyen has been 
appointed head of the diamond depart- 
ment of the firm’s Los Angeles division. 
He replaces Elmer Zimmer who is re- 
tiring after 39 years in the jewelry 
industry. 

Mr. and Mrs. Zimmer are planning 
an extended European vacation trip. Up- 
on their return to Southern California, 
they will make their home in Laguna 
Beach. 

Mr. Branyen, in addition to his new 
duties, will continue his active manage- 
ment of the watch department. 

In addition to Mr. Branyen, the E. 
W. Reynolds Co. diamond department 
personnel consists of: Roland L. Ridge- 
way, assistant manager, Richard H. 
Knobla, Clara Louise Brown and Carol 
Weberg. 
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JUST ARRIVED FROM 
OUR FACTORY 


\i } aan YF in the Black Forest. This beau- 
Pe 7 oo” i . tiful, hand crafted, deeply 
~<a carved 8 day cuckoo clock. 
Fully synchronized. Size 16" 
ste". 


Keystone $37.00 


Also available #1140/8. 
Size 14" x 9”. 


Keystone $29.00 


Every clock expertly packed 
with weights in individual 
mailing cartons. 
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Wals Omits Word 'Wholesale' Ready for Immediate 


From Newly-Issued Catalog 


A novel and commendable step was 
taken by Edward M. Wals & Son, whole- 
sale jewelers at 210 W. Michigan ‘St., 
Milwaukee, when they recently printed 
their new catalog. Nowhere on the firm’s 
new catalog do the words “wholesale,” “dis- 
tributors,” “catalog,” or any other names 
appear to suggest to the consumer a place 
other than the retail jeweler as a source 
for the item which the retailer is consult- 
ing the book for. 


Delivery 







SEND FOR NEW CATALOG 
AND LATEST PRICE LIST 


HENRY COEHLERCO.., INC. |. 
101 Fifth Avenue New York 11, N. Y. 


1524 Merchandise Mart, Chicago, Ill. 
300 Merchandise Mart, Dallas, Texas 
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odernize 


your present 
NEWALL stem system 





WITH 


THE NO. 645C NEWALL STEM SYSTEM 


144 high quality stems are contained 
in a one drawer steel cabinet. All for 




















just $23.00. See your jobber today. 
THE NEWALL MFG. CO. CHICAGO 2 
—GOLD 
(tt Qe —SILVER 
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@ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 Seuth Wabash Avenue Chicage 3. Ulilnels 


This is Our Only Location 




















WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


663 Metropolitan Bidg., Detroit 26, 








Mich. 

















The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 





HENRY PAULSON and COMPANY 


138 Se. WABASH AVE CHICAGO 3, tL 


Please send me full information covering the Jewelers 
Beggeet Business Builder the Paulson Time-O-Grat 


SAME 
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q Wm. Gibson, president of Cole & Young 
Co., jewelers at 9144 Commercial Ave., left 
November 2 with his niece, Mrs. Charles 
Adams, for a four-month visit in Honolulu. 
On March 1 they will return to San Fran- 
cisco and, according to present plans, will 
spend the remainder of the winter in 
Miami Beach. Mr. Gibson, a former presi- 
dent of the National Association of Credit 
Jewelers (NJA predecessor), will celebrate 
his 80th birthday in January. 

q A special foreign visitor at the October 
15 luncheon of the Chicago Jewelers Asso- 
ciation was M. Hede, manager of Sporrong 
& Co., leading jewelry manufacturers in 
Sweden. Mr. Hede is visiting in the United 
States. 

4G. H. Matson reported that the Chicago 
Jewelry Manufacturing Association has 
postponed its annual meeting and election 
of officers until after the first of the year. 

q Albert Fleigel, in charge of the Blue- 
bird Division of Stein & Ellbogen’s dia- 
mond department, recently celebrated his 
25th year with the firm. Frank Pickell, 
also in Stein & Ellbogen’s diamond de- 
partment, was recovering from an appen- 
dix operation early in November. 

q The Jewelry Training Service, 226 S. 
Wabash Ave., held its first twelve gem 
lectures from October 6 through November 
11. Subjects covered included: gems and 
gem materials; physical and optical prop- 
erties; discrimination between three stones 
of similar appearance; reflection and re- 
fraction of light and why it is important 
in cutting gemstones; colored gems, phe- 
nomenal stones; diamonds and pearls. 

q At a joint dinner-meeting and _ ladies 
night, the Illinois Watchmakers Association 
and the Midwest Chapter of the National 
Association of Watch and Clock Collectors 
had a special showing October 27 of fine 
color slides of the Leopold Metzenberg 
collection of watches. Professor Richard 
Cole, Northwestern University, did an ex- 
ceptionally good job on these pictures, 
which are of added interest since this 
famous collection of watches was stolen. 
At a previous joint dinner-meeting. Sep- 
tember 29, the group heard Tom Cullen 
on “Antique Clocks of Unusual Des‘gn.” 
q Congratulations are in order for Helen 
and Vincent Newman (of the Jewelers 
Board of Trade) who celebrated their 25th 
wedding anniversary on November 10. They 
had a small family party the weekend 
before, attended by their two sons, their 
daughter and her husband, and two grand- 
children. 

q Sam S. Skurie, 44, of 6975 Greenview 
Ave., manager of the Lloyd J. Butler Co., 
jewelers, died of a heart attack November 
9. Surviving are his widow, a daughter, 
a son and two sisters. 

q Joseph Goldstone (Imperial Pearl Syn- 
dicate), president of the Importers Asso- 
ciation of Chicago, announced that a num- 
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ber of jewelry importers have joined the 
association, these including: Frederick y 
Gottlieb & Co., Hirsch & Co., Wm. Lavine, 
Wm. Zimmerman, and the Hallmark Corp, 
Meeting once a month, the association has 
been in existence five years and now has 
over 400 members. 





Chicago Jewelers’ Group 
Honors Appel at Meeting 


Sunday night, November 29, was really 
going to be a gay night for members of 
the Jewelers Association of Greater Chi. 
cago and their guests. Six hundred or 
more were expected to attend their annual 
dinner dance, to be held this year at the 
Chez Paree. Dave Wexler and S. B. Slavin, 
in charge of the affair, reported that the 
entertainment would feature Tony Martin 
and the regular Chez show. 

The Jewelers Association of Greater 
Chicago had a special meeting Wednesday 
night, November 11, in honor of George 
Appel who is retiring from business. Mr, 
Appel was the owner of Barr Brothers 
(63rd and Halsted) which has been pur. 
chased recently by Marx Brothers Jewelers. 
A charter member and one of the organiz- 
ers of the JAGC, Mr. Appel was presented 
with a plaque and made an honorary men- 
ber of the association for life. 





Jewelers in Rockford (lll.) 
Form Local Association 


Retail jewelers of Rockford, IIL, have 
formed a local organization known as the 
Rockford Retail Jewelers Association. It 
has a membership of 25 stores. 

Evening dinner-meetings are held once 
a month in Hicks Grill, except during 
the summer. Attendance ranges from 1) 
to 25. 

Objectives of the organization are to 
promote a better acquaintance and better 
feeling among those in the retail jewelry 
business in Rockford and to discuss trade 
problems. 

One of the accomplishments thus far is 
a cooperative newspaper advertising cam- 
paign under the signatures of all member 
jewelers. Ads appear once a week in the 
Sunday Morning Star and Monday Regis 
ter-Republic. Cost of the advertising 1 
pro-rated to the member jewelers each 
month, 

The advertising has a two-fold purpose, 
Herbert Philbrook, advertising chairman, 
states. “We try to impress upon people the 
advantages of choosing jewelry for gifts 
and the importance of buying jewelry 
from a jewelry store.” 

Advertising themes follow the seasons, 
with emphasis on jewelry for gifts for the 
bride and graduate, watches for back-to- 
school and choice of jewelry gifts fo 


Christmas. 3 
Officers of the Rockford RJA are: Pres 
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dent, Harold Troxel (Troxel Jewelers) ; 
Vice President, Doyle Bowers (Doyle O. 
Bowers Jewelry store); Secretary, Sam 
De Bella (Hoffman & Son), and Treasurer, 
George R. Brown (Bolender’s). 





Past Presidents of CJA 
Receive Special Medals 


Saturday night, January 9, is the date 
set for the Chicago Jewelers’ Association’s 
gala annual banquet. A very large atten- 
dance is expected. As in previous years, 
cocktails will be served earlier in the eve- 
ning in the Normandy lounge of the Conrad 
Hilton Hotel, after which members and 
guests will partake of a sumptuous banquet 
in the grand ballroom of the hotel. 

It was expected that an unusually large 
crowd would attend the November 19 
luncheon of the CJA at the Palmer House. 
The reason being, Alex Dreier, well-known 
news commentator, who was guest speaker. 

In accordance with established prece- 
dent, the October 15 luncheon meeting 
of the CJA was dedicated to their “past 
presidents.” The main event was the 
presentation of a special medal in honor 
and memory of their presidency to each 
of the past presidents. Thirteen past presi- 
dents were at the luncheon and received 
their medals in person. Medals were sent 
with letters to past presidents unable to 
attend the meeting. 

Charles Ellbogen, president, stated that 
the past presidents expressed their thanks 


| 


and gratitude, many stating in letters that 
they have been deeply touched by the 
gesture and the medals will bring pleasure 
to the recipients for all times. 





Eighteen past presidents of the Chicago 

Jewelers Association were recently pre- 

sented with the newly created medal shown 

here. The new medallion, to be worn at 

CJA banquets, is beautifully executed in 
karat gold. 


Guest speaker at the luncheon was Klein 
Weatherford, special agent in charge of 
the Chicago office of the Federal Bureau 
of Investigation. In his inimitable man- 
ner, he told members some plain truths 
about the G-men, how they operate, how 
they have helped the industry, and how 
we can help them. At the end of his talk, 
Mr. Weatherford very graciously answered 
questions from the floor. 





GOLDEN ROOSTERS HOLD WELL-ATTENDED STAG PARTY 





Officers of the Golden Roosters, and members of various committees, are shown here at the 
November 5 stag party. Seated, left to right, are: A. C. "Doc" Wilson (Handy & Harman), 
scratcher; George Mason (McGreevy-Mason Co.), chanticleer, and Melvin L. Goldman, 
keeper-of-the-nestegg. Standing, left to right: Vincent Newman, Herman Kramer, Bert 
Jacobs, Ray Zelke, Robert Lieberman, Luke Lewy and Alvin Lauschke. 


One of the largest turnouts ever attended 
the November 5 fall stag of the Golden 
Roosters, held at the Harrison Oyster 
House. The party was very ably run by the 
entertainment committee headed by Herman 
Kramer and Rudy Samuels. 

Films of past Rooster initiations were 
shown and were very well received. The 
films covered the years 1938, 1939, 1940, 
1949 and 1950. Some films which Ward 
Hendricks had also taken were shown as 


FOR DECEMBER, 1953 


! 


well as ones taken by the organization. 
Pledges of funds were taken for the 
Division Street YMCA Boys Club to send 
underprivileged youngsters in this poor 
neighborhood to Camp Channing in Pull- 
man (near South Haven), Mich., next 
Summer. Dick Mashe, secretary and di- 
rector of the Division St. YMCA, who has 
been coming to Rooster affairs since its 
inception, felt the group had pledged 
enough to send about 125 boys to camp. 

















GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





8i8 LIBERTY AVE. PITTSBURGH 











Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceabies 


y 
‘ 


Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S$. Wabash Ave. Room 611 





CHICAGO 3, ILL. 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, tll. 
Students may enroll at any time of the year 

















CENTRAL WATCH CO. 


ESTABLISHED (91) 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 


ON 

















Gucompaable 


than ordinary work é 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
530 WALNUT ST. CINCINNATI, O. 














DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI ° DALLAS 














SCHWAB helps the 





Retailer Sele! 


Exclusive Franchise Plan available to one 
ethical retailer in a community. It offers 
EXCLUSIVE BRAND NAME merchandise 
# backed by NATIONAL ADVERTISING. 
Displays, Newspaper Mats, Radio Com- 
mercials, Window Cards, and dozens of 
other Sales Helps FREE! Write Today 





for Details and Available Territories. 
& SONS 


A.G.SCHWAB ‘x: 


229 E. Sixth St., Cincinnati 2, Ohio 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELBRS SINCB 1873 
611-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1954 Catalogue 
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q Local manufacturers and wholesalers are 
experiencing one of their busiest holiday 
seasons in many years in efforts to fill the 
flood of orders:fiém retailers. It seems 
apparent that the’public this year is plac- 
ing jewelry high-on its list of Christmas 
gifts, and all segments of the trade here 
are making every effort:“to*'satisfy this 
demand by having ample stocks -available 
in retail stores. ‘ 

q Ak'm Litwin of Litwin ‘&:Séns, Inc., and 
his wife, are now at their winter home in 
Miami Beach, Fla. Clarence Loeb, a Litwin 
salesman, left early in December with his 
wife for an annual vacation of several 
weeks in Hollywood, Fla. While enroute, 
they visited for several days with their 
son, Nat Loeb, a retailer in Gainesville, Fla. 
q The widows of two former retail jewel- 
ers, both widely known in the trade here, 
died recently. They were Mrs. Mary Eliza- 
beth Schemel, 86, widow of Anthony 
Schemel, who died October 10 at the home 
of a daughter in Hamilton, O. The store 
in the Mohawk section of this city is still 
being operated under the family name. 
Mrs. Charles O. Schneider, widow of 
Charles O. Schneider, retailer in Louisville, 
Ky., died November 2. She is survived 
by a son, Arthur, who is continuing the 
business. 

q Plans for future activities of the Cin- 
cinnati Wholesale and Manufacturing 
Jewelers Association were discussed at a 
dinner meeting on November 4 at the 
Cincinnati Club. 

q November business trips were made by 
John Schira, Jr., of Schira Brothers, manu- 
facturers, in the south, and Albert Schech- 
ter of Albert Jewelry Co., wholesalers, to 
New York City. 

q Robert Stocker, Jr., son of Robert 
Stocker, salesman for Rosfelder Brothers 
& Co., manufacturers, is stationed with the 
Army Medical Corps in Wurtzburg, Ger- 
many. 

q Eben Barker, salesman for the Flanagan- 
Kovac Co., wholesalers, was recuperating 
at Deaconess Hospital from an illness. 

q Carroll Seghers has closed the retail 
store he operated for many years at Fifth 
and Main Streets to devote his entire time 
to his store in Coral Gables, Fla. 

q Recent business visitors here included 
George Kissick of the H. F. Barrows Co., 
and Harry Hart, diamond dealer of New 
York City. 

q George E. Brown of the Gerwe Brown 
Co., wholesalers, spent a week in November 
at the company’s branch in Dallas, Texas. 
q The 1954 catalog of the Wallenstein- 
Mayer Co., wholesalers, features numerous 
new lines. 

q The Kaufman-Kassel Co., manufacturers, 
announces that George L. Mason and 
William McGreevy, both of Chicago, have 
taken over the territory of Harold B. 
Cohen, salesman for the last six years, 
who is ill at his home in Buffalo, N. Y. 
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Upon his recovery, Mr. Cohen will return 
as a company salesman. 

q R. J. Frommeyer of ,Klein Brothers Co., 
wholesalers, attended the, New York and 
Providence shows; Ray C. Eibel of the 
firm returned from a sales trip to Florida 
and Mississippi, and Irvin F. Harmon, a 
former company salesman, again is with 
the firm, covering Ohio, Indiana and Illinois 
territory. i! 

q Frank C. Herschede, a grandson of the 
founder of the Frank Herschede Co., re 
tailers, has been appointed company sales 
manager. Mrs. Virginia White is manager 
of the firm’s recently-opened branch store 
in the residential Hyde Park area of the 
city. Webster Kemerer, former store sales- 
man, is now with the Harrington Co., 
Columbus, O. 

q Edward L. Spitznagel, manager of Geo. 
H. Newstedt & Co., retailers, and president 
of the Greater Cincinnati Retail Jewelers 
Association, has been awarded the title of 
Certified Gemologist by the American Gem 
Society. 





Detroit Jewelers Elect 


Jose Winsen (Jose Winsen Co.) was re- 
cently re-elected president of the Detroit 
Wholesale and Manufacturing Jewelers 
Association. 

Also re-elected were: Jack Brodie (A. 
Brodie), vice president; Chuck Reis, trea- 
surer, and Otto Woodward, secretary. 





Swiss Announce Winners in 
Watch Inspection Time Contest 


Max Strasburg, of Strasburg’s, Holly- 
wood, Calif., has been named grand award 
winner in the fifth annual Watch Inspection 
Time Contest, sponsored by the Watchmak- 
ers of Switzerland in cooperation with the 
Watch Material Distributors Association of 
America. 

His prize was a Swiss-made ship’s chro- 
nometer, pivot-mounted in a polished wood 


~ case, 


Other prize-winners and their awards 
announced by Paul Tschudin, director of 
the Watchmakers of Switzerland Informa- 
tion Center, were: 

Second prizes: E. J. Allen, of Newton’s 
Jewelry, Graham, Texas; Ralph Pierro, of 
Bradenton, Fla., and C. M. Proper, of 
Proper Jewelry, Auburn, Neb.—each & 
Bolex 8 mm. motion picture camera by 
Paillard. 

Third prizes: Joseph M. Peters, of M. G. 
Peters & Bros., Brooklyn, N. Y. and Manny 
Block, of Key Jewelry Co., Columbus, Ohio 
—each a Hermes rocket typewriter. 

To enter, contestants were required to 
submit “a workable merchandising idea 
that can make the service department more 
profitable.” Contest judges were the presi 
dents of six national jewelry and horo- 
logical trade associations. 
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Survey Shows Wholesalers 
Expect Good Christmas Season 


A; majority® of the country’s leading 
jewelry distributors expect 1953 fall and 
@bristmas business will be better or equal 
to last year, it was reported in a spot 
survey made by the Waltham Watch Co. 

Teviah Sachs, president, announcing re- 
sults of the survey in which 27 of his firm’s 
wholesale distributors across the country 
participated, said that nine of the whole- 
salers felt general prospects for fall and 
Christmas jewelry sales would be anywhere 
from five to 30 per cent better than last 
vear; ten felt business would be about 
equal; and seven thought business would 
be anywhere from five to 20 per cent lower. 

Here are some of the other survey re- 
sults as announced by Mr. Sachs: 


Prospects for watch volume—Ten of the 
wholesalers felt their watch volume for 
fall and Christmas, 1953, would be any- 
where from five to 100 per cent better, 
with the majority in the higher brackets, 
while nine of the wholesalers asserted that 
watch business would be from five to 40 
per cent less. 

Expected competition—Twelve of the 
wholesalers reported they believed com- 
pet'tion for sales would be greater during 
fall and Christmas of °53. Several stated 
discount houses, department store promo- 
tions, and a greater number of wholesalers 
in the field would increase competition. 

Departments showing greatest activity— 
A majority of wholesalers stated that ap- 
pliances were showing the greatest activity, 
silver next, watches third, and d‘amonds 
fourth. : 





California 24 Karat Club 
Holds Eighth Dinner-Dance 


Nearly 200 couples attended the eighth 
annual dinner-dance of the Jewelers’ 24 
Karat Club of Southern California, held 
October 29 in the Embassy Room of the 
Ambassador Hotel, Los Angeles. 

Feature of the evening was the “Herman 
Siegel Cake Walk,” named in honor of 
the general chairman of the successful 
affair. The delectable dessert of a most 
elaborate dinner was brought into the 
banquet room by a parade of chefs doing 
the “Herman Siegel Cake Walk,” while at 
one point in the evening Mr. Siegel him- 
self led the dancing, performing the steps 
named in his honor. 


The guests were welcomed to the affair 
with a short speech by David G. Lieber- 
man, president of the 24 Karat Club, and 
its capable general chairman, Mr. Siegel. 
From then on the evening was given over 
to dancing, dining and fine professional 
entertainment. Manny Harmon and his 
music and Chico’s famous rumba band 
supplied the dance music for the evening, 
during which three contests were held for 
the best couples dancing the fox trot, 
Tumba and waltz. Loving cups were 
awarded the winning couples. 

Some of the Southland’s finest enter- 
tainers put on a fast, laugh-packed show 
with famed George Givet, the “Greek Am- 
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bassador of Good Will,” serving as master 
of ceremonies. 

As a:remembrance of the gala occasion, 
each lady present was given a set of Carvel 
Hall cutlery. | 

All who attended the dinner-dance ac- 
claimed it by far the most successful affair 
ever put on by the club. 





Pacific Jewelers Supply Co. 
Fetes 86-Year-Old Employee 


To celebrate the 86th birthday of its 
very active salesman, William Strauss, the 
Pacific Jewelers Supply Co., Los Angeles, 
held a testimonial luncheon in his honor 
October 16 at the Biltmore Grill. 

Mr. Strauss has been in the jewelry field 
the greater part of his life, having been 
associated with Swartchild & Co., Chicago, 
for many years. After spending a number 
of years in retirement, he returned to busi- 
ness in 1946 when the Pacific Jewelers 
Supply Co. was formed. For the past 
seven years he has been associated with 
the firm as a salesman covering the down- 
town Los Angeles area. 





Among those present at the testimonial 

dinner held recently in honor of William 

Strauss were, around the table left to right: 

Morrie Endman, Alvin Strauss, Mr. Strauss 

(the guest of honor), Eddie Endman and 
Maurie Wood. 


Evidently Mr. Strauss feels that one re- 
tirement in a lifetime is enough because 
he shows no signs of leaving the business 
he loves so much and which he has faith- 
fully served for so many years. 





Dorrer's Talk on World Tour 
Highlights Jewelers’ Meeting 


The October meeting of the Southeast 
(Los Angeles) Retail Jewelers Association 
featured a talk by Walter Dorrer of Higbee 
& Dorrer, Los Angeles wholesalers, who 
returned recently from a trip around the 
world. 

Mr. Dorrer limited his talk mainly to 
stories of his brief sojourn in Honolulu 
and Japan. In humorous fashion, he told 
of his experiences in trying to locate mer- 
chandise sources, and spoke of his visits 
to some of the smaller towns which are 
built around single industries. He pointed 
out some of the problems in getting mer- 
chandise from Japan. 

While in Tokyo, Mr. Dorrer was inter- 
viewed by a reporter from the city’s most 


popular newspaper, the “Shinbun.” His 


comments on American and European 
jewelry style trends were featured in the 
Japanese publication. 
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If you are a better store with 
a clientele that appreciates 
finer things... then you will 
be interested to learn more 
about our unusual 





q Customer- Building 





Py 
WITH NO INVESTMENT 
Here’s your chance to get New 
Business from old customers and 
New Customers for your store. 


Here’s how! Write to us for our 
complete plan. We will show how 
to get orders for Genuine Steel En- 
graved Wedding Invitations and 
Social Stationery. Our work is super- 
fine quality, exclusively. No finer 
in the field. 

Be the first in your City. . . write at 
once for complete plan. 


will KOKER & ¢o. 


414 N. Twelfth Bivd. © St. Louis 1, Mo. 





“Available to Leading Jewelers who have 
the franchise for outstanding silver patterns. 

















WANTED 


SIDE LINE 
SALESMEN 





List lines now carried and 


states or territory traveled. 


BOX "B, 2775" 


Jewelers’ Circular-Keystone 
100 East 42nd St. 
New York 17, N. Y. 
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WESTON. 
$1.50. 


KEY, $6. 
$7.50. 
All 
with loads 
peal. 


on request. 





TIE BAR, 
MONEY CLIP, $6. CUFF 
LINKS, $7. 


SALES. Order today. 


RIGHT for CHRISTMAS! 


Right for sales any time: 
St. Christopher Jewelry, 
Sterling - Sculptured by 


MEDALS, 
$6. 


50 pr. CAR 
DOOR KEY, 


Keystone prices. 
beautifully wrought 


of sales ap- 


It's NOT TOO LATE FOR CHRISTMAS 
Illustrated price list free 


The BROTHERS CO. 


1707 Berkeley St., Santa Monica, Calif. \ 
































Chatham Emeralds 

REG. U. S. PAT OFF. 

The ONLY MAN-MADE EMERALDS 
AVAILABLE IN THE WORLD 
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Y ENG 


AL. 4-0104 


importers of 
LISH CHINA 


EARTHENWARE 


Stock and import 


FONDEVILLE & CO., 
i4y Fifth Ave. 


and 


INC. 
New York 10, N. Y. 











WEDGWOOD 


Bone Chino Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street 


New York City 











EDWARD BOOTE, INC. 


35 & 37 W. 23rd St., New York, N. Y. 


Tel. ORegon 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 


5-1928 














MADDOCh & MILLER, INC. 


CROWN DUCAL Dinnerware 
MASON’S Ironstone Ware 
COALPORT Bone China and Earthenware 

Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue. New York 3. N. Y. 


FOLEY Bone China 
IRISH BELLEEK 











MARY RYAN 


225 Fifth Avenue 


Merchandise 
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q J. A. Meyers & Co., Los Angeles jewelry 
firm, is now established in its new quarters 
at 931 West 12 St. The firm was formerly 
loeated at 1031 W. 7 St. 

q Herman Siegel, secretary of the Jewelers 
24 Karat Club of Southern California, was 
given a surprise party on his birthday, 
September 19. The party was planned by 
members of Mr. Siegel’s firm, Robbins 
Jewelers, and after the ice cream and cake 
Mr. Siegel was presented with a beautiful 
binder in which the mementos of a recent 
testimonial dinner in his honer were bound. 
Mr. Siegel is general chairman of the Calli- 
fornia Retail Jewelers Association’s annual 
convention which will be held next spring 
at the Ambassador Hotel. 

q Allied Exhibitors, Inc., sponsors of Dallas 
and Denver merchandising shows, have 
announced dates for events scheduled for 
next year. Dates for the spring show at 
the Hotel Adolphus in Dallas have been 
set for February 21-25: the fall show for 
September 5-9. The Denver Gift and 
Jewelry Show. to be held at the Hotel 
Albany, will run next spring from March 
7-10. while the fall show will be Sep- 
tember 19-22. 

¢ The California Retail Jewelers Associa- 
tion has designed a new decal emblem for 
use of suppliers who are associate members. 
The emblem is finished in a striking gold 
tone, and effectively ties together the sym- 
bols of a watch. a diamond and a spoon 
—the three basic commodities of the 
industrv. 

q The Gomez Mfg. Co.. headquartered in 
San Francisco. has appointed Frank L. 
Guerena as sales representative to cover 
the Pacific Northwest territory. Mr. 
Guerena will maintain his offices in Belle- 
vue, Wash., and will cover the states of 
Washington. Oregon. Montana and Idaho. 
q Ernest Frank, manufacturers’ represen- 
tative in Los Angeles, has formed a part- 
nership with his son, Ernest Frank, Jr. 
For the past eight years the senior Frank 
has represented costume jewelry manufac- 
turers in the 1] western states with a sales 
organization consisting of resident men in 
the various parts of the territory. At 
present the new partnership represents 
Jewels by Bogoff. Rebajes Crafts, Inc.. and 
Castlecliff, Inc. The partners maintain a 
permanent showreom at 607 S. Hill St., 
Los Angeles. 

q Korla Pandit, popular west coast tele- 
vision organist, gives Chatham emeralds, 
the synthetic gems made by Chatham Re- 
search Laboratories, a wealth of free ad- 
vertising every time he makes an appear- 
ance on television. Pandit, who wears a 
turban, features a magnificent Chatham 
synthetic emerald centered on the front 
of his turban. The striking beauty of the 
man-made stone is apparent to all viewers. 
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The Chatham laboratory has increased its 
facilities recently, stepping up its produc. 
tion of synthetic gemstones. 

q The Art Baker television show, “You 
Asked For It,” recently featured an ap- 
pearance by Lester Benson of the Gemo. 
logical Institute of America, who showed 
the public via television how the identi- 
fication of gems is made with modem 
instruments. Differences between real gems 
and clever imitations were shown and the 
public was warned against dealing with 
firms which would not or could not back 
up their claims with a written guarantee 
as to the genuineness of the stones being 
sold. The jewelry segment of this popular 
show proved to be an excellent public rela- 
tions medium for the jewelry industry. 





Brochure on the Diamondscope 
Distributed to AGS Members 


How the diamondscope serves the cus- 
tomer is the subject of a new pamphlet put 
out by the American Gem Society, Los 
Angeles, Calif., for its member jewelers. 
In turn, the pamphlet is intended for dis- 
tribution to members’ customers and po- 
tential customers. 

The pamphlet is entitled, “How Jim Fry 
Learned About Our Private Eye.” Attrac- 
tively illustrated and in color, it explains 
how the diamondscope reveals the details 
of a diamond’s interior. 





Showing of Two Films 
Features AGS Guild Meeting 


The October meeting of the Southern 
California Guild of the American Gem 
Society featured two color and sound mo- 
tion pictures, the first the new DeBeers 
film, “A Diamond is Forever,” and the 
second the Reed & Barton picture, “The 
Romance of Silver Design.” 

More than 30 members and guests en- 
joyed one of the most interesting and 
educational evenings ever held by the guild. 
President of the organization, Kenneth 
MacKenzie, presided at the meeting, nam- 
ing Don Wight (Wight’s Jewelers), On- 
tario, Calif., David Widess (I. Widess & 
Sons), Los Angeles, and George C. Houston 
of Los Angeles as a nominating committee 
to present a slate of new officers. Program 
chairman of the evening was Howard 


Henkes of J. H. Henkes. Westwood Village. 


HALLCRAFT 
Americas Fastest Selling 


Dinneware 


— Illustrated Literature Available — 


MIDHURST CHINA CO. 





129 FIFTH AVE. ° NEW YORK 3, N. Y. 
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December 


6—Greater Detroit Jewelers Association, 
Annual Banquet, Latin Quarter, Detroit, 


Mich. 


January, 1954 


3.6—New Orleans Gift Show, Roosevelt 
Hotel, New Orleans, La. 

6-14—Pittsburgh Glass & Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

5-13—Keystone China & Glass Show, 
Hotel Fert Pitt, Pittsburgh, Pa. 

6-13—Carleton House China & Glass 
Show, Carleton House, Pittsburgh, Pa. 

9—Chieago Jewelers Association, 80th 
Anniversary Banquet, Conrad Hilton Hotel, 
Chicage, Ill. 

10-13—Miami Gift Show, McAllister Ho- 
tel, Miami, Fla. 

16—Twenty-Four Karat Club of the City 
of New York, 51st Annual Banquet, Wal- 
dorf-Astoria Hotel, New York. 

17-19—Wisconsin State Gift Show, Audi- 
torilum Arena, Milwaukee, Wis. 

17-20—Oklahoma Home Accessories & 
Gift Shew, Biltmore Hotel, Oklahoma City, 
Okla. | 

17-20—Southern Jewelry Show, Peach- 
tree en Peachtree, Dinkler Plaza, Henry 
Grady and Piedmont Hotels, Atlanta, Ga. 

17-20—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 

17-22—New York Lamp Show, Hotel 
New Yorker, New York. 

24-26—Carolina Gift Mart, Radio Center, 
Charlotte, N. C. 

24-27—Albany Gift Show, Hotel Ten 
Eyck, Albany, N. Y. 

24-27—Washington Gift Show, Hotel 
Willard, Washington. D. C. 

24-28—Mid-Winter Market Week, Parker 
House, Boston, Mass. 

24-29—-California Gift Show, Brack 
Shops, Alexandria and Biltmore Hotels. 
Merchandise Mart and individual show- 
rooms, Les Angeles, Calif. 

31-February 3—Syracuse Gift Show, Ho- 
tel Onondaga, Syracuse, N. Y. 

31-February 3—Western China, Glass, 
Gift and Jewelry Show, Civic Auditor‘um, 
Palace, St. Francis and Sir Francis Drake 
Hotels, San Francisco. Calif. 

31-February 10— Registered California 
Gift and Dinnerware Show, Hotel Morri- 
son, Chicago, II]. 


February 


1-12—Chicago Gift Show, LaSalle Hotel 
and Palmer House, Chicago, III. 

1-12—Merchandise Mart Gift Show and 
the China, Glassware & Pottery Market, 
Merchandise Mart. Chicago. Il. 
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2-4—-Mid-South Gift & Jewelry Show, 
Hotel Peabody, Memphis, Tenn. 

7-10—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

14-16—Pacific-Northwest Jewelers Con- 
vention, Multnomah Hotel, Portland, Ore. 

14-17—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

14-17—Pacific Northwest China, Glass, 
Gift and Jewelry Show, Seattle Civic Audi- 
torium, New Washington, Olympic Hotels, 
and Terminal Sales Building, Seattle, 
Wash. 

21-23—Minneapolis-St. Paul Gift Show, 
The Auditorium, Minneapolis, Minn. 

21-24—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus, Ohio. 

21-24—Portland China, Glass, Gift and 
Jewelry Show, Public Auditorium, the Plaza 
and Benson Hotels, Portland, Ore. 

21-25—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

21-26—Registered California Gift and 
Dinnerware Show, Hotel Vanderbilt, New 
York. 

21-27—Dallas Gift Show, Baker Hotel, 
Sante Fe Building, and downtown show- 
rooms, Dallas, Texas. 

21-27—Dallas Merchandise Mart Gift 
Show, Dallas Merchandise Mart, Dallas, 
Texas. 

22-26—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

22-26—225 Spring Market, 225 Fifth 
Ave., New York. 

28-March 2—Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 

28-March 4—Detroit Gift Show. Hotels 
Statler and Sheraton-Cadillac, Detroit 
Mich. 


March 


7-9—Iowa State Gift Show, Fort Des 
Moines Hotel, Des Moines, Iowa. 

7-10—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

7-10—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

8.12—-Boston Gift Show, Hotel Statler, 
Bosten, Mass. 

14-17—Heart of America Glass, China & 
Gift Show, Muehlebach Hotel, Kansas City, 
Mo. 

20-22—Nebraska Retail Jewelers Assoc‘a- 
tion. Annual Convention, Grand Island, 
Nebr. 

21-22—Indiana Jewelers Association, An- 
nual Convention, Lincoln Hotel, Indian- 
apolis, Ind. 

21-24—-St. Louis Gift Show, Statler Ho- 
tel, St Louis, Mo. 

21-24—-Northwest Gift, Art & Housewares 
Show. Radisson Hotel, Minneapolis, M‘nn. 

21-24—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

98-290-Oklahoma Retail Jewelers Asso- 
ciation, Annual Convention, Skirvin Hotel, 


Oklahoma City, Okla. 





New Store Opened in Alliance 


Johns Jewelry is the name of a new and 
modern retail establishment opened re- 
cently at 259 East Ma‘n St., Alliance, Ohio. 
A gala, three-day formal opening was held 
from October 30 to November 1. 











But why MEN over 45? 


Our doctors still don’t know 
why, but if you are a man 
over 45 you are six times as 
likely to develop lung cancer 
as a man of your age twenty 
years ago. They do know, 
however, that their chances 
of saving your life could be 
about ten times greater if 
they could only detect can- 
cer long before you yourself 
notice any symptom. (Only 
1 in every 20 lung cancers is 
being cured today, largely 
because most cases progress 
too far before detected. ) 


That’s why we urge that you 
make a habit of having your 
chest X-rayed every six 
months, no matter how well 
you may feel. The alarming 
increase of lung cancer in 
men over 45 more than jus- 
tifies such precautions. Far 
too many men die need- 
lessly! 


Our new film “The Warning 
Shadow” will tell you what 
every man should know 
about lung cancer. To find 
where and when you can see 
this film, and to get life- 
saving facts about other 
forms of cancer, phone the 
American Cancer Society 
office nearest you or simply 
write to “Cancer’—in care 
of your local Post Office. 


American 
Cancer 


Society 
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JUDGE— Westclox finest! Shock resistant, water and 
dust resistant, luminous dial, stainless steel back, 
non-breakable crystal, sweep second hand. Guaran- 
teed for one year. Retails at $12.95 plus tax. 





TROY—A small, smart and sturdy watch. It has a 
gold-colored case, stainless steel back, non-breakable 
crystal, sweep second hand. Guaranteed for one year. 
Retails at $8.95 plus tax. 


The watches are new, they’re beautiful, they’re 
priced just right. And the customers are waiting — 
some 4,000,000 of ’em. Westclox is really supply- 
ing the ammunition to help you get a big share of 
this big market. Study the details of watches above 
and you'll quickly see that each has one, two or 
several popular, up-to-the-minute features that 
customers can’t resist. Especially when they’re 
backed by the Westclox reputation for sturdiness 
and dependability. All four are guaranteed for a 
year! Sales are waiting, profits are handsome. Tie 
in with the national advertising by Westclox. It’ll 
be a banner year! 


WESTCLOX, La Salle-Peru, Illinois « In Canada 





the addition of four 











KIM—As sturdy as it is handsome. The Kim hasa 
stainless steel back, non-breakable crystal, and a 
sweep second hand. Guaranteed for one year. Retails 
at $7.95 plus tax. 





ROCKET—Smartly styled for rugged use. It’s shock 
resistant, has a stainless steel back, sweep second 
hand; non-breakable crystal. Guaranteed for one year. 
Retails at $6.95 plus tax. Luminous, $7.95 plus tax. 


WESTCLOX 








: Western Clock Co., Ltd., Peterborough, Ontario 
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ANNOUNCES 


brilliant new wrist watches 


Each new watch offers up-to-the-minute features 
at low prices to help you get a bigger share 
of those multi-million dollar wrist watch sales 







with this profit- 
making Westclox 


watch deal... 


DEAL INCLUDES: 

| 2 Rockets (plain dials), retailing at $6.95 each. 
1 Rocket (luminous dial), retailing at $7.95. 
a! Kim (plain dial), retailing at $7.95. 

—~— \1 Troy (plain dial), retailing at $8.95. 

1 Judge (luminous dial), retailing at $12.95. 


ne Ime ie 
on ARN 


PLUS Handsome Free Display 


WATCH DEAL #700 
SELLS FOR...$51.70 
COSTS YOU... 35.57 


YOU MAKE... $16.13 


DON'T DELAY! 
SEND THIS COUPON TODAY! 


WESTCLOX 


La Salle-Peru, Illinois 


Gentlemen: Please send me through my wholesaler 
sets of the Westclox Watch Deal. 





MY NAME IS 





ADDRESS 





MY WHOLESALER IS 





HIS ADDRESS IS 
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Jewelry Makin¢ 


For Tradesmen and Craitsmen 


Jewelry making is one of the oldest, most fascinating, and respectable ot 


crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part I1]J—Fundamental Jewelry Processes (continued ) 


Bers solders are alloys of tin and lead. They 
are used in the jewelry trade for soldering inexpensive 
copper, silver, plated, and rhinestone jewelry. Though 
they are comparatively easy to handle and have low melt- 
ing points (approx. 400 deg. F.), they do not possess 
great strength and their white color is very noticeable. 
They are not suitable, nor should they be used for gold, 
platinum, or good silver jewelry. 

Zinc and muriatic acid is an effective flux; it is pre- 
pared by dropping small pieces of zinc into muriatic 
acid until all chemical action ceases and the solution 
turns white. Glycerine and muriatic acid is a very good 
flux for pewter and copper. To one ounce of glycerine 
add five drops of muriatic acid. Powdered rosin or 
rosin dissolved in alcohol is a very effective flux, espe- 
cially for electrical work. 


THE SOFT SOLDERS 


Tin and lead may be mixed in any proportion to pro- 
duce a soft solder. The most popular soft solder is 50-50 
(half and half), 50 per cent tin and 50 per cent lead. 
Sixty-two per cent tin and 38 per cent lead is the soft 
solder with the lowest possible melting point. Note from 
the melting points following that soft solder has a lower 
melting point than its components. Tin—450 deg. F.; 
lead—620 deg. F.; 50-50 solder—442 deg. F.; 68-32 
solder—356 deg. F. 

Soft solders can be purchased as a thin wire, a bar, as 
a hollow wire with the flux in the hollow, or cut into 
small pieces. The thin wire or cut solder is recommended. 

A general procedure for soft solder is as follows: clean 
the metals thoroughly. Make suré the edges fit exactly. 
If necessary, clamp or bind together the parts to be 
soldered. Apply the flux and then the solder to the 
metals. Apply heat, and only enough heat to the metals 
to make the solder flow. If the metals are over-heated, the 
flux will evaporate, the metals then will oxidize quickly, 
and the solders will not flow. The proper temperature is 
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reached when the flux begins to turn to a very light 
brown. Remove the heat then and only reapply when 
needed. Let the metals cool for a moment until the 
solder hardens, then they may be placed in water. 

When two large pieces are to be soft soldered together, 
one piece is first tinned; that is, a thin layer of solder is 
melted onto it. The two pieces are then clamped together 
and heated until the solder remelts and fuses them. Avoid 
the use of a soldering copper in jewelry work for the 
process is slow and it leaves too much solder outside 
the seam. 

Earwires can be soft soldered to earrings very cleanly 
and quickly by first melting a small piece of solder in 
the cup of the earwire. This can be done by holding the 
earwire over a Bunsen burner flame with a tweezer until 
the solder melts. Then cool the earwire in water and 
clamp it to the earring with tweezer. Now heat the 
earring over the Bunsen burner until the solder remelts. 

Very small objects such as initials or thin wire work 
can be soft soldered to a larger piece by the following 
method: first melt a thin layer of solder onto a flat piece 
of scrap copper. The solder can be spread thin by rub- 
bing it with a damp cloth or with fine steel wool. Then 
place the small objects on the solder on the copper. 
Reheat the metal, the solder will melt and stick to the 
small objects, and while the solder is still liquid, push 
the small objects off the copper with a steel rod. The 
small objects will have a thin layer of solder on their 
bottom side. Now place the small objects where desired 
and reheat to solder them permanently. Remember, a 
flux must be used. 

Where possible use binding wire, clamps, and soldering 
tweezers to hold metals in position while soldering. The 
wire (26 or 28 gauge) is tightened by twisting with a 
flat nose plier and pulling out with the plier while twist- 
ing. Small clamps can be made from 1/6 in. or 14 in. 
steel wire by flattening ends and then bending to shape. 
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Share the benefits of this present — WITH HIM 


What is the most profitable present 
you can give Him? 

Something that will help him do his 
watch-repair work faster (more jobs) 
and do it better (justifying higher 


prices) and easier, too. 


That means more money,—more leisure 
time—advantages you both can share. 














Please send me details immediately 
on your WatchMaster “down-payment” plan 


Thousands say the WatchMaster does 
exactly that. So—why not give him a 
present of the “down-payment” on a 
WatchMaster and let the “extra’’ profits 
pay the installments—and quickly re- 
pay that ‘‘down-payment,’’ too. 


Use the coupon below. It incurs no 
obligation. 


i ee 
I sonctesesLisihincinleeaiin cialis 


Street- 





City. ee Te ee 


Address: AMERICAN TIME PRODUCTS, INC. 
580 Fifth Avenue, New York 36, N. Y. 
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Cotter pins can also be used. Cross locking soldering 
tweezers are ideal and are recommended for holding 
metals together while soldering. 


PROTECTING STONES 

Generally speaking, all stones should be set after all 
hard soldering has been completed. However, occasion- 
ally a soldering operation must be made on a new piece 
of jewelry or while repairing an old object with the stone 
or stones in position. Precious stones like the diamond, 
ruby and sapphire can be heated to a red heat without 
any fear of cracking or discoloration. It is best to cover 
the stones with a boric acid solution, formed by dis- 
solving boric acid in alcohol. The stones must be per- 
mitted to cool slowly after soldering. 


Semi-precious stones can best be protected by wetting 


powdered asbestos and then forming it into a ball around 
the stone. Even a raw potato with the stone squeezed 
into can be used if powdered asbestos is not available. 


Though many objects with semi-precious stones can be 


soldered the above way, if in doubt about the outcome, 
remove the stone in order to avoid cracking or dis- 
coloring it. 





Sulphuric Acid Solution 
first — im 








@ ) Acid 


10 parts | part 











FIG. 6—Preparing a sulphuric acid solution. 


Alloy metals containing copper oxidize when heated. 
The oxide formed is copper oxide. It is black and un- 
desirable, and must be removed. In other words, when a 
14K gold or a sterling silver object is soldered, the heat 
oxidizes the copper in the metal and therefore the object 
becomes black. The black oxide is generally called fire 
scale. Pickling is the name given to the process of 
removing the oxide by means of acid. 

For gold and silver the following solution is used: 
water, 10 parts; sulphuric acid, one part. Some jewelers 
add a little sodium bi-chromate to the above for pickling 
gold. The solution is kept in an earthenware crock though 
small quantities can be stored in a glass container. 

When preparing the solution, first pour the water into 
the container and then add the acid (Fig. 6). If the 
water is poured into concentrated acid, the acid is apt 
to splash. Acid burns should be washed with water 
immediately and neutralized with bicarbonate of soda 
or soap. 

The pickle solution, with the jewelry object in it, is 
boiled in a copper pan or a pyrex or ceramic crucible 
to speed the process. The hot solution is poured back 
into the large container and the pickle pan and the object 
are washed with water. 

The pickle serves another useful purpose—it removes 
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the hardened glazed borax so that the metal can better 
be worked and observed. 

Copper, brass, bronze, and nickel silver are pickled 
in a solution of: water, five parts; nitric acid, one part, 
The solution is generally used cold and the objects are 
dropped in for a minute or two, removed and washed in 
water. The hot sulphuric solution can also be used. Re. 
member: always remove binding wire from objects 
before pickling otherwise the objects become coated with 
a thin layer of copper. Immerse and remove objects with 
copper wire or copper tweezers. Gold and sterling silver 
can be covered with boric acid to prevent the formation 
of the copper oxide while soldering. 


BORIC ACID SOLUTION 

For gold, boric acid is mixed with alcohol and kept 
in a small covered jar. The gold object is dropped into 
the solution, removed, heated to ignite and remove the 
alcohol, thus leaving a thin coating of boric acid. 

For silver, the above can be used too. The following, 
however, is less expensive since alcohol is not required. 
Potassium flouride and boric acid, six tablespoons of 
each, are dissolved in a pint of water. The silver is 
warmed carefully with a soft flame until it turns light 
brown and then while still hot it is dropped into the solu- 
tion. The metal is removed, heated to dry, and it can 
now be soldered without the formation of copper oxide 
or fire scale. The fire scale (copper oxide) can be 
removed from silver by immersing the silver into a cold 
50 per cent water and 50 per cent nitric acid solution. 
The solution is very strong and the object must be 
removed quickly. It is best not to use the above unless 
absolutely necessary. 


STRIPPING PROCEDURE 


Commercial firms strip their gold, platinum and oc- 
casionally silver jewelry after pickling and before polish- 
ing. Stripping is done to completely remove the oxide 
and glazed borax formed by hard soldering. Pickling 
alone does not remove the oxide and flux satisfactorily, 
especially when they are in deep crevices not easily 
accessible to the polishing wheels. Stripping is done elec- 
trically and is a reverse plating operation: metal is 
removed instead of being plated. 

The following solution can be used at boiling tempera- 
ture with a voltage of nine to 12 volts: one gallon water, 
14 lb. of sodium cyanide, one teaspoon sodium carbon- 
ate. Add the cyanide and carbonate to the boiling water. 
The stripping effect of the solution improves with use. 
Water is added when necessary and occasionally a little 
cyanide. Caution: sodium cyanide is a poison; handle 
it carefully. 


The solution is kept in a stainless steel pot. The objects 
to be stripped are suspended from the anode (+) bar. 
The negative wire is attached to the stainless steel pot 
which thus becomes the cathode (—). The stripped 
gold, platinum, or silver (use separate pots for each) will 
collect at the bottom of the pots and is eventually 
removed and sent to the refiner. 





(The next chapter of “Jewelry Making for Tradesmen 
and Craftsmen,” by Murray Bovin, will appear in the 
February issue of the JEWELERS’ CIRCULAR-KEYSTONE.) 
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shows more. 

















Store Fronts 
and Interiors 




















Labuskes & Sons, Jewelers, Swissvale, Pa. 


PITTSBURGH STORE FRONT 
.. Wins more customers! 


6 + OME in and look around” . . . says the jewelry shop with the 
big, open-vision front. The better you display your mer- 
diaiine. the more shoppers you'll attract, the more you'll sell. 
Hundreds of better-business, bigger -profit success stories from 
merchants in all sorts of businesses have proved the wisdom of 
building or modernizing with a Pittsburgh Store Front. 

In this attractive jewelr y shop good use was made of several 
quality Pittsburgh Products. The clear, good-looking display 
windows are glazed with Polished Plate Glass; the inviting 
entranceway features a Herculite Tempered Plate Glass Door; 
Carrara Structural Glass was used for bulkhead, piers, facia. 

For more examples of Pittsburgh Store Fronts, and suggestions 
of how you, too, can build for better business with Pittsburgh 
Store Fronts, send for a free copy of “How To Give Your Store 
The Look That Sells.” There is no obligation. 


Pittsburgh Plate Glass Company 
Room 3382, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa. 


Without obligation on my part, please send me a FREE copy 
of your modernization booklet, ‘How To Give Your Store 
The Look That Sells.” 


td Lote | . 
a4 booser 
ae 
store 
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HAUNCEY JEROME CLOCKS—Would like to have 
your opinion of the value, also the age, of a one-day 
weight clock, in which is a printed label saying: “Manu- 
factured by Chauncey Jerome, New Haven, Conn., for 
Benedict Burnham Co., Waterbury, Conn.” (Question 
No. 6302) N. Q. 


Answer—Chauncey Jerome, who started the clock 
making business in Bristol, Conn., moved his plant in 
1845 to New Haven, Conn. One part of Jerome's busi- 
ness was manufacturing clocks for other firms, and as the 
Benedict & Burnham Company started business in 1850, 
and Chauncey Jerome closed his New Haven business 
in 1855, your clock must have been made between those 
two dates and is therefore between 98 and 103 years 
old today. 

As to a value on the clock from the collectors’ view- 
point, this would depend upon whether the clock is in a 
very fine case, as only such clocks of Jerome’s make have 
any of the scarcity upon which the value of a clock is 
always based. Most of Jerome’s clocks were put into 
rather plain cases, and very few of them in more elaborate 
and beautiful cases. We would be glad to give you our 
opinion on this aspect of your clock if you would send 
us one or more good clear photographs of the clock from 
which to judge it. 


| prrenarseny BONE—Please advise of any method for 
cleaning a brooch that appears to be made of white 
bone, carved in a design not deeply cut. It seems to be 
discolored with old dirt that sticks on the surface of the 
bone. (Question No. 6303) C. S. 


A nswer—About a method for cleaning a brooch made 
of bone, we will say that probably the simplest way is to 
use a stiff bristle buff in a jeweler’s lathe, and polish the 
bone article with whiting or plaster-of-paris, and water. 
This will probably do the job satisfactorily. 

There are also several chemical methods for bleaching 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


bone, but these involve a good deal of time and work 
and are required only in cases in which the bone is 
deeply discolored. l1{ the simple method first suggested 
does not get good results, write us again, and we will 
describe one or more of the more laborious processes, 
which may then be necessary, but which we hope may 
be avoided. 


LD WALTHAM CHRONOGRAPH—A very odd 

watch turned up here; like a Swiss chronograph, 
but on both dial and movement is the maker's name, 
“Waltham.” When did that firm make chronographs? 
Would this watch be valuable to a collector? Its serial 
number is 2,823,974. (Question No. 6304) S. H. B. 


Answer—the serial number 2,823,974, indicates that 
this watch was made between the years 1885 and 1886. 
There were not many of these chronograph watches made 
by the Waltham Company, so this watch is reasonably 
rare, and would be desirable from the viewpoint of col- 
lectors of American watches. As to a valuation, the only 
way this can be determined is by an actual sale or a 
bona fide offer for the watch. 

The best way to accomplish this is to get the piece to 
the attention of as many collectors as possible, and for 
this we suggest advertising in The Mart, which is a pub- 
lication of the National Association of Watch and Clock 
Collectors; this Mart is sent to the Association members 
at least five times during each year and we believe the 
membership is over a thousand at this time. For infor- 
mation on this advertising, write to Mr. Bernard W. 


Brandt, Dutch Street, Montrose, N. Y. 


~~ pguertenees ORIGIN—We have an inquiry from 
a prominent doctor who would like to know when 
doctors first used seconds-hands on watches. for timing 
patients’ pulses? (Question No. 6305) B. K. I. 


Answer—tThe very first watch with a seconds-hand 
was made for a noted physician, Sir John Floyer, of 
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GOOD NEWS 


from 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is new 
past; and you can set any date you wish, te 
begin your course. 

A very fine new book of facts about B.T:S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S, course, and will be mailed you, free: 
write for it. 


B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Watch- 
maker tests of H.I. of A. 


Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 


Write for free book! Your Future and Our 
School— 
to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 
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=<. Charles Ezra Bewman 
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REFINING PRECIOUS 
METAL WASTES 


GOLD-SILVER-PLATINUM 


By C. M. Hoke 
$ 70 


A Valuable Handbook 
Postpaid 


for the Jeweler 





Remittance with Order 
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we enauarrece FREE Gavel “wore Case! 


3 Govels in assorted Men's and 
Ladies’ sizes in Rosewood, Cocobolo, 
Ivory Plastic; with mounted Sterling 
Silver Bonds and 2 assorted Sound fs 4 : 
Blocks . . . gives you complete sell- Peo oN ees 
ing assortment. Beoutiful Walnut wR "ES 

Cose is free! This Sales- Making 
“Space Saver’’ measures only §2"' 
x 16, Has dust proof hinged glass 
top. Contents only $25.62 net. Be- ; 
come ‘‘Gavel Headqvarters’’. Send < 
for Free Display Case Deal today on 
triol basis. Return collect if not ~ 3 
completely satisfied. i 


Send for Illustrated Price List <= . 
of Complete line 
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LIGNUM VITAE PRODUCTS CORP. 


99E Boyd Avenue Jersey City 4, N. J. 
World's Largest Gavel Manufacturer since 1890 
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SALESMEN 
WANTED 














Several territories open for 
good salesmen who know the 
jewelry trade and can produce 
results. Give details as to terri- 


tory covered. 


BOX "A., 2774’, care 


Jewelers Circular-Keystone 
100 East 42nd St., New York 17, N. Y. 
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' Lichfield, Staffordshire, England. Dr. Floyer was born 


in 1649; died in 1734. He told his idea of a seconds- | 
‘reading watch to Abraham Fromanteel, an eminent watch- — 
maker of London, who made the watch in about the year | 


1690. This watch appears to have had only a dial for 
reading seconds—without hour and minute hands. 
Shortly afterward, a watch was made that had hour and 
minute hands on the regular dial, and a separate dial and 
hand for seconds, located on the upper plate of the watch 
movement—that is, at the side opposite the regular dial. 
Then in 1700 Fromanteel produced a watch with hour, 


minute and second dials and hands all at the front of © 


the watch, as we have them today. 

Sir John Floyer published a booklet “The Physician’s 
Pulse Watch” in 1707, which had a second edition in 
1710. It may be of interest to your inquiring doctor that 
it was Dr. Floyer who advised the parents of the great 
Dr. Samuel Johnson, to take him in infancy to be 
“touched” by Queen Anne to cure him of scrofula, then 
called “King’s evil.” 


OW-TEMPERATURE SOLDER—I heard, a long 
time ago, of a solder that can be used with a very 
low degree of heat, for such jobs as soldering dial-feet 
on copper-based enamel watch dials. I think the brand 
of solder is “Bismonia.” No dealer I have asked for it 
has it in stock. Can you advise me on this? (Question 


No. 6306) S. H. 


A nswer—lInstead of a brand “Bismonia,” this inquiry 
probably is on the track of bismuth solder, which is a 
variety of soft solder in which the metal bismuth is al- 
loyed along with lead and tin to produce solder that will 
flow at the lowest degree of heating. In fact, some pro- 
portions of bismuth solder can be made to melt at a 
lower temperature than that of boiling water. We are 
sure that most of the well-stocked jewelry supply houses 
sell bismuth solder. 


 mccncgerosa OF WINDING—Several years ago we 
were advised by a salesman of one of the larger watch 
concerns that a wrist watch (especially ladies) should be 
wound morning and evening to get the best results. Is 
this still true, or is it better to wind these only once each 


| day. (Question No. 6307) P. P. 


Answer—This answer depends somewhat upon un- 
specified conditions. It is possible that the watch factory 
representative gave his advice in view of careless habits 
of many wearers of small bracelet watches, who are apt 
to be irregular in time of winding watches, or maybe do 
not wind them fully sometimes; winding twice a day 
assures less chance of a watch running completely down 
and stopping. But the exact effect of varying the fre- 
quency of winding cannot be stated as applying to watches 
generally; this would in each case depend upon the grade 
and the isochronal adjustment of the watch. In a highly 
adjusted watch, there would be no advantage in winding 
oftener than every 24 hours, because the difference in 
extent of motion of the balance with lessening motive 
power would be compensated by the isochronal adjust- 
ment. This would be less and less so in grades of watches 
of more inferior adjustment, down to unadjusted watches, 
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in which normally, as the spring runs down and motive 
power decreases, the arcs of balance motion would 
become shorter and shorter and the watch would gain 
time increasingly, until the watch stops with the spring 
run down. 


UYING OLD GOLD—How should value, or the price 

that is safe to pay, be figured when buying in old 

gold-filled jewelry, watch cases, and the like?—(Ques. 
tion No. 6308) R. T. 


A nswer—lIt should be safe to pay somewhere around 
40 to 50 cents per Troy ounce for old gold-filled jewelry, 
spectacle frames, etc. For watch cases showing consid- 
erable wear, $1.00 per Troy ounce; for watch cases of 
good original quality and showing very little wear, up to 
$1.50 per ounce. It should be understood that the above 
prices are average. Judgment must be used in buying 
this “type of junk, so as to pay somewhat less than the 
average prices for material showing considerable wear, as 
the profit realizable depends upon the amount of gold 
left on the base metal of the goods. If offered a large 
quantity of the material, you could play safe by shipping 
it to your refiner for an offer, prior to buying it. 


VERSIZE ROLLER-TABLE HOLE—We have a lé- 
size watch in which the hole in the roller-table is 
too large. Is it all right to close the hole with a punch, 


like with an enlarged clock pivot-hole? If not, what 
would be a better way? (Question No. 6309) H. H. 


Answer—We advise against “closing” the hole by a 
punch, because even if the roller doesn’t crack under the 
punch-blows, the punched hole will not be true anyhow, 
which will create faults in fork-and-roller action of the 
escapement. The ideal procedure is to make either a new 
roller or a new staff. If you cannot spend the time for 
this, then you could make a mechanically sound job by 
enlarging the already too-large hole in the roller, enough 
larger to permit you to put in a soft steel bushing; then 
chuck or cement the roller, trued by its edge, in the lathe; 
bore out or otherwise open up a true hole in the bushing 
to fit the staff friction-tight. If you need detailed advice 
on any of these operations, write us again. 


OLISHING PIVOTS—What is the most practical 

““fiddle-bow”’ pivot polishing lathe to use—a Dorring- 
ton tool, or a Jacot tool? Are both equally good for 
polishing pivots? (Question No. 6310) C. H. 


A nswer—tThe Dorrington tool is really a modification 
of the older Jacot lathe. The difference is that the Jacot 
lathe was designed to use for forming pivots in connection 
with the old fiddle-bow turning lathe; but the Dorrington 
lathe was more recently designed, to use in connection 
with the modern watchmakers’ lathe just for altering and 
polishing pivots, and therefore does not need certain parts 
of the Jacot tool, and may be bought for about one fourth 
the price of a Jacot tool. For alterations and repolishing 
of balance staff pivots, the Dorrington tool is preferable 
to the Jacot. For straightening badly bent pivots, the 
Jacot tool may have some advantage over the other one. 
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Animated Display Offered 
By Orange Blossom Rings 





Qhange Etbssom 
INTERLOCKING 
SRI AL PALES 


ST TT 


Orange Blossom has introduced a color- 
ful point-of-sale animated display for its 
new line of interlocking bridal pairs. 
The oversize Orange Blossom rings at 
the top are animated to catch the shop- 
pers eye and clearly demonstrate the 
way two rings become an attractive in- 
terlocked pair. 


Two convenient display shelves carry 
six of the eighteen new stylings offered 
in the introductory line, while an attrac- 
tive placard outlines the advantages of 
interlocking rings. 


Naomi Distributes 
New Catalog of Its Line 


NAOMI 


_fewelers Findings 








Naomi, manufacturer of ring guards and 
ring locks, has issued its new catalog, 
which features its entire line. It is dis- 
tributed to retailers and wholesalers free 
of charge. 


Included in the catalog is Naomi’s pre- 
mium offer coupon, which allows any re- 
tailer to purchase three dozen Naomi ring 
guards for the price of two dozen. Both 
catalog and premium coupon may be ob- 
tained from wholesalers or from Naomi 


at Island Park, N. Y. 
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JAC Extends Its Service 
To Manufacturers, Wholesalers 


The Jewelers Acceptance Corp. is ex- 
tending its services to manufacturers and 
wholesalers in the jewelry trade. 

Beardsley Ruml, president of JAC said, 
“JAC is entering its third year of serving 
the financial needs of retail jewelers and 
feels that this is an appropriate time. to 
make its facilities available to jewelry sup- 
pliers.” Financial assistance is now being 
provided to the entire jewelry industry. 

The new plan will take the commercial 
financing form of advances against ac- 
counts and notes receivable with periodic 
adjustments of equities. 





Gruen Supplies 
Large Christmas Display 


sau 





A shiny, white house with a Gruen 
watch in every window keynotes this 
Gruen display for Christmas. Shown in 
the photo, it is lithographed in brilliant 
full color and measures 22” by 24”, 

The centerpiece display is accompanied 
with a selection of streamers, pennants 
and window stickers in the Christmas 
spirit. 


Enver Clock Distributes 
New Catalog Sheet 


The Enver Clock and Watch Corp., a 
subsidiary of Semca Clock Co., 30 Irving 
Place, N. Y. C., has issued an attractive 
two color catalog sheet on Enver imported, 
jeweled travel alarm clocks and four new 
seven jewel Tourist clocks. 

Genuine leather cases are offered in most 
instances. Retail prices range from $6.95 
to $9.95, plus tax. Retailers may obtain 
the catalog sheet from their wholesalers. 
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Poole Silver Publishes 
Brochure of Its Line 










STERLING 


AND 
PLATED 
SILVER 




















Poole Silver Co. has just published a 
new brochure, shown in the picture, 
which describes its complete line of ster- 
ling and silverplated hollowware. 

The attractive brochure is a valuable 
reference book for every retailer and 


wholesaler. Copies may be secured by 
addressing a request to the firm at 
Taunton, Mass., or at the New York 


and Chicago offices. 


Merchandising Unit 
Supplied by Flex-Let 


A new merchandising unit designed to 
show off Flex-Let watchbands to their 
best advantage is being supplied by Flex- 
Let Corp. of N. Y. and East Providence, 
and is pictured here, featuring four men’s 
and three ladies’ watchbands. 





The Flex-Let “Merchandiser No. 200” 
is equipped with an easel back for effi- 
cient window display. It measures 1444” 
by 914”, is finished in American beauty 
and gray crystelle velvet, and has a golden 
border trimmed with braided white satin. 
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The Helbros Watch Co. selected Hacken- 
sack, N. J., as a typical American city 
in which to unveil its fall and holiday 
advertising campaign. A special window, 
as shown in the photo, was set up by 
Royal Jewelers in Hackensack and tied 
in with national advertising by featuring 
large blow-ups of full page Helbros ads 


Christmas Tree Display 
Is Free from Ronson 


A new three dimensional Christmas 
display is being offered by Ronson Art 
Metal Works. Available free to dealers 


upon request, this colorful Christmas tree 
display, as shown in the picture, is de- 
signed to hold Ronson pocket lighters 
and allows dealers to group additional 
Ronson table lighters and combinations 
around its base. 





The unit is done in a rich Christmas 
red velour with green spiral and topped 
with an eye-catching gold star. 
ures 17” high and 11%,” wide. 


It meas- 
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Helbros nee ee meine Glamourizes Window 





in color in Life and the American Weekly. 
Watches in the ads were in the display. 
The theme of the window was “Helbros, 
the watch of celebrities,” and was sup- 
ported by photographs of big name Holly- 
wood stars, attractively set up in the 
window. Included were Bob Hope, Betty 
Hutton, Ronald Regan and Preston Foster. 


Elsa Maxwell to Promote 
Universal “Cook-a-matic”™ 


Landers, Frary & Clark has announced 
that Elsa Maxwell, the well known party 
giver, will advertise the Universal “Cook-a- 
matic” over the Kate Smith TV show and 
in spot TV announcements. Miss Maxwell 
will be shown preparing food on Universal 
products. 


Striking 3-D Display 
Distributed by Wyler 


The Wyler Watch Agency has introduced 
an attention compelling 3-D Christmas 
display. Two colorful cutouts of Santa 
Claus have 3-D glasses in the place of the 
eyes, and the old gentlemen appears to be 
wearing 3-D specs. Mounted on the deal- 
er’s window, the Santa Claus heads are 
set up so that the passersby can peep 
through the glasses and see a colorful, 
3-D view of a merry Yuletide scene center- 
ing around a Wyler watch. 

Ribbons connect the Santa Claus heads 
to the 3-D display, and a foot print pattern 
comes with the kit to make foot prints 
leading up to the window. The sign above 
Santa Claus reads, “Through Santa’s glasses 
you will see, the Christmas watch for °53.” 

A folder and 3-D glasses are also avail- 
able for retailers to mail to customers’ 
homes. The folder shows the Wyler “Lady 
Fair” at $39.75 and the “Eiffel Tower” 
at $47.50. 








1847 Rogers Bros. Offers 
Silver to New Year's Babies 


For the fifth consecutive year, the 1847 
Rogers Bros. division of the Internationa] 
Silver Co. will enable babies born on New 
Year’s day in this country to be “born 
with a silver spoon in their mouths.” The 
promotion will stimulate interest in the 
entire juvenile line of 1847 Rogers Bros, 


Between Dec. 15 and Jan. 8, the pro. 
motion will be part of the radio show, 
“Queen for a day.” Parents of children 
born on Jan. 1 need only send their names 
and addresses, plus the name of the at. 
tending physician and hospital, to either 
1847 Rogers Bros. at Meriden, Conn., or 
to “Queen for a Day,” Hollywood, Calif,, 
to receive appropriate sets of silverware 
for one child, twins or triplets. 

The firm urges jewelry stores to tie in 
with nation-wide publicity of the gift offer, 


Omega Ad Head Travels Abroad 
In Order to Formulate Policy 


Bernard M. Kliman, advertising director 
for Omega watches, has gone to Europe 
to meet with international Omega sales 
agents in order to formulate world wide 
advertising and merchandising policies. 

Kliman will visit the Omega factory in 
Bienne, Switzerland, then Italy, Spain, 
France and England. He will also survey 
window display techniques used by jewel- 
ers on the continent and will bring back 
information for jewelers in the United 
States, 


J-B Watchband Display 
Features "Diamond Lady” 
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As shown in the picture, Jacoby-Bender 
has created a display for a new series 
of watchbands for ladies. Three bands, 
which are called “Diamond Lady,” are 
shown against a large “diamond” which 
is covered in fine silk velvet. The rest 
of the display is lithographed in color. 


The bands have a center expansion 
with individually hand-set rhinestone 
curved ends. They are available in yel- 
low, pink and white gold filled and re- 
tail from $9.95 up, F. T. I. 
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Feature Ring Supplies 
Colorful New Display 





The new display shown in the photo 
has just been produced by Feature Ring 
Co. to bring out the advantages of Fea- 
ture Lock interlocking rings. It carries 
out the theme of “always together” and 
“no shifting, no separating.” 

The display utilizes two die cut hands 
for actual demonstration purposes and is 
beautifully designed in a combination of 
blue, gray and gold. Two platforms per- 
mit the display of six Feature Lock dia- 
mond rings. 

Measuring 14%” high, 14” wide and 
9” deep, the display is available from 
distributors or Feature Ring Co. 


Four Seasonal Promotions 
Offered by Reed & Barton 


Reed & Barton Silversmiths are offer- 
ing an advertising display package cover- 
ing the first six months of 1954. 

The package consists of four seasonal 
promotions. With each promotion the 





dealer will receive a large window dis- 
play together with 100 colorful leaflets 
tying in with the display theme and 
also tie-in newspaper mats. The entire 
package costs $15. 

. The first seasonal promotion is shown 
in the picture. It is called “New Year’s 
Resolution,” and will be shipped Dec. 20. 
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Racine Supplies Catalog 
On Gallet Timers 


Jules Racine & Co., 20 W. 47th St, 
N. Y. 36, N. Y., has distributed a new 
catalog on Gallet, Guinand and Galco 
timers. Description and prices are in- 
cluded with pictures of each watch. The 
catalog also includes extensive pictures of 
Galco and Gallet repair parts. 


Deltah Advertises Nationally, 
Introduces New Earring 


A large ad on Deltah products, shown 
in the picture, is being carried in Life, 
Saturday Evening Post, 25 Sunday maga- 
zine sections of the American Weekly, 
Photoplay, Today's Woman and True Con- 
fessions during the Christmas season. It 
shows the offer of a gold-filled signature 


disc with the purchase of a “White 
Ermine” simulated pearl necklace’ or 
collar. 





Two treasures — for the price of one! one strand ....... $12.75 
A double thrill . . . to own Deltah's oe .s 
gloriously radiant White Ermine quality 
simulated pearls — and to get as a gift, 

a fashionable gold-filled signature disc, 

worth $3.00, to hang on a bracelet! 


From the White Ermine collection — 





all with fiery rhinestone clasps. 


& ELLER © GON. INC + FIFTH AVE... REW TORe 


The newest product of the Heller-Deltah 
Co. is the La Tausca “Two-Timer,” a 
highly decorative type of earring, which 
through a tiny clasp, permits a button or 
stud earring to be transferred into a hoop, 
string-bean or chandelier earring for eve- 
ning wear. 

The “Two-Timer” is available in more 
than 100 styles, which gleam with rhine- 
stones or mock pearls. It is coordinated 
with other La Tausca designs in bracelets, 
necklaces and brooches, and retails for 
$5 per pair. 


Gemex Watchband Sales 
increased by TV Show 


Gemex reports that its TV advertising 
on the George Jessel show (ABC-TV on 
Sundays) has paid off in unusual and im- 
pressive watchband sales increases. It is 
expected that the 26 week program will 
boost sales even more than previous Gemex 
TV advertising. 





Elgin American's Display 
On Mirror Lipsticks 
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A new display introduced by Elgin 
American is on the firm’s mirror lipstick. 
Shown above, the display outlines how 
the mirror lipstick operates. It is attrac- 
tively lithographed in full color. 

Other displays are available for lighters, 
signet compacts. carryalls, musical com- 
pacts, “Lite-O-Matics,” hand painted and 
greeting compacts. The displays are free 
of charge and shipped with orders for the 
featured merchandise. 


National Advertising Program 
For Heco Clocks by Coehler 


The Henry Coehler Co., 101 Fifth Ave., 
New York, N. Y., has announced a national 
advertising program beginning early in 
1954 for the purpose of promoting “Heco” 
clocks at the consumer level. 

“Heco” is the brand name on an exten- 
sive group of clocks of varying types manu- 
factured and distributed by this firm. Five 
major consumer magazines are on the ad- 
vertising schedule thus far. 





Community Makes 
Special Holiday Offer 





As a stimulus to holiday business, the 
Oneida Community Division is offering 
a Community serving tray 20” long free 
of extra cost with a 55 piece service 
for eight at $87.75. The anti-tarnish 
Vogue Chest is also included without 
extra charge with this set. The serving 
tray is a regular $20 value. 

Included with each set as a colorful 
display for window or counter use. News- 
paper mats and envelope stuffers are also 
available. 
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Two New Edina Cameras 
introduced by Wirgin 





Wirgin Bros. Camera Works has an- 
nounced the availability of two new Edina 
“Rapid-O-Matic” 35mm lever wind cameras 
from the Wirgin Camera Works in Weis- 
baden, Germany. The outstanding feature 
of the new Edinas is an automatic lever 
wind which moves the film to the next 
exposure, winds the shutter, and moves the 
exposure counter. 


Other features include a hinged back 
that opens to a full 180 degrees for sim- 
plified loading, direct optical viewfinder, 
built-in flash synchronization and an acces- 
sory shoe which accommodates a range- 
finder or flashgun. 


Model A has a F3.5 hard coated lens 
and retails at $29.95. Model B, retailing 
at $37.95, comes with a F2.8 hard coated 
lens. Further information can be had 
from the firm at 705 Bronx River Road, 
Bronxville 8, N. Y. 


Stock Control Cabinet 
Designed by Speidel 

Speidel has introduced a newly de- 
signed cabinet, combining visible inven- 
tory control and counter display. 

Called the SC/720, it is so constructed 


as to render maximum efficiency from 
every point of view. The all wood cabinet 


RLVRII TO CA VM. 





is tilted at just the right angle so as 
to insure catching store traffic attention. 
It holds 12 lucite packaged watchbands 
and an additional 60 pieces in all popular 
sizes and styles are included in the 
cabinet, which takes 72 watchbands in 
12 easy-slide-out trays. 


The cabinet is available free with an 
order of 72 watchbands of the dealer’s 
choice. 
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Hamilton Distributes Mats 
And Other Christmas Aids 


The Hamilton Watch Co. is continuing 
its Christmas promotion with a large 
Christmas and general news mat catalog 
on both Hamilton and Illinois watches. 
The mats are already at the jeweler’s local 
newspaper, and the newspaper should be 
contacted first for prompt action. They are 
also available direct from the Hamilton Co. 

Reproductions of Christmas ads in Life, 
Saturday Evening Post and National Geo- 
graphic are available. A complete catalog 
of the Hamilton and Illinois line, with 
retail prices, is ready for d‘stribution. 


New Fraction Convertor 
By National Cash Register 


The National Cash Register Co., Dayton 
9, O., has developed a machine that adds 
and subtracts fractions without requiring 
the operator to corivert the factions to 
decimals. 





The machine accumulates fractions and 
automatically converts them into whole 
numbers, or whole numbers and fractions. 
Practically any type of fraction number 
work can be handled easily. 


Keepsake Diamonds 
In Musical Setting 





A new Keepsake display features a 


cello with seven Keepsake diamond sets. 


As shown in the photo, a top hatted 


snowman figure adds an interesting sea- 
sonal note to the window display. 


A Yuletide effect is easily achieved 
a few springs of imitation holly 
on the musical score and cello. 


Bulova Is Offering 


Varied Christmas Aids 


Bulova is offering a new Christmas news- 
paper mat service, which includes mats 
on Bulova watches, Westfield watches and 
the Bulova clock-radio. Ads have also 
been designed for the diamond set “Em- 
press” series. 

Bulova has increased the number of 
stations in its TV advertising. Free one 
and two minute Christmas TV commer- 
cial films, free radio scripts and trans- 
criptions and free Christmas billboards are 
ready for the retailer. Other aids are post 
cards, folders, inserts, match covers, pack- 
age seals, repair tags, and the Bulova 
polishing cloth. 





Parker Pen Rings Out 
In Christmas Bell Display 





this 
bell on the 
front of this Parker Christmas display, 


lady in picture is 


the swinging 


The young 
listening to 


The _ bell 


passers-by. 


provides an _ eye-catcher for 

Both the movement and sound of the 
bell are motivated by an ordinary flash- 
light battery, which comes with the dis. 
play. The unit is designed to be set up 
with four others of similar design, which 
are unanimated. 


Annual Thanksgiving Festival 
Presented by Longines-Wittnauer 


For the fifth consecutive year, the 
Longines-Wittnauer Watch Co. presented 
its hour long festival of music and song 
on Thanksgiving. It was telecast this year 
over one of the largest, interconnected live 
networks ever assembled for an entertain- 
ment program. 

Frank Knight introduced the Longines 
Symphonette, the Longines-Wittnauer 
Choraliers and a corps de ballet. More 
than 100 talented artists participated. 


Arrow Designs Boxes 
For Sears Roebuck Watches 





in the 


shown 
photo are new creations produced by the 
Arrow Mfg. Co. of West New York, N. J. 
for Sears Roebuck’s new “Tradition” line 
of 17 and 21 jewel watches. 

They are all metal boxes, covered in 


The watch boxes 


two 


material of striking color scheme. The 
bottoms are covered in black linen, and 
the tops are in a modern fabric, specially 
designed for Sears Roebuck. The watch 
pads are removable so that the boxes may 
be re-used as jewel cases. 
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Seth Thomas Re-designs 
lts Watch Display Boxes 





Seth Thomas is introducing a new 
group of packages for its watches. Col- 
laborating with the Farrington Mfg. Co., 
the firm has re-styled its boxes to offer 
color combinations and variety for the 
jeweler’s window. 

Most of the new boxes are the collar 
type which can be used with straps, 
cords or metal attachments. For the 
highly advertised “Rotor,” a long box 
has been chosen to give maximum dis- 
play to its polished alligator strap. 

The boxes are made of sturdy steel, 
covered with leatherette, to give greater 
protection when shipped and to constant 
opening and shutting and frequent hand- 
ling. 


Kreisler Display 
Ranges Over Globe 


The wide-flung sources of fine leathers, 
representing various parts of the globe, 
add a note of originality and color in 
this new Kreisler watch strap display. 





Tied in with each country from which 
the leather comes is a sprightly picture 
descriptive of the locale. The different 
leather straps are placed alongside the 
pictures. 


Elastic bands hold the straps in place 
while an easel back supports the display. 
The display can also be ‘hung, for which 
a gold braid is provided. It is the product 
of Merit Displays. 
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McGraw Electric Co. 
Offers Two New Products 


“Give relaxation for Christmas” is the 
gift promotion theme for a versatile new 
vibrator offered by the Manning-Bowman 
division of the McGraw Electric Co. The 
vibrator has a cup type applicator for cold 
cream and facials, a hard plastic button 
for deep massage, a finger type applicator 
for hair and scalp and a sponge rubber 
one for gentle, soothing massage. It retails 
at $8.95. 

Another new product is the Manning- 
Bowman knife sharpener, which features 
a comb‘nation safety guard and knife 
guide. The guard guide is removable for 
sharpening scissors and other tools. The 
retail price is $12.50. 


— eee 


Eterna Matic Distributes 
Five Color Counter Cards 
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Attractive, five color, easel-backed coun- 
ter cards are being distributed by Eterna 
Matic to retailers. They feature the ball- 
bearing mounted winder in the watch. 

Convinced that “the salesman who 
knows a watch can best sell it,” the firm 
has imprinted on the back of each coun- 
ter card ten sales arguments listing the 
technical advantages of the Eterna Matic 
modern self-winding watch for men and 
women. 

The sales arguments are written in 
terse, easy-to-read terms and include de- 
scriptions of the self-winding feature, the 
soundless and rapid winding, diminutive 
sizes and easy-to-clean features. 


David Sarkin Releases 
Varied Mat Catalog 


David Sarkin Inc. has recently released 
a 36-page catalog for 1953-1954 containing 
a series of more than 20 varied mat ads. 
Each mat allows for substitution of rings 
illustrated elesewhere in the catalog. 

A special section deals with packaged 
displays given free with certain purchases. 
An unusual feature of the catalog is a car- 
toon page instructing the jeweler on the 
easiest method of utilizing the mats and 
making changes in them. 








Waterman Merchandises 
With New Utility Packaging 





Waterman is merchandising a_ select 
line of fountain pen and pencil sets and 
ball point pens in attractive and useful 
packages that have a secondary use. An 
example is the Corinth pen and pencil 
set packaged in a satin lined Lucite 
case with mirror and cosmetic compart- 
ments. 

To show their new two-gift-in-one pack- 
ages, Waterman has designed window 
and counter displays. Ranging in price 
from $200 to $1500 complete with mer- 
chandise, the displays have been de- 
signed for Christmas and all gift occa- 
sions. 

Shown in the photo is “Unit A,” a 
panoramic display which features the 
Pocket or Purse Secretary and the Cor- 
inth Utility Box. The three globes are 
illuminated. 


"Sta-Brite" Bags for Silver 
Developed by Utility Plastic 


A new way for retail silver dealers 
to package and protect silver hollow- 
ware and flatware is the “Sta-Brite” 
transparent polyethylene bag, developed 
and recently introduced by Utility Plastic 
Bag Co., 3805-09 S. Racine Ave., Chicago 9. 








The new bag allows for glamorous 
packaging not possible with — old-style 
flannel or cloth packaging. “Poly” bags 
give much greater tarnish protection be- 
cause polyethylene is a non-toxic, chem- 
ically inert material. They are impervious 
to dirt, moisture, dampness. 

The bags also have the “see-through” 
feature of polyethylene, which takes the 
guesswork out of silver storage. 

They are available in 26 popular stock 
sizes. Minimum imprint order is 1,000 


bags. 
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Christmas Candle Display 
Offered by Hamilton 








Christmas color and a giant display 
candle are combined in this three dimen- 
sional Hamilton-Illinois window display, 
shown in the photo. 

The eye-catching units are lithographed 
in brilliant natural color and the candle 
holder is richly embossed in gold foil. 

Watches can be placed on the candle 
and other watches on cardboard holders. 
which Hamilton also supplies, can be 
placed around the candle. 


Famous Designer to Do 
Sheaffer's Ballpoint Pen Ad 


The Sheaffer Pen Co. has commissioned 
Colonel Alexis de Sakhnoffisky, interna- 
tionally known designer, to design the com- 
pany’s new retractable “Clicker” ballpoint 
pen ad, according to Don A. Reed, adver- 
tising manager. 

Sakhnoffsky is widely known for his 
streamlined stylized drawings of autos, 
boats and planes. The ad will be a four 
color full page black background bleed. 


ee eee 


New “Norma Combination" 
Is Both Pencil and Pen 


The “Norma Combination” is a new and 
interesting item in the line of the Norma 
Pencil Corp. It is a pencil-pen that in- 
cludes three colored leads and a _ ball- 
point pen. 





The new pencil-pen, which the firm says 
is the first writing instrument of its kind, 
comes with black, red and blue lead and 
the pen. A replacement cartridge for the 
ball-point may be inserted in a few seconds. 

Samuel Jacobs, president of Norma, 
states that the “Norma Combination” will 
be offered in smart chrome models to retail 
at $5.95, tax included. Retail distribution 
will be available in the near future. 
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New, High Square Settings 
Introduced by Baker 


A new series of fishtail-type settings called 
“Series 720,” has been made available to 
the jewelry trade by Baker & Co., Inc., 
Newark, N. J., refiners of precious metals. 

Though the settings have the traditional 
square top, they conform to the latest jew- 
elry style preferences and are extremely 
high. The straight construction makes it 
easier to join the setting to the shank in 
a single stone ring, the firm states, and 
achieves a more attractive effect in multi- 
stone models. 

Other advantages are: the diamond is 
held securely by strong corner posts and 
beads, and the construction of the beads 
and top have a neat, finished appearance, 
and the side piercings are large without 
lessening the strength of the corner posts. 

Settings are available in 10 per cent 
iridium-platinum, jewelry palladium and 
gold for 10 stone sizes, ranging from one- 
quarter to two and one-half carats. 


Eee 


Wyler Supplies 
Watch Material Kits 





Two new watch material kits are being 
offered to jewelers by Wyler for its 
incaflex water-resistant watches. 

Shown in the picture, 16 Swiss crystals 
in the most popular assorted sizes and 
models are contained in a handy, clear 
plastic box. An interchangeability chart 
is included. It is available through ma- 
terial jobbers at $8.75. 

The other kit is a practical assortment 
of highest quality Swiss water-resistant 
crowns with attached snap stems, con- 
veniently packaged and clearly labeled 
in an attractive leatherette box. It is 
$12.50. 


_*@ 





Reibling-Miller Chain Buys 
Reibling-Lewis Division 

The Reibling-Miller Chain Co., 150 
Chestnut St., Providence, R. I., announces 
that it has purchased the complete chain 
manufacturing division of Reibling-Lewis, 
Inc., also of Providence. 

A. G. Reibling, president of the new 
firm, said that it will continue to produce 
the entire line built up under the name 
of Reibling-Lewis, which includes machine 
made chain in all finishes and metals, 
including precious metals, cut to required 
lengths and sold to manufacturers only. 








Delicate Lunt Display 
Features “Eloquence” Sterling 





A clever display from Lunt Silversmiths 
is shown in the picture, and _ presents 
Lunt “Eloquence” sterling. 

A gloved hand delicately holds a 
luncheon size fork and creates a dramatic 
picture of sterling silver against a black 
background. Other Eloquence _ serving 
pieces can be placed on the black base. 
Lunt points out that an appropriate brace- 
let should be used on the wrist, thus 
gaining secondary use from the display. 


Seven New Colors Added 
To "Sasheen”™ Line of Ribbons 


Seven new colors, making a total of 21 
in all, are now available in the line of 
“Sasheen” brand ribbons made by the 
Minnesota Mining and Mfg. Co., St Paul, 
Minn. 

The new colors, designed for both 
Christmas and everyday wrapping, are aqua, 
purple, copper, old rose, light rose, golden- 
rod and turquoise. 


Elgin “Durapower" Display 
Visualizes Its Qualities 





The Elgin National Watch Co. shows 
the rust-resistant qualities of its “Dura- 
power’ mainspring in this colorful coun- 
ter display. 

Ordinary steel mainspring is in water 
in test tube at left, and corroding effect 
is shown by discolored water. Right hand 
test tube holds a section of “Elgiloy,” the 
alloy from which the Durapower is made, 
and demonstrates that it remains unaf- 
fected when it is exposed to the water. 
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F. Stanton Webb has been appointed 
vice-president in charge of mid-west sales 
for Paper-Mate Eastern, Inc., it was an- 
nounced by T. J. Welch, executive vice- 
president of the firm. 


_———_——__ 


T. C. Gilliland, San Francisco district 
manager for the General Electric radio 
and television department, has resumed 
his duties after a tour of active duty with 
the U. S. Navy, according to Arthur A. 
Brandt, department general sales man- 
ager. 


Duane Jewels, Inc., has appointed Sey- 
mour Winograd to cover the eastern ter- 
ritory, beginning with Philadelphia, Bal- 
timore and Washington. 





SEYMOUR ALEXANDER 
WINOGRAD CAMERON 
Duane Jewels Arvin 


Appointment of Alexander (Sandy) 
Cameron, Jr., as district manager for 
Los Angeles and southern California has 
been announced by Paul W. Tanner, gen- 
eral sales manager of the radio-TV divi- 
sion of Arvin Industries. 





College Seal & Crest Offers 
Advantageous Alumni Ring Plan 


College Seal & Crest Co. is offering 
retail jewelers a plan to sell college alumni 
rings with no investment on the part of 
the jeweler. The jeweler is able to take 
an order for a ring from an accredited 
college in the U. S. The firm will supply 
the rings one piece at a time and without 
die charge. 


Free catalogs, in full color, free window 
streamers and counter pieces are available. 
Complete details of the plan can be had 
from the firm at 236A Broadway, Cam- 
bridge 39, Mass. 


Diamond Booklet Honors 
Canadian National Exhibition 


The Guild of American Diamond Cut- 
ters and Baumgold Bros. of Canada, Ltd., 
have published an interesting and educa- 
tional booklet, “Stars from the Earth,” in 
honor of the 75th Diamond Anniversary 
Canadian National Exhibition. 

Highlighted in the booklet is “Circle of 
Light” polishing of the girdle of the dia- 
mond, a method exclusive with the Guild 
and Baumgold Bros. 
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News of Personnel 








CARL M. SHERR 
W adsworth-Hadley 


MARTIN STORCH 
W adsworth-Had/iley 


Wadsworth-Hadley announces the fol- 
lowing district representatives. Martin 
Storch is calling on jewelers in New 
York City. Carl M. Sherr of Denver is 
covering Colorado, Utah, Wyoming and 
southern Idaho. Clifford Kwid, Altadena, 
Calif., is covering southern California and 
Arizona. 





CLIFFORD KWID ALFRED B. KINNEY 


Wadsworth-Hadley Oster 


The John Oster Mfg. Co., has an- 
nounced the appointment of Alfred B. 
Kinney as field sales representative in 
Maryland, Delaware and Washington, 
D. C., territories. In the state of New 
York and northern New Jersey, the T. 
Harry Skinner Co. will be sales repre- 
sentative. 





Leichter Returns from Abroad 
With Product Improvements 


Emil Leichter, president of Emil Leich- 
ter Watch Co., has recently returned from 
an extended trip to Europe. He visited 
Switzerland, the main source of supply 
for the Leichter brand of Hyde Park 
watches. A definite decision was reached 
there to fit all Hyde Park products with an 
unbreakable mainspring. 

Leichter also visited the Glycine watch 
factory, where he discussed improved pro- 
duction facilities to increase shipments to 
this country during 1954. He has announced 
that Glycine has installed new electronic 
testing devices to insure greater accuracy 
in every movement. 


William C. Boots, president of Foster 
Metal Products, Inc., has announced that 
full time sales representatives, working 
exclusively on the Foster lines, will ser- 
vice the firm’s wholesalers. William J. 
Boots, son of the president, will take 
the mid-west territory. John J. Dunn will 
cover the South. Perry L. Brock will 
take over the Pacific Coast and the Rocky 
Mountain territory. 





JOHN J. DUNN 


Foster 


WILLIAM J. BOOTS 
Foster 


PERRY L. BROCK 


Foster 








| James E. Smith has been appointed 

| representative in California and Oregon 

fer Bliss Ring Co., it was announced by 
James Drucker of Bliss. 





JOE SHAW 
Longines-Wittnauer 


JAMES E. SMITH 
Bliss Ring 


Longines-Wittnauer Watch Co. has an- 
nounced that Joe Shaw has joined the 
firm and will cover 142 counties in west- 





ern Texas. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted’’—*‘‘Lines Wanted” and “Side 
Lines’’—regular type $3.00 first 25 words, Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings — regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
ceunt as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 
care Jewelers’ 
otherwise instructed. 


All answers will be directed 
Circular-Keystone, unless 


In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





FIRST class jeweler and engraver desires 
position with retail store; years of ex- 
perience. Address ‘‘N., 2811,’ care J C-K. 





BOX salesman ; knowledge successful jew- 
elry packaging: point-of-sale displays. 
Address “D., 2783,” care J C-K. 





DIAMOND setter, jeweler, over 30 years 
at the bench, would like association with 
a better class store. Address “L., 2851,” 
care J C-K. 





BOOKKEEPER; expert; highly capable 
and experienced, extremely high record, 
always in jewelry business. Address 
“rap o01k, care J Co. 





PAW NBROKER - appraiser - manager, 38 
years old; 20 years’ experience, New 
York City; can set up new store; will 
relocate. Address “‘W., 2878,’ care J C-K. 





CREDIT jewelry salesman; top flight; im- 
mediate availability reputable’ store 
Metropolitan New York or New Jersey ; 





minimum weekly salary, $125. Address 
“F., 2861,” care J C-K. 
DESIGNER, outstanding creative ability 


precious and costume jewelry, currently 


employed large manufacturer, seeking 
interesting connections; full- or part 
time. Address “V., 2872,’ care J C-K. 





DIAMOND buyer, with long experi- 
ence on European and domestic 
markets, desires connection with 
representative firm. Address “S., 


2819.” care J C-K. 





DIAMOND assorter, 30, single, eight 
years’ active wholesale experience, ca- 
pable and efficient, seeks position with 
future; finest reference. Address “B., 
2855,”" care J C-K. 





A REALLY good watchmaker, who is good 
producer with good tools, best references, 
wishes connection in Western Virginia, 
y — Address “K., 2892," care 








WATCHMAKER, 35 years old, married, 
21 years’ experience, accustomed to high 
grade work, desires to change position; 
German master certificate. Address “B., 
2913,”" care J C-K. 














MANUFACTURING jeweler-diamond set- 
ter, factory, trade shop, retail store ex- 
perience, take full charge, thoroughly 
experienced, wishes position in high 
grade, established, reputable, retail 
store: references exchanged. Address 
“C., 2803,’ care J C-K. 








SALESMAN - manager, acquainted with 
every phase of the business, credits, col- 
lections, display; top salesman; best 
references: available January; relocate. 
Address “L., 2894,” care J C-K. 





SECRETARY, young lady, thoroughly ex- 
perienced in jewelry line; efficient, able 
to handle responsibilities ; several years 
showroom experience; excellent refer- 
ences. Address “H., 2847,’’ care J C-K. 





YOUNG man, married, 32, presently em- 
ployed New York retail jewelry; five 
years’ experience, desires change for 
better opportunity: best references. Ad- 
dress “E., 2859,” care J C-K. 





DIAMOND assorter, four years’ experi- 
ence: expert close assorting of full, 
single cuts, fancies; can set up complete 
system of assorted goods: excellent ref- 
erences. Address “P., 2905,’ care J C-K. 





SALESMAN, family man, wholesale and 
retail experience, desires position: wish 
to locate in Dallas, or Houston, Texas 
permanently: best references. Address 
“B., 2884,” care J C-K. 





FIRST class watchmaker, 30 years’ ex- 
perience, can do engraving, ring sizing, 
sell watch repairing; do not drink; $75 
per week: Southern California; South- 
west or Middle West preferred. Address 
“D., 2914,” care J C-K. 





DIAMOND § salesman, with following: 
young man, single, available January 1; 
aggressive, neat appearance, seeks posi- 


tion with loose goods house: excellent 
reference. Address “C., 2856,” care J 
C-K. 





SECRETARY clerk, reliable, former New 
York girl, desires position in Philadel- 
phia; wholesale jewelry and manufac- 
turing experience; excellent references. 
Oa LI 9-5041, Philadelphia between 
12-1. 





BOOKKEEPER (female) full charge: 
experienced all phases diamond and 
precious stone office; extremely capable, 
efficient, trustworthy, personable: Man- 





hattan only. Address “S., 2618,” care 
J C-K. 

BOOKKEEPER, lady, long experience 
with manufacturing concerns; corre- 
spondent, collections, ete.; thoroughly 


reliable, desires to change position ; New 
ba City. Address ‘‘A., 2838, care J 


CREDIT manager, age 28, fully experi- 
enced in retail, credit jewelry; highly 
rated in the promoting and creation of 
new and larger sales, desires position in 
Indiana or neighboring State. Address 
“A., 2825,” care J C-K. 








MANAGER, gemologist, 32 years old; 
strong selling record; thorough back- 
ground in display, collections, adver- 
tising; relocate: consider assistant to 
owner in large operation. Address “K., 
2831,” care J C-K. 





DIAMOND setter, wishes position with 
diamond dealer, for the purpose of select- 
ing stones for articles and the weigh- 
ing of same, etc.; 25 years in trade; best 

references. Tel. De 9-0617, Brooklyn, 

ee # 
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GENERAL manager, 15 years’ experience 
in all phases of credit jewelry business, 
including buying and advertising, now 
employed in the above capacity by 
chain organization. Address “L., 2238,” 
care J C-K. 





WATCHMAKER;; responsible family man, 
3 years old; 22 years’ experience, 
European training, accustomed to high 
grade work, desires to change position 
in about six months. Address “L., 2719,” 
care J C-K. 











BOOKKEEPER-accountant; credits, eo]. 
lections, correspondence; all phases of. 
fice procedure, costs, production; ac. 
customed to heavy responsibilities ; top 
record with leading concerns; desires 
responsible position. Address “P., 1787,” 
care J C-K. 


—— ~ — 
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GEMOLOGIST:; associate member Ameri- 
can Gem Society; manager, salesman, 
desires position with high grade estab. 
lishment; thorough knowledge of dia- 
monds, colored stones, buying, grading, 
appraising, gem testing and identifica- 
tion; special order work, window dis- 
play ; over 25 years’ experience. Addregs 
“B., 2760,” care J C-K. 





RETAIL jewelry salesman, 35 years’ ex- 
perience, including buying and apprais- 
ing, estimating on special orders and 
repairs; fully capable in all operations; 
youthful appearance; furnish excellent 
references. Address “W., 2873,” care 
J C-K., 





———_$—————$ a 





DIAMOND salesman, reputable, mature, 
personable, experienced, healthy  vet- 
eran; available on strictly commission 
basis, for a reputable first class jewelry 
store in the South or West, where the 


possibilities exist for my selling at least 





$100,000 in diamonds per year. Address 
“R., 2827,” care J C-K. 
MANAGER-salesman, 39, married; un- 


questionable, accurate reference as to 
top “know-how” in maximum diamond 
and watch sales; integrity, managerial, 
executive ability and appearance; re- 
cently with one of West’s largest chain; 
presently employed but wish to relocate, 
preferably in New York, Pennsylvania 
or Virginia. Address ‘“V., 2822,” care 
J C-K. 





SALESMAN-manager, top level, successful 
record of aggressive merchandising; 
broad background in management, cred- 
its, display, top collection percentage; 
over 25 years of completely rounded 
success record to date; I can give you 
drive, imagination, mature judgment; 
presently employed, available January, 
relocate; $10,000. Address “W., 2799,” 
care J C-K. 








OFFICE manager, woman: Los Angeles; 
thoroughly experienced all office pro- 
cedure, taxes; know all phases of jew- 
elry, buying and selling: have 12 years 
wholesale diamond merchandising back- 
ground; also know discount operation 
and jobbing ; University graduate, single, 
age 35; nice appearance; eight years 
present position; reliable: career mind- 
ed. Address ‘“H., 2779,’ care J C-K. 








AS manager or assistant manager in high 
class family business (preferably A.G.S. 
member firm); single; now employed; 
excellent background, appearance and 
personality ; two firms 25 years; adapt- 
able; good worker; registered jeweler 
(A.G.S. 1953); qualified gemologist; 
first class references; West or South; 
commencing salary $85 per week. Ad- 
dress “S., 2902,” care J C-K. 


LT 








MANUFACTURING executive, 25 years’ 
experience, the past 12 years in own 
manufacturing business, desires respon- 
sible position with large reliable jew- 
elry organization; thorough knowledge 
of all phases of manufacturing, costs, 
styling, mounting, buying, etc., capable 
of taking complete charge of entire 
business operation; best trade refer- 
ences. Address “L., 2866,” care J C-K. 


— cee 





TOP-FLIGHT general manager; 20 
years’ thorough experience in in- 
stallment jewelry business; buyer, 
general manager, advertising, pro- 
motions, credit and collection; was 
with chain of 12 stores, volume run- 
ning into seven figures; at present 
employed in above capacity; best 
of references and fine appearance; 
will travel anywhere. Address “A., 


2353,” care J C-K. 
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MANAGER;; over 25 years’ experience as 
owner, Manager and general manager, 
of both prestige and chain credit jew- 
elry stores in Pennsylvania, Florida, 
North Carolina and Georgia; top sales- 
man with complete knowledge of every 
phase of credit store operation with vol- 


umes of $200,000 to over $600,000 
yearly; gentleman, age 50, married; 
prefer South or Pennsylvania. Address 
“K., 2865,” care J C-K. 





CREDIT manager for manufacturer 
or wholesaler, with many years’ ex- 
perience in the jewelry industry and 
nationally well-known to every man- 
ufacturer, jobber and retail jeweler 
in the country, desires new associa- 
tion; sales-minded, ready to travel 
or relocate, with finest references 
from leaders in the trade and New 
York Credit Men’s Association. Ad- 
dress “K., 2678,”’ care J C-K. 








SALES manager, advertising manager, 
now with a nationally known watch 
importer, desires to relocate’ in 
jewelry industry; personally known 
to over 100 jewelers Midwest and 
Northwest; experienced in _ all 
phases, successful sales record, crea- 
tively minded, able to give outstand- 
ing leadership to a top-notch con- 
cern, financially responsible; any 
number of references. Address 


“H., 2891,” care J C-K. 





RETAIL jewelry; thorough knowledge 
diamonds, watches, silverware, jewelry ; 
25 years’ retail experience with cash, 
credit and department stores; presently 
employed as jewelry manager-salesman 
in large Northwest department store, 
desires change with concern that ap- 
preciates a well experienced, reliable 
and conscientious worker; available 
Jan. 15; excellent references; married; 
two children; prefer West Coast. Ad- 
dress “H., 2828,’’ care J C-K. 








NEW ENGLAND; top flight salesman, 
presently employed, desires change; 
age 39; educated, experienced with 
outstanding sales, sales promotion 
background; has following better 
jewelers including major Boston ac- 
counts; interested in serious, genu- 
ine opportunity with established 
rated firm; minimum financial re- 
quirements $10,000 with expenses 








paid, Address “A., 2801.” care 
J C-K. 
MANAGER and salesman; neat, bond- 


able, 45 years of age, with background 
of 24 years of experience in the credit 
jewelry business; am considered top 
man in selling, handling personnel, dis- 
plays, credits and collections, etc.; have 
managed two stores in the past 17 
years ; presently employed for 12 years, 
and due to demolition of building, after 
January 1, 1954, will be available for 
another connection; present store doing 
over $350,000 gross per year ; compensa- 
tion adjustable. Address “H., 2789,’ 
care J C-K. 








AVAILABLE first of year; manager 
or assistant to owner; age 39; 20 
years’ experience from ground up, 
including 10 years’ watchmaker; 
invite and can withstand most vig- 
orous investigation as top salesman- 
ship, integrity, personality and com- 
plete knowledge of retail opera- 
tion; unquestionable, bonafide ref- 
erences available, including those of 
present employer; permanency with 
better class store and _ pleasant 
working conditions desired; mem- 
ber of American Gem Society and 
G.I.A. Address “T., 2821,” care 
J C-K. 


ee 

















Lines Wanted 








JOE S. ALEXANDER, 305 W. 8th St., 
Los Angeles, Calif., sales agent, desires 
reputable connections to sell wholesalers, 
manufacturers and large users. 





DIAMOND salesman, 30, single, estab- 
lished following; loose goods or de- 
Sirable mounted line, seeks territory 


with known house. Address ‘“A., 2854, 
care J C-K. 





SALESMAN, covering Midwest, and other 
territories, past 15 years, calling on 
fine retailers, and better credit stores; 
experienced all lines. Address “K., 
2845,” care J C-K. 





SALESMAN, traveling Southern States, 
wants an established line for jewelers, 
gift and department stores; now selling 
a fine line of ladies’ purse accessories. 
Address “L., 2794,’ care J C-K. 


MANUFACTURER’S representative with 
experience wants good, gold-filled line 
for jewelry stores, department stores, 
for New York territory. Address “D., 
2858,’’ care J C-K. 











WEST Coast salesman, established over 
20 years, desires fine line of jewelry, 
genuine stones, or good ring line; com- 
Inission basis; finest references. Ad- 
dress “W., 1435,’’ care J C-K. 





SALESMAN, covering Midwest territory 
for top mounting house, wants non-con- 
flicting second line; have good following 
among wholesalers and large retailers. 
Address Circular 288, Room 1415, Hey- 
worth Bldg., Chicago 2. 





SALESMAN, well known, 20 years’ sell- 
ing experience; excellent following; de- 
sires change, with reputable concern, 
for New York City, Long Island, New 
Jersey; best references. Address “F., 
2916,” care J C-K. 


MANUFACTURER’S __ representative, 
Detroit resident 20 years following 
among jewelers and department 
stores Michigan and Ohio, desires 
top lines only. Address “K., 2683,” 
care J C-K. 











MANUFACTURERWS’ representative; 
showroom New York City; desires pro- 
motional silver plated hollowware, 
novelties for department stores, jewel- 
ers; established following. Address “M., 
2897,” care J C-K. 





RESPONSIBLE salesman, of high calibre 
and extensive following, wishes to rep- 
resent leading jewelry or watch firm in 
Northeastern United States; presently 
employed; finest references. Address 
“A., 2912,” care J C-K. 





WELL, established salesman, covering 
Dakotas, Minnesota, Nebraska, Iowa 
and Wisconsin, wants major jewelry 
line on straight commission; will be 
in New York City first of year. Ad- 
dress *““W., 2823,” care J C-K. 


OHIO salesman, 10 years’ experience, de- 
sires top manufacturer’s line to sell re- 
tailers in Ohio, Indiana, Kentucky and 
West Virginia; established Ma yf 








finest references. Address 

care J C-K. 
TOP-FLIGHT _ salesman, traveling 
Washington, Virginia and North 


Carolina, desires high quality line; 
present line affords access best 
stores in territory. Address “F., 


2808,” care J C-K. 


MANUFACTURER®D’ representatives, 
headquarters in Boston, covering New 
England and New York State, desire 
additional lines for retail jewelers and 
department stores; have an established 
jan Address “K., 2610,” care 














MANUFACTURER’S representative, 
long established Ohio resident, with 
large loyal following jewelers and 
department stores, desires outstand- 
ing manufacturer’s costume jewelry 
line on which to concentrate. Ad- 


dress **T., 2871,” care J C-K. 








WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex-~ 
clusively for us. Address “H., 2006, 
care J C-K. 

COSTUME jewelry salesman, Pacific 

Coast, open for well designed line; 

extensive following among best out- 

lets; residence California; Western 
territory covered by car; carry pres- 
ent line for seven years; will be in 

New York, Providence until Decem- 








ber 15. Write immediately to, “R., 
2869.” care J C-K. 
SALESMAN, experienced, college 


graduate, 32, married, experienced 
selling jewelry wholesalers and re- 
tailers; seeks line from manufac- 
turer seliing to wholesalers or re- 
tailers; will travel, prefer East 
Coast; excellent appearance, per- 
sonality; can produce results. Ad- 


dress “A., 2857,” care J C-K. 


——EEE — 








SALESMAN ; traveled 20 years till August 
1953, for one of America’s largest ster- 
ling factories; traveled Minnesota, Wis- 
consin, Iowa, Illinois, Kansas, Missouri, 
Kentucky, Tennessee; calling on finest 
jewelers and department stores; want 
nationally known line; will travel all 
of old territory or part, as your line 
demands. Address “V., 2798," care 





THOROUGHLY experienced traveler 
desires fine line of gold or platinum 
jewelry, or combination thereof, for 
entire South and Southwest; have 
covered this territory for many 
years and have excellent entree to 
all fine stores throughout the area; 
prefer one strong line but must be 
of fine quality. Address “*S., 2870,” 
care J C-K. 





SALESMAN, 20 years’ experience, top 
notch, covering Midwest States exten- 
sively, with Chicago office; large per- 
sonal following; first class reputation 
with leading department stores, jewel- 
ers, retailers, jobbers, chains, catalogue 
houses, desires established, responsible 
manufacturer’s line, seeking high grade 
aggressive representation ; consider A-1 
proposition only, with exclusive terri- 





tory arrangement. Address “E., 2888,” 
care J C-K. 
SOUTH Florida’ sales_ representative, 


young salesman, Miami Beach resident, 
ambitious and dependable, desires per- 
manent sales position with manufac- 
turer, popular priced costume and hand 
painted jewelry, souvenir and novelty 
items, also interested fine jewelry; 
eight years’ fine jewelry experience ; 
will call on jewelry, department, gift 


and specialty stores; travel by car; 
finest references. Address “X., 2874,” 
care J C-K. 





TOP notch sales representative with Chi- 
cago office and showroom can guarantee 
volume sales, distribution, concentration 
and first class representation in the 
Middle West to a responsible manufac- 
turer on commission basis; I cover and 
sell leading retailers, department stores, 
chain, jobbers, catalog houses, house to 
house operators, premium jobbers and 
promotional accounts; all replies will be 
handled in strict confidence. Address 
Circular 287, Room 1415, Heyworth 
Building, Chicago 2. 





(Continued on page 202) 
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Side Lines 





SALESMAN, New York and Eastern ter- 
ritery; sell ladies’ matched sets to 
wholesalers and chains. J. Abraham & 
Son, 7 W. 45th St., New York City. 





SEMI-PRECIOUS stones and diamonds; 
we need a man with another non-con- 
flicting line to carry our line in New 
York and out of town. Address “D., 
2842,” eare J C-K. 





SALESMAN, with established following in 
Midwest, to earry manufacturer’s line 
of platinum ring mountings and wedding 
rings ; commission. Address “M., 2867,” 
care J C-K 





SALESMAN, to carry side line gold, 
gold filled, silver earrings and mar- 
casite goods; all territories open; 
drawing against commission. Ad- 


dress “M., 2685,”’ care J C-K. 





SALESMAN, with retail following, to han- 
dle line of religious jewelry; South, 
Southwest, Midwest and West Coast 
territories available; commission basis. 
Address “G., 2862,” care J C-K. 





SALESMAN, with men’s wear following, 
to handle attractive new line of men’s 
jewelry as side line in Southern Cali- 
fornia or Southwestern States. Address 
“G., 2776,” care J C-K. 





OLD established manufacturer of ladies’ 
14K ring mountings desires salesman 
with following among wholesalers and 
jobbers in Mid-West and South. Address 
“W., 2704,” care J C-K. 





SALESMAN, South and Southeast terri- 
tory; outstanding line of leather watch 
straps to watch material distributors 
and wholesalers; must have following; 
commission basis. Address “B., 2840,” 
care J C-K. 





SALESMAN, Pacific Coast and Southwest, 
carry line nationally known leather 
watch straps to watch material distribu- 
tors and wholesalers ; must have follow- 
ing; commission basis. Address “D., 
2754,” care J C-K. 





SALESMAN, with established territory in 
Wisconsin and Minnesota, to represent 
the country’s leading line of ladies’ and 
men’s matched wedding ring sets. Bliss 
Ring Co., Inc., 29 E. Madison St., Chi- 
cago 2, IIl. 


SALESMAN, to the retail trade, to 
carry a small, attractive, and right- 
priced line, one tray emblem rings, 
one tray emblem buttons; commis- 
sion basis. Address “M., 2852,” 
care J C-K. 


SALESMAN, with established following in 
the East to represent one of the finest 
manufacturer’s lines of gold, gold filled 
and sterling silver charms, bracelets, 
necklaces, earrings, men’s jewelry and 
children’s jewelry, for the better store. 
Write in full to, “N., 2853,” care J C-K. 


SALESMAN wanted, to carry as a side 
line, through the Middle West and 
South, a popular priced line of diamond 
ring mountings, diamond wedding rings 
and fancy mountings, all platinum; 
drawing against liberal commission. Ad- 
dress “P., 2692,” care J C-K. 


SALESMAN; three territories open; 
South; Midwest; Southwest repre- 
sent manufacturer established 40 
years; extensive line popular priced 
diamond bridal sets, fancy rings, 
men’s rings, promotional features, 
package deals; drawing account. S. 
Reiman & Sons, Inc., 64 W. 48th 
St., New York 36, N. Y. 














JEWELRY salesman, 


SALESMEN ; one for Pacific, and one for 
Middlewest, to carry as a side line, to 
fine retail trade, old established manu- 
facturer’s line of ladies’ and men’s high 
grade 14kt gold jewelry and novelties; 
—— Address “E., 2786,” care 





SALESMAN with non-conflicting line, 
having following among better depart- 
ment, specialty and jewelry stores in 
Midwest or Southwest territory, to rep- 
resent a fine manufacturer’s rhinestone 
line. Encore Jewelry Co., 5 Columbus 
Circle, New York 19, N. Y. 





SALESMAN, to carry line of platinum at- 
tachments, bracelets, brooches, chokers, 
earrings and watch cases; also mounted 
platinum attachments and watches; 
West of Chicago and South; commis- 
sion basis; well rated firm. Address 
“G., 2547,” care J C-K. 


SALESMAN, with retail following, for 
imported compacts, cigarette boxes, pill 
boxes, combs, garnet jewelry, cigar and 
cigarette holders, cigar cutters and 
other articles in sterling, gold filled and 
14K gold, exclusive and best quality for 
jewelry, departments, gift shops, etc. 
Address “M.G., 2836,” care J C-K. 








SALESMAN wanted; one of America’s 
leading watch attachment manufac- 
turers has opening for an experienced, 
high calibre man to call on wholesalers 
and chain operators in the Mid-West 
and Pacific Coast territory ; exceptional 
opportunity for right man; all replies 
> a Address “L., 2844,’ care 

C-K. 





unusual opportu- 
nity ; established manufacturer of staple 
gold and gold filled jewelry, with at- 
tractive Fifth Ave. office, desires sales- 
man with tailored costume jewelry or 
other non-conflicting line, calling on de- 
partment stores and better retail jewel- 
ers in Greater New York; all replies 
— Address “G., 2826,” care 





JEWELRY 





| 
| 
| 





salesman; well known 
manufacturer of fine quality gold 
and platinum rings, watch attach- 
ments and cases has excellent open- 
ing for aggressive salesman with 
established following in Louisiana, 
Texas, Oklahoma, Mississippi and 
New Mexico; write full particulars; 
all replies confidential. Address “D., 
2769.” care J C-K. 





LOOKING for money; you'll make it with 
nationally advertised Kagan tools, used 
by retailers, manufacturers, repair and 
special order shops; widely Known, 
well-accepted : often only demonstration 
required to close sales; many States 
open ; give us details about yourself and 
we'll tell what we have to give you a 
fine side line income. J. J. Kagan & 
sor laa Ventura Blvd., Studio City, 
Calif. 





JEWELRY salesman; exceptional op- 
portunity for established salesman 
with a large following to represent 
a well known manufacturer of fine 
gold and platinum rings, watch at- 
tachments, and cases; _ territories 
open in Maryland, Virginia, North 
and South Carolina, Georgia and 
Florida; write full particulars; all 
replies confidential. Address ‘“‘E., 
2770.”’ care J C-K. 


SALESMEN, with strong earring line, 
to sell EarrinGrips to wholesale and 
retail jewelry trade, department 
stores; leading earring comfort ac- 
cessory, nationally advertised 
through fashion magazines, radio 
and TV;‘in popular demand from 
coast to coast; Eastern territories 
now open; ready-made sales volume; 
commission; write full details. Dor- 
say Products. 1819 Broadway, New 
York 23, N. Y. 














WANTED; costume jewelry salesmen 
with following among jewelers, depart. 
ment stores, drug stores, specialty 
shoppes, and other costume jewelry out- 
lets; an established Eastern manufac. 
turer of jewelry that is different has 
available the following _ territories: 
Dakotas, Nebraska, Kansas, Oklahoma, 
Texas, Missouri, Alabama, Georgia, 
Tennessee, Pennsylvania, District Co. 
lumbia, Maryland, Delaware; straight 
commission: give complete resumé, Ad. 
dress “M., 2790,”’ care J C-K. 








Help Wanted 








WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 








WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 





GOOD jeweler, with some knowledge of 
stone setting; $2 per hour to start; 
I in detail. Address “R., 2815,’’ care 








JEWELER; special order manufacturing 
and diamond setting $2.50 per hour; 
more if you can produce. O. K. Ries- 
inger, 411 Orpheum Bldg., Tulsa, Okla. 





WATCHMAKER wanted, for general re- 
pair work in Connecticut retail jewelry 
store; good salary; permanent position. 
Address “P., 2900,” care J C-K. 





WATCHMAKER, who can do light jewel- 
ry work; high grade, small store in 
North Carolina. Write giving full in- 
formation to, L. F. Henebry, 209 S. 
Jefferson St., Roanoke, Va. 





SEVERAL territories open to sell tarnish 
resistant sterling silver; exclusive ter- 
ritories with established accounts to 
salesmen with following; commission 
basis. Write, Box 267, Attleboro, Mass. 











PACIFIC Coast salesman with following, 
to represent old established manufac- 
turer, to carry complete mounted line 
of ring sets, watches and attachments. 
Address “T., 2906,” care J C-K. 





REPRESENTATIVE to solicit advertise- 
ments from manufacturers in the jewel- 
ry trade for insertion in established 
international publications. Address “Y., 


2911,’’ care J C-K 








DESIGNER, for prominent jewelry 
company; must have experience in 
gold and platinum field; liberal 
salary with exceptional earning pos- 


sibilities. Address “B., 2917,” } C-K. 





SALESMAN, well known manufacturer of 
ring mountings has opening for experi- 
enced man for the Mid-West and Pacific 
Coast: excellent opportunity. Address 
“v., 2909,” care J C- 





WANTED representative on Pacific Coast, 
for prominent manufacturer of sterling 
silver and silverplated hollowware; sal- 
ary and/or commission. Address “T., 
2797,” care J C-K. 


—— 





NOT a job, but a good proposition for a 
watch repairman who likes selling and 
speaks Italian fluently; Metropolitan 
area: please state full details. Address 
“P., 2813,” care J C-K. 





SALESMEN, with following among re- 
tailers, wanted by importers of well 
known low priced, fine Swiss watch line 
and 400 day, cuckoo, and alarm clocks, 
for Texas and Middle West. Address 
“R., 2901,” care J C-K. 








SALESMEN;; all territories open for ag- 
gressive men; top promotional line of 
sterling silver hollowware; experience 
necessary; call on department stores, 
jewelers and jobbers; commission. Ad- 
dress “A., 2765,’ care J C-K. 
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SALESMEN, with good retail follow- 
ing, wanted by well known manu- 
facturer of diamond set bridal sets 
and ladies’ 14K dinner rings; we 
have excellent territories open. Ad- 


dress “J., 2864,” care J C-K. 








WATCHMAKER; permanent position 
open for an experienced watchmak- 
er; must have neat appearance and 
pleasing personality; write, stating 
experience, age and salary desired. 


Address “*Y., 2800,” care J C-K. 








WATCH salesmen, who are able to pro- 
duce volume, to represent a well known 
low priced, fine Swiss watch; also dia- 
mond watches and diamond ring sets; 
replies confidential. Address “F., 2915,” 
eare J C-K. 





SALESMEN; manufacturer of leading 
promotional line of sterling hollow- 
ware; several choice _ territories 
open; give resumé in strict confi- 
dence. Address “K., 1783,’ care 
J C-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address ‘“R., 2165,” care 
J C-K. 





WANTED; salesman for credit and cash 
store; must know window trimming, 
collections, promotions and merchandis- 
ing; attractive salary plus over-riding 
commissions; store located in a very 
nice town in Vermont. Address “G., 
2788,” care J C-K. 





SILVER salesmen for all territories, 
except New York City; imported sil- 
ver plated hollowware, novelties, 
and domestic sterling hollowware; 
pepular prices; commission basis. 
Associated Silversmiths, Inc., 366 
Fifth Ave., New York 1, N. Y. 





SALESMEN; well Known manufacturer 
of sterling silver hollowware and baby 
goods, with established accounts in 
jewelers, departments and jobbers, has 
openings in Mid-West and South; com- 
mission basis. Address ‘‘M., 2845,’ care 








SALESMEN with following among whole- 
salers, material houses, chain jewelers, 
ete., for high quality, low price watch 
strap line of long established manufac- 


turer; commission; choice territories 
will be available. Address ‘“‘N., 2904,” 
care J C-K. 











SALESMEN, with following by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
residing in vicinity; travel by car; 
drawing against commissions» refer- 
ences. Address “R., 2622,” care J C-K. 











JEWELER, with from 15 to 20 years’ ex- 
perience on gold and platinum, one with 
Some experience for taking charge; fine 
opportunity for a good mechanic and a 
capable business man; answer in de- 
tail; confidential. Address ‘“‘K., 2814,” 
care J C-K. 








SALESMAN, with active following among 
the wholesale trade and large retailers, 
in the Middle West and Eastern terri- 
tories, wanted by established manufac- 
turer of quality platinum and white gold 
watch cases; state full particulars. Ad- 
dress “W., 2910,” care J C-K. 


SALESMAN, with a non-conflicting line, 
to represent a manufacturer of wedding 
rings and mountings; fast selling line; 
Strictly commission basis; give informa- 
tion in detail in first letter as to the 
States in which you travel. Address “J., 
2816,” care J C-K. 

ee 




















SALESMAN, for nationally known ex- 
tensive diamond and colored stone 
ring line, to cover Denver West for 
New York concern; drawing against 
commission; state past experience 
in confidence. Address “L., 2832,” 
care J C-K. 





WATCHMAKER, with enough experience 
to supply references based on reason- 
ably long associations ; must be good on 
escapements and at spotting sources of 
trouble; write giving training, experi- 
ence and references to, W. E. Blanchard, 
Jeweler, 125 Main St., Gloucester, Mass. 





EXCELLENT opportunity for a proven 
successful salesman, with good fol- 
lowing; we have opening for such 
a man to sell our diamond rings 
and mountings. Klebanoff & Gross- 
ge 74 W. 46th St., New York 36, 





ESTABLISHED manufacturer of ladies’ 
gold rings, with accounts which will be 
turned over, has openings on the Eastern 
Seaboard and Pacific Coast, for sales- 
men who have a following among job- 
bers, wholesalers, and chain stores. Ad- 
dress “‘C., 2841,” care J C-K. 





JEWELRY salesman; New York manu- 
facturer of complete line of 14kt gold 
bridal sets and fancy finger rings, wishes 
to connect with West Coast salesman to 
wholesalers for beginning of 1954; only 
experienced men with following need 
apply. Address “G., 2780,” care J C-K. 





TWO salesmen wanted: manufacturer 
popular priced line silver plated hollow- 
ware is open for good representation for 
Southeastern and Southwestern terri- 
tories ; have established accounts; draw- 
ing account or straight commission. Ad- 
dress “F., 2772,” care J C-K. 





WATCHMAKER, long established, 
high grade store, has permanent 
steady job open for experienced 
watchmaker of first class ability; 
air-conditioned daylight shop; re- 
ply giving references, age and ex- 
perience. Post Jewelry Store, De- 
eatur, IIl. 





Ee 


QUALITY watch line, nationally adver- 
tised, needs qualified salesmen; coop- 
erative management, liberal drawing, 
high commission ; several important ter- 
ritories open including New York City: 
side line O.K.: sell yourself in first 
letter: all replies confidential. Address 
“A., 2778,” care J C-K. 





SALESMAN; well known diamond 
ring house seeking representative in 
active territory from Denver West; 
a real opportunity for a qualified 
man with loyal following and pre- 
vious recent experience with a ring 
line; write giving full particulars. 


Address “K., 2787.” care J C-K. 


SALESMAN, Midwest, with following in 
better retail stores; represent manufac- 
turer, strong line diamond merchandise 
in platinum and gold: bridal sets, wed- 
ding rings, mountings, watches and at- 
tachments; give detailed information 
ars letter. Address “C., 2885,” care 








SALESMAN, with a following in Texas 
and Oklahoma, to represent a well es- 
tablished manufacturer of fine jewelry, 
platinum and gold diamond ring mount- 
ings and wedding rings; will not object 
to a non-conflicting line. The Schumer 
ote Co., 5 E. Third St., Cincinnati 2, 

io. 


CULTURED pearls; salesmen, already 
contracting jewelry and department 
store trade in Farwestern, Southwest- 
ern and Southern territories, to work 
on a commission plus incentive sharing 
plan for leading AA-1 importer, with 
permanent offices in Japan; all details 
- bay letter. Address “O., 2792,” care 




















SILVERWARE salesman with estab- 
lished territory covering department 
stores and jewelers, for outstanding 
line of silverplated hollowware; sal- 
ary or commission with drawing ac- 
count; must have car; California, 
Oregon, Washington and Utah, Ad- 
dress “E., 2670,” care J C-K. 


SALESMAN, for substantial diamond 
ring and colored stone ring delivery 
line, for New England and New 
York States, including New York 
City and environs; old established 
concern, has following. Reply in 
confidence to “M., 2833,” care 
J C-K. 








WANTED; watchmaker-salesman, young 
man, watchmaking background, inter- 
ested in sales and management career ; 
fast growing Southern Michigan chain ; 
clean-cut, aggressive salesman, not 
master mechanic, is our aim; salary 
and commission; write experience, sal- 
ary expected, first letter. Address ‘“S., 
2796,” care J C-K. 


JEWELRY repairman, for well estab- 
lished retail store, in New England 
City; some stone setting; special 
order ability appreciated; imme- 
diate opening good salary for the 
right man; permanent year around 
work in pleasant surroundings; ref- 
erences required. Address “N., 


2837,” care J C-K. 





EXPERIENCED retail jewelry salesman, 
with following; excellent opportunity to 
handle a large manufacturer’s extensive 
line of ladies’ and gent’s diamond rings, 
both mounted and unmounted; South- 
eastern territory is open; drawing 
against commission; submit full par- 
ticulars; all replies held in strict con- 
fidence. Address “‘N., 2791,” care J C-K. 








SILVERWARE salesman, with estab- 
lished territory covering department 
stores and jewelers, for outstanding 
line of silver plated hollowware; 
salary or commission with drawing 
account; must have car; Texas, 
Arkansas. Oklahoma and Tennes- 
see. Address “C., 2669,” care J. 

C-K., 








COSTUME jewelry; profitable line avail- 
able for experienced and aggressive 
salesman, with car, traveling in Louisi- 
ana, Mississippi, Texas, Arkansas, Ala- 
bama, Georgia: well established whole- 
sale house with considerable following 
in territory; resident preferred; non- 
conflicting lines acceptable. Address “T., 
2903,” care J C-K. 








OLD established diamond ring house 
has two territories open for sales- 
men with established following, no 
aspirants; liberal drawing account 
against commissions; liberal com- 
missions; New England and Mid- 
west territories open; our men know 
of this ad; all information kept 
in strict confidence. Address “C., 


2768,” care J C-K. 








SILVERWARE salesman, with estab- 
lished territory, covering depart- 
ment stores and jewelers, for out- 
standing line of silver plated hol- 
lowware; salary or commission with 
drawing account; must have car; 
North and South Carolina, Georgia, 
Florida, Alabama and Louisiana. 


Address “*M., 2668,” care J C-K. 
(Continued on page 204) 
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HELP WANTED—Continued 





LONG established New York manufac- 


turer is interested in a Midwest man 
with a following of wholesalers, jobbers, 
and chain stores, who is contemplating 
making a change for 1954; we have a 
complete line of 14K fancy finger rings 
and gold bridal sets, and are equipped 
to enlarge the line to satisfactory man’s 
ee Address “K., 2850,’ care 





SALESMAN 


wanted; Chicago manufac- 
turer of Beau Brummel billfolds, etc., 
has territory open for representative 
with established clientele calling on 
jewelry, sundry, drug, tobacco and 
leather goods jobbers; no objections to 
non-conflicting lines; reply in detail, 
giving past experience, reference, etc. 
E. S. Vihon Co., Inc., 3134 W. Chicago 
Ave., Chicago, Ill. 





WATCH salesman for nationally ad- 
vertised, popular priced, Swiss 
watch line; also 400 day clocks and 
travel alarm clocks; commission 
basis; territories open: East, Middle 
West, Southwest and West Coast; 
existing accounts will be turned 
over; state complete details, past 
experience and references. Address 


“P., 2806,” care J C-K. 





TWO, 


established territories open; one, 
Illinois, Missouri, Indiana; second, Wis- 
consin, Minnesota, Iowa, North and 
South Dakota; for experienced salesman 
for one of the nation’s top lines of 
ladies’ and men’s matched wedding ring 
sets and diamond engagement rings; 
straight commission basis; no drawing 








account. Bliss Ring Co., Ine., 29 E. 
Madison St., Chicago 2, IIl. 
EXCELLENT opportunity for expe- 


rienced man as manager of impor- 
tant, expanding credit jewelry con- 
cern in large city in Middle West; 
must be well qualified and expe- 
rienced in management, including 
buying and merchandising; state 
age, past experience and names of 
several persons in the trade who are 
aware of your abilities. Address 


F., 2763,” care J C-K. 








SALESMEN; major watch 


importer 
has several territories open in 
South, Southwest, Midwest, and 
East for experienced men_ with 
jewelers’ following only, accustomed 
to higher income; present accounts 
to be turned over; if interested in 
selling an outstanding and diversi- 
fied line on attractive commission 
basis, write detailed letter, referen- 
ences. Address “F., 2890,” care 
J C-K. 





SUCCESSFUL chain wants managers 


for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 
“H., 1737,” care J C-K. 

















OLD, reliable and progressive wholesale 
jewelry firm wants experienced jewelry 


salesman, with established accounts, 
among better retail jewelers in the Cen- 
tral and South Central States; this is 
an opportunity to make a permanent 
connection where your experience and 
ability will produce a splendid income 
with congenial working conditions; re- 
plies will be confidential; please give 
details in first letter. Address “P., 
2793,’ care J C-K. 





WELL established firm, selling most com- 


plete line of popular and medium priced 
costume jewelry, desires salesman with 
following of department, jewelry stores, 


specialty shops, etc.; territory open: 
New Jersey, Pennsylvania, Delaware, 
Virginia, West Virginia, Kentucky, 


North Carolina, South Carolina, Georgia, 
Tennessee, Alabama, Mississippi, Texas, 
Louisiana, Arkansas, and Oklahoma; 
highest commission paid; excellent op- 
portunity. Address “J., 2830,” care J C-K. 


ED 

















SALESMAN, 27 to 35; 


UNUSUAL opportunity for two sales- 


men, with currently active retail fol- 
lowing on the Pacific Coast and 
Southwest, to represent old estab- 
lished manufacturer of the most 
complete and promotional ring line 
in America (see our ad on page 27) 
exclusive representation; protected 
territory; your earning ability $20.,- 
000 minimum; detailed replies held 
confidential. K. Polishook & Son 
Corp., 216 E. 45th St., New York 
i ee 





nationally known 
manufacturer of a high quality line of 
ladies’ and men’s jewelry, requires a 
representative as of January 1, who is 
now living in Cincinnati or suburbs, to 
cover most of Ohio and Indiana, North- 
ern Kentucky, and small part of West 
Virginia ; salary plus travelling expenses 
and bonus; car furnished; previous out- 
side selling experience essential but not 
necessarily in jewelry field; write giv- 
ing full particulars. Address “‘A., 2759,” 
care J C-K. 





LONG established manufacturer of gold, 


gold filled and sterling staple and cos- 
tume jewelry, selling direct to the bet- 
ter retail stores is rearranging territories 
for better coverage, and which will in- 
sure a profitable opportunity for experi- 
enced and competent salesmen; no ob- 
jection to one small non-conflicting side 
line; the entire Midwest and East, ex- 
cepting New England, also the four 
Southeastern States are available; give 
complete experience in first letter in- 
cluding territory of interest; replies con- 
fidential. Address “‘Y., 2824,’ care J C-K. 





YOUNG 


salesmen; The _ International 
Silver Co. is interested in young men 
who want to become salesmen; if you 
are under 30, with experience in the 
jewelry industry or not, and have an 
ambition to become aé_e professional 
salesman, representing the leader in the 
silverware field, we have an opportunity 
for you; selection will be made for 
intensive training course and early ter- 
ritory assignment; write full descrip- 
tion of educational and business back- 
ground, personal and business references 
to, Harold Corcoran, International 
Silver Co., Meriden, Conn. 








SALESMAN, 27 to 35; nationally known 


manufacturer of a high quality line of 
ladies’ and men’s’ jewelry requires a 
representative as of January 1 who is 
now living in Rochester or suburbs to 
cover the greater part of Western New 
York State and Central Pennsylvania; 
salary plus traveling expenses and 
bonus; car furnished; previous outside 
selling experience essential but not 
necessarily in jewelry field; write giv- 
ing full particulars. Address “R., 2795,” 
care J C-K. 














SALESMAN; here is a very fine oppor. 
tunity for quality salesman to represent 
nationally known watch manufacturer: 
must have following with retail jewel). 
ers in Pennsylvania, New Jersey, Mary. 
land area; outstanding line with ex. 
clusive styling and exclusive selling feg. 
tures, including exceptional waterproof 
shockproof and automatic line; per. 
manent connection with progressive or. 
ganization that gives its sales staff 100% 
backing; only top-notch man will be 
considered; drawing against commis. 
sion; no objection to non-conflicting side 
line; write in strict confidence ; stating 
age, background, references. ' Address 
“D., 2886,” care J C-K. : 


—--- 








SALESMAN progressive ring manufac. 
turer, with top national reputation 
and continual growth, seeking 
qualified representative to carry our 
line of American Beauty diamond 
and stone rings in 1954; replies are 
invited from men with following 
among the cash and better credit 
stores in the Southwest and also in 


Illinois and surrounding States; 
correspondence will be held in 
strictest confidence. Untermeyer, 


Robbins & Co., 136 W. 52nd St., 
New York City. 





a 


EXCEPTIONAL opportunity for the 
right men; excellent active accounts 
in two territories are theirs for one 
of the larger stone and diamond 
ring companies who desire full cov- 
erage of retailers in these terri- 
tories; send all information regard- 
ing yourself which will be kept in 
strict confidence; first. territory: 
Chicago, Indiana, Illinois; second 
territory: Wisconsin, Minnesota, 
Iowa, Missouri, Kansas; for a real 
opportunity see our ad on page 105. 
Davidson & Sons Jewelry Co., 
manufacturers of Dason rings, 20 


W. 47th St., New York 36, N. Y. 


For Sale 


Stores, Stocks and Businesses 








SMALL jewelry store, established location, 
in downtown Phoenix, Arizona; good 
repairs and engraving: with or without 
stock. Clair Luse, 138 North First St. 


eT 





MAIN St. Location, Hartford, Conn.; will 
sell established business or accept part- 
ner with $7,500 cash. Jewelry Center, 
1043 Main, Hartford, Conn. 


——$—$—$—$——— TT 





JEWELRY and novelty engraving plant, 
complete engine turning and brocading 
machines: sell as going business or sep- 
arately. Address “N., 2868,” care J C-K. 








JEWELRY plant for sale, manufacturing 
platinum and gold jewelry; a fine op- 
portunity : well established ; write in de- 
tail: confidential. Address ‘X., 2817,’ 
care J C-K. 








PRECIOUS, imitation stones, and diamond 
setting business, including equipment; 
established over 5) years, New York 
City: selling due to age. Address “A, 
2883,’ care J C-K. 


al 





MODERN jewelry store; fast developing, 
downtown location; good repair busi- 
ness: nice lines; approximately $15,000. 
Gumm & Kennedy Jewelers, 1310 Broad- 
way, Lubbock, Texas. 


eee 
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RETIRED jeweler, selling stock of new 
and used watches, lots of used move- 
ments, watch repair. materials, equip- 
ment, at bargain prices. C. Janbazian, 
1052 No. Hill Ave., Pasadena, Calif. 








_ —— 


JEWELRY manufacturing ; Chicago Loop, 
small shop, three seats, well equipped ; 
ideal opportunity, good light, cheap 
rent; must sell. H. Tornquist, 32 N. 
State ‘St., Chicago. 








SMALL jewelry store, in large expanding 
suburb shopping district of Phoenix, 
Arizona; modern fixtures, Neon signs; 
plenty repair work for one man; total 
cost, $10,000. Address “F., 2781,’ care 
J C-K. 





JEWELRY store in Southern California 
desert town, 100 miles from Los An- 
geles: all nationally known lines; mod- 
ern, fully equipped; Santa Fe time in- 
spection ; full price, $30,000. Those in- 
terested, Address “N., 2686,” care J C-K. 














MODERN jewelry store; large repair ser- 
vice, in Portland, Oregon’s finest shop- 
ping center; excellent reputation and 
lease; clean stock; name brands; fran- 
chise lines ; approximately $12,000. Write 
“B. 2802,” care J C-K. 





————— 


FOR SALE, jewelry store; must sell on 
account of health; established 23 years, 
good: location; liquidating stock now; 
take over our lease and put in your own 
stock and, you. have a good going busi- 
ness. Mueller, The Jeweler, Freeport, Il. 








FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 








PAWNSHOP and jewelry store for sale, 
air-conditioned; only licensed pawn- 
broker in medium sized town of many 
industries and large payrolls in North 
Carolina; unlimited possibilities; ideal 
location, good lease; reason for selling 
personal; will take $25,000 to $30,000. 
Address “E., 2807,’’ care J C-K. 








PERHAPS we're foolish to think of selling 
such a wonderful wholesale jewelry 
business, established in 1912, this busi- 
ness has brought wealth and satisfac- 
tion to its owner, but after 41 years of 
work, I am _ beginning to think of re- 
tirement and sunny climes; we special- 
ize in diamonds, mountings, gold jew- 
elry and watches; if you have $100,000 
to invest and are raring to go, this is 
a wonderful opportunity to double your 
money quickly. Address ‘“J., 2849,” care 
J C-K. 

c 





WILL trade California orange grove for 
jewelry store; approximately 20 acres 
fine Valencia orange grove with modern 
colonial home, three baths; located 50 
minutes from Los Angeles on new ex- 
press highway ; appraised $90,000; will 
trade for cash jewelry store; wonderful 
opportunity for jeweler who is tired of 
being tied down in a jewelry store to 
relax and take it easy in California 
sunshine, Pacific Ocean and good fishing 
just 12 miles away; grove now operated 
by competent help who will remain ; 
Sunkist Association picks and markets 
the oranges, you do not need any 
orange experience. Arthur W. Field, 
Rural Route #4, Anaheim, Calif. 


MEER oe eer Sra cee! 
For Sale 


Tools, Equipments 


ee 





WATCHMASTER type G7, serial No. 2440 
$200. Address “M., 2809,” care J C-K. 











USED tools, benches, lathes, cleaning ma- 
amen, staking tools, ete. R. P. Gallen, 
20 W. Fifth St., Los Angeles 13, Calif. 


a eetrreeeeeecemeeeneeeneenieneeeeenineeeeeeee 


FLATWARE showcase, sit down type, ma- 
hogany 14’10” long, 33” high, 35” wide; 
90 drawers, two cabinets, plate glass 
display top; today’s replacement $1,800, 
Sacrifice at $300. Schwanke-Kasten Co., 
324 Wisconsin Ave., Milwaukee 2, 





is, 





| 











HOLLOW WARE polishing lathe, with dust 
collector 1-16 inch spindle, 1-7 inch 
spindle, two horse power 220-440 volt 
60 cycle alternating -current motor, 
manufactured by Astle Co., Providence. 
Schwanke-Kasten Co., 324 E. Wisconsin 
Ave., Milwaukee 2, Wis. 





FOR SALE; one, thermotrol complete, one, 
Baker .#20 oven; one vuleatral A.C. 
vacuum machine ;_ one, vulcanizer’; one, 
automatic timer’; ‘large, medium and 
small mixing bowls ° rubber mold 
frames, flasks and sprue bases in var- 
ious sizes; tream Carvers; pair of as- 
bestos gloves; electric wax Finelt wax 
pot; one, polishing lathe with Johnson 
blower; all in excellent condition. Rich- 
ard Chiling, 71 Greenway Boulevard, 
Elmont, L. I., N. Y 








Business Opportunities 





EVERY EFFORT is made: by The Jewel- 
ers’ Circular-Keystone to keep its ad- 


vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annaynce- 


ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


CERTIFIED gemologist, now employed, 
desires to set up gem laboratory in retail 
jewelry store; firm must qualify for 
membership in American Gem Society. 
Address “CG., 2875,” care J C-K 








AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
7 Blackstone Avenue, Chicago 
15. 





PARTNER; salesman with small capital; 
established manufacturer of 14K gold 
rings; give in detail your past connec- 
tions in the jewelry business. Address 
“Y.. 2705,” care J C-K. 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 

COLMES BROS., cash buyers and 

liquidators of jewelry stores; inter- 

view arranged at our expense; best 
bank and trade references. Write, 

Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 











CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 





AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in ac- 
tual cash results for 24 jewelers. 
Thomas J. Faussett, 52] Fleming 
St., Howell, Mich. 








AUCTIONEER; 10. successful sales 
conducted in 1952; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 


| 
| 
| 
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SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character... Write 15-17 Maiden Lane, 
New York: Telephone Rector 2-5928. 





LOUIS LENHOFF, 





auctioneer, has 
conducted successful jewelry auc- 
tions all over America and Canada; 
‘you may have for reference list of 
firms I have conducted auctions for 
recently. Louis Lenhoff, 3010 W. 
Chicago Blvd., Detroit 6, Mich. 
Phone Tyler 6-0439. 





¢ = 


AUCTHON sales conducted ‘in a dignified 


manner or the new method action sale; 
no license or restrictions in conducting 
action sales; 30 years’ experience; full 
particulars on réquest; an outstanding 
Pacific Coast organization to-serve you. 
Wire or write, S. Amster & 4Associates, 
512% So. Main St., Los Angeles, Calif. 
602 Mission St., San Francisco, Calif. 











WILL pay cash to any established 


jeweler,; dollar for dollar, for steck 
and fixtures, or will conduct ‘auc- 
tion sale for you and finance any 
necessary funds needed for a suc- 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Seranton Ave., Lynbrook, N. Y. 
Tel.: Lynbrook 3-8044, 





IMMEDIATE cash for diamonds, watches 


(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures;.we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references ; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 








WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank. and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 








AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 





DO you need cash; 


examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 580 Fifth Ave., New York 19, 
N. Y. Telephone PI. 7-4693. 








(Continued on page 206) 
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BUSINESS OPPORTUNITIES—Cont. 





AUCTIONEER V. C. Kelley ; do you want 
to sell $10,000 or $100,000 worth of 
jewelry for spot cash? This is not an 
exaggeration, it is a fact! I am doing 
just that for other jewelers right along 
and your store is no different than these 
listed below; five Loftis stores, Pitts- 
burgh, Omaha, Chicago, $250,000; two 
Shaw stores, Lima, Ohio; Knoxville, 
Tennessee, $70,000; Sterling Jewelry, 
Cincinnati, Ohio, $60,000; Roberts Jew- 
elry, Springfield, Ohio, $40,000; Rogers 
Jewelry Co., Peoria, Illinois, $30,000; 
Brackin’s Jewelry, Pensacola, Florida, 
$100,000 ; Stewart’s Jewelry, Little Rock, 
Arkansas, $30,000; Dame & Wilson, 
Richmond, Indiana, $60,000; Chandler’s 
Jewelry, Athens, Georgia, $20,000; 
Scott & Bousquet Jewelers, Montreal 
Canada, $150,000; over a period of 25 
years Kelley Auctions have gained a 
reputation of such uniform success that 
today we maintain unrivaled leadership 
in our line of endeavor; all sales are 
conducted under my personal supervi- 
sion and with the aid of an able as- 
sociate, giving you the highest develop- 
ment of modern auctioneering and a 
mastery of salesmanship under which a 
misfit sale is {mpossible now, why 
wouldn't you be Interested in a clean 
business transaction of this kind; should 
you engage my service, I will get you 
top dollar and pledge you a most suc- 
cessful sale; write or wire today. V. C. 
"od 7322 N. Ridge Ave., Chicago 45, 








Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 








CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 








ESTABLISHED jewelry store; can invest 
up to $10,000; excellent references if 
terms available; Mid-western location 
preferred; currently managing retail 
store. Address “‘N., 2899,” care J C-K. 








WANTED; key wind clock made by Gi- 
braltor Mfg. Co.; the case is made of 
lead, it has the three statues of former 


Presidents, Washington, Lincoln and 
Roosevelt: made about 1938. Address 
"G., 3773,” care J C-K. 





DIAMONDS, broken, chipped, “Old 
Mine,”’ recut by expert cutters; in- 
crease value and quality of your un- 
salable diamonds; also purchase all 
types of diamonds. Jack Blauweiss, 
Est, 1919, 22 W. 48th St., New York 
City. Pl. 7-2413. 





WANT to buy all, or control of, large 
volume jewelry business, manufacturing, 
wholesale or credit stores, with a record 
of consistently good earnings; strict 
confidence assured. Herman L. Barkin, 
448 Mill Plain Road, Fairfield, Conn. 





WATCHES wanted; any quantity; all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, etc. correspondence invited; 
references: The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Houston 2, 


Texas. 


| 
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WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call.  Ref.: 
Jewelers Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York, 
N. Y. Phone Canal 6-2854. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices ; we send you a check at once 
and hold shipment intact for your 
approval; references: National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 
Tenn. 








Watch Work, etc., for 
the Trade 





BOSTON, Mass.: expert and guaranteed 
watch repairing: prompt serviee; prices 
on request: mail orders invited. David 
Migdal & Co., 109-B Summer S&t., Tel. 
Hu 2-9547. 








SPECIALIZING in repairing, chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 


ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





QUALITY, quality, quality, watch re- 
pairing; our workmanship is second 
to none; be convinced with a trial. 
S. Silverman, 116 Nassau St., New 
York 38, N. Y. 





UNSURPASSED workmanship, watch re- 


excellent service; Watch- 
master; largest shop downtown doing 
trade watch repairs exclusively. Hyler 
Watch Co., 80 Nassau St., New York 38. 


pairing ; 





WATCHMASTER accuracy; cases pol- 


ished expertly; no additional 
charge; special, prompt attention to 
quantity shipments; since 1937. 
Anita Watch Co., 116 Nassau St., 
New York 38. 





SPECIALISTS in fine watch repairing; 


fast service; any amount of work ac- 
cepted; chronographs, automatics, cal- 
endars a specialty ; price list on request. 
Eastern Carolina Precision Works, 
Goldsboro, N. C. 





TWENTY-FIVE years’ experience in 


fine watch-repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service; price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 
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Special Order Work and 
Repairs for the Trade 








eS 


PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe. 
cialty. Carman Art Co., 15139 Glaston. 
bury Blvd., Detroit 23, Mich. 





_——_ 


24 hour service; .03 per 
letter; .25 minimum; special prices 
quantity orders. Tilford Jewelers, 108 
S. 8th St., Philadelphia, Pa. 


ENGRAVING ; 





————aes 


COMPLETE jewelry service; special or- 
ders, repairs, assembling gold and plati- 
num rings, bracelets, watch cases, ear- 
rings; guaranteed workmanship. Nash 
Jewelry Co., 93 Nassau St., New York, 





ee 





EASY profits, ring stone replacements: 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co,, 
160-11 Hillside Ave., Jamaica, N. Y. 





ee -— ——eeep 


CAST finding or platinum rings as- 
sembled, polished, set, engraved and 
rhodium plated on premises for 
the trade only; prompt service 
guaranteed; Holmes protection. F, 
& L. Jewelry Co., 56 W. 45th St, 
New York 36, N. Y. 





| 


STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias, fraternal emblems; _ stone 
cameos up to 50 mm size; onyx 
crosses, special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 








To Let 





FOR SALE, or rent, entire or part, old 
established, fine equipped diamond 
office, excellent North light; oppo- 
site Radio City, New York. Address 
“R., 2818.” care J C-K. 





A NEWARK, New Jersey jewelry land- 
mark for over 50 years; this is an op- 
portunity to take over the corner 1oca- 
tion, the fixtures, the chrome and marble 
store front, and the profitable going 
business: the landlord and store owner 
will cooperate to get you started. Write 
H. Busch, 15 Park Circle, Short Hills, 
N. d. 





Miscellaneous 








WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave. 
Daytona Beach, Fla. 


wd 





SHREWD diamond buyer, with 30 years’ 
experience, will buy for you loose dia- 
monds of any size or quality from the 
best bargains offered on three Antwerp 
Diamond Exchanges by 6800 diamond 
manufacturers, cutters, dealers an 
brokers every day; direct billing by 
seller to you; my commission only 3%. 
Air mail your details to, P. 0. Box 139, 
Antwerp, Belgium. 
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In Conclusion. . . 


THE PURPOSE OF BUSINESS... 


Some years ago, during a period when price cutting 
between manufacturers was running to damaging depths, 
the then publisher of THE JEWELERS’ CIRCULAR created 
one of the most talked of activities at that year’s national 
convention. He distributed hundreds of copies of a small 
card on which was neatly engraved the simple truth, 
“The Purpose of Business is Profits.” The idea caught 
and before the convention was over the cards had been 
tacked up by the exhibitors at virtually every display 
booth. 

This experience was brought to our mind by a current 
condition. A few years back there arose from those who 
selfishly sought the support of the unthinking, a line of 
“reasoning which suggested that profits were dishonest. 
The original suggestion was that profits were exorbitant, 
but in a short time, with nobody able to decide exactly 
where a profit became exorbitant, any kind of a profit 
was regarded as something to be spoken of in hushed 
tones by businessmen and loudly resented by consumers. 

Such publicity, was, of course, unfortunate. Many 
concerns found it necessary to defend their profitable 
operations with campaigns of public education. Yet 
much damage had been done. In the minds of the public 
lurked the suspicion that profits were out of line all the 
way from manufacturer to retailer. 

“Smart” operators cashed in on this public miscon- 
ception by advertising loss-leaders which further created 
the impression that traditional retail prices were full 
of unjustified profits. 

Now during this period there also was a steady rise 
in the cost of living so that the discount houses in the 
big cities were provided with a perfect climate for growth 
while industrial jobbers found small towns to be happy 
hunting grounds. Meanwhile, the old-established indi- 
vidual retailer was harassed by these unorthodox develop- 
ments; saw his volume and profit margins jeopardized. 

“Where do we go from here,” he said. 

Well, where do we go from here? In looking over 
the earnings statements of many of those large retail 
establishments famous for their loss-leader and cut-price 
promotions, we find that their profits during the past 
year have been nowhere near as sensational as their 
promotions. 

Yes, “the purpose of business is profits,” and many of 
the big operators are finding that you can’t sell large 
gobs of merchandise without a profit and stay in busi- 
ness—anymore than you can pretend to be giving your 
merchandise away and hope to keep fooling the public. 

The discount houses, however, present a different pic- 
ture; and are apparently operating at a profit. Unlike 
the operators who offer temporary bargains, the dis- 
count houses have built their business on the day-in-and- 
day-out offering of cut-prices on nationally known mer- 
chandise. 

Now with the return of Fair Trade this may be differ- 
ent. Yet, cynically or realistically, the discount store 
operator reasons that Fair Trade is a good thing. For, 
rightly or wrongly, he assumes he will still get merchan- 
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dise and be able to profitably fight off law suits. Also, 
he feels that Fair Trade will cause the individual mer- 
chant to maintain the suggested prices, thereby making 
his lower prices more conspicuous and his bargains more 
valid. What is more, he believes that the public is satis. 
fied with the manufacturer’s good name and that the 
guarantee and the service of the retailer are things which 
the consumer neither needs nor desires. 

This, is the weakest link in his reasoning. This is the 
most vulnerable spot in his operation. .This is the 
Achilles heel he cannot protect, for, if he furnishes the 
services offered by the regular retailers, his overhead will 
threaten his profit and—‘“the purpose of business is 
profits.” | 

Here lies the greatest opportunity for the individual 
retail operator to successfully combat the discount house. 
He is set up to give service. He has built his business 
on the word. He has been telling the public for years 
that they should buy their nationally advertised goods 
from him because of his service. But (let’s set that all 
in caps); BUT, has he been fully delivering the service 
he has implied; fully utilizing the facilities for service 
which he is so expensively maintaining? 

Forgetting individual cases, the answer is obviously, 
“no.” If he were, there would be few discount houses 
flourishing in this country. For, the prices of the average 
retail jeweler are not out of line, the profits are not too 
high. In fact, they are often dangerously low because 
of the costly service facilities he must maintain. 

Today’s community jeweler is spending big money on 
an expensive location for the convenience of his cus- 
tomers. He has invested big sums in educating himself 
to be an expert in the value and use of his wares. He 
has made important personal investments in the welfare 
of his community. He has provided a handsomely fur- 
nished store in which merchandise can be comfortably 
selected. He has put his repair department and his 
promise of satisfaction behind every sale. He maintains 
the facilities for delivering big services and also for meet- 
ing the important little needs of his customer, such as 
gift wrapping and free delivery. Truly, the almost endless 
number of services available from the community jeweler 
make him a merchant apart. 

That he should now be in fear of cut price artists and 
discount houses and industrial catalogs is out of char- 
acter, unjustified and a useless dissipation of his nervous 
energy. 

Instead, he should be taking stock of the facilities he 
is expensively maintaining to give service to his custom- 
ers. He must merchandise these facilities. He must 
make his customers recognize them and want them. He 
must do this because they represent a competitive ad- 
vantage which the unorthodox distributor can never have. 
He must do this because it is bad business to make an 
investment such as he has in his service facilities without 
making them pay dividends. He must do it because, 
briefly, the purpose of business is profits, and the reason 
for business is service. 


Meese A Ree. 


Editor 
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It’s a fact: 7 out of every 10 people who buy 
flatware in your area buy silverplate. 

A mighty big market ‘‘pie” waiting for you to 
cut into! 

What’s the best way to get a bigger cut? 

Just feature the most wanted, fastest-moving 
silverplate line... that’s 1847 Rogers Bros. ...in 
your advertising and promotion. 





TV PROMOTION NEWS! 1847 ROGERS BROS. 


Television is one of your BIG ‘‘1847”’ demand-builders! TV * . 
spotlight item this month: 52-piece (Heritage pattern) service : The top-quality line 
for eight in mahogany chest ... $79.75 retail. Will be presented with a top-profit margin! 
on new “*1847” hit show —‘‘My Favorite Husband,” and in 


magazines. A product of The International Silver Company 


Tune in! Tie in! ‘‘My Favorite Husband,”’ selling for you over CBS-T'YV stations! 
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By Oneida Ltd. Silversmiths 
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